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Some TV Shows 
Win Sponsors, 
but More Lose 


Carter Signs Pearson 

for Both Radio and TV 

but ABC Loses 2 Shows 

New York, Feb. 22—Television | 
sponsors created lot of traffic | 


this week. Some network tet fy 
attracted sponsors, 


a 


but outbound | 
traffic lanes were more crowded | 
than inbound. Young & Rubicam} 
sparked many of the movements. 

At American Broadcasting Co., 
bad news came from Cluett, Pea-| 
body & Co. and Goodyear Tire &| 
Rubbers Co. On the other hand, | 
Carter Products agreed to sponsor | 
Drew Pearson’s 15-minute Sunday | 
radio news program and to back! 
the newsman’s first regular TV} 
series on ABC later. 

Cluett, Peabody (via Young & 
Rubicam) will drop the Herb! 
Shriner telecast as of April 3 and 
Goodyear (also via Y&R) will) 
cancel the “Paul Whiteman Re-| 
vue” at the end of the current! 
cycle. 


|radio, 


® Carter Products, through Ted 
Bates Inc., has carried a one-min- | 
ute spot on Pearson’s radio show 
since April 29, 1951. It picks up 
the check for the full show next 
April 6. The exact date when it 
will begin sponsoring the TV show 
(Continued on Page 144) 


Betty Crocker’ Tasty New Lenten Dich 


TUNA RULUES) 


exTurT Prope 


THREE-WAY TIE-UP—Wesson Oil, Van 
Camp and General Mills are joining for 
the second year in a Lenten promotion 
for Tuna Roll-ups. The three will share 
costs of this four-color page in Sunday 
supplements in March. 


Wesson, Van Camp 
_and General Mills 
Set Lenten Tie-up 


MINNEAPOLIS, Feb. 20—For the 
second year in a row General Mills, 
Wesson Oil and Van Camp Sea 
Food will pool ad budgets for a 
giant Lenten promotion. 

The three-way tie-in features 
Betty Crocker’s new Tuna Roll- 
ups and the program will use TV, 
newspapers, magazines, 
store displays and recipe tearoffs. 

The companies will share costs 


| of a full-page color ad in the First 


Three Markets Group March 9; 
The American Weekly, March 16; 
Atlanta Journal, Columbus Dis- 
patch, Louisville Courier-Journal 
(Continued on Page 4) 


Ad Outlay Percentage Needn't Match 
Growth of National Economy: Duffy 


New York, Feb. 20—National 
advertising should not necessarily 
keep pace percentage-wise with 
the growth of the national econ- | 
omy, Ben Duffy said today. 

The president of Batten, Barton | 
Durstine & Obsorn addressed his 
remarks to members of Associated | 
Business Publications at the 
group’s annual eastern clinics. 

Advertising, Mr. Duffy said, 
supposed to reduce the cost of sell- 
ing. A drop in percentage should 
take place in ad expenditures as 
the national economy rises. The 
2% cited for 1951 ad outlay, as 
against about 3% before the last 
war, he said, is based on different 
income and cost ratios 

Mr. Duffy spoke at a simulated 
TV program, “Meet the Business 
Press,” emceed by Martha Roun- 
tree, radio-TV producer. The pro- 
gram was introduced by Edgar Ko- 
bak, business consultant 


is 


@ The two guests on the program | 
were Mr. Duffy and C. H. Lang, 
v.p. in charge of public relations| 
for General Electric. They were 
supported by a panel of business | 
paper publishers, which included | 
Reginald Clough, editor of Tide;| 

Louis W. Fairchild, president of | 
Fairchild Publications; A. M.| 

(Continued on Page 141) 


| line, 
| when advertisers demanded lower 


| Lowell Thomas, 


Procter & Gamble, 


;ent 


General Mills Ask for 


| given issue of the paper. Half the 


‘Radio Rate Cuts 


New York, Feb. 22—Radio’s rate 
which lost ground in 


50 ‘Over $10,000,000’ Agencies 
Billed $1,567,000,000 in 1951 


Eighth Exclusive AA Compilation of Agency Billings Shows Figures 
for 250 Agencies; Three Hit $100,000,000 Mark; 18 Over $30,000,000 


Copyright, 1952, by Advertising Publications Inc. Quotation or reproduction 
in whole or in part without written permission is expressly prohibited. 


By Joun CRICHTON 

New York, Feb. 21—In 1951, 50 agencies 
billed more than $10,000,000 during the year, 
and the aggregate total of these titans of the 
agency business was $1,567,200,000. 

Not only that, but three agencies billed more 
than $100,000,000, a figure which was undream- 
ed of a few years ago in agency circles. (James 
W. Young once told a Thompson plans board 
meeting that the agency should be gearing it- 
self to handle a hundred-million-dollar billing, | 
and met only shocked disbelief around the | 
table. Yet this is JWT’s fifth year over the 


$100,000,000 mark.) 


This is the largest list of agencies in this 
bracket ever compiled by AA, during the eight 
years these exclusive reports have been pub- 


| lished. In 1945, for instance, the year the war 


elite circle. 


sequences for 


by and large, 


Announces ‘Split-Run’ Testing of Radio 
and TV Commercials, but Won't Say How | 


San Francisco, Feb. 19—Maybe! ads hit all parts of the coverage 


it’s not impossible, but it certainly 
seems so. That is, the adaptation of 
the split-run system in newspaper 
advertising to radio and television 


| commercial copy. 


Such a service has been an- 
nounced by Chaffee Testing Ser- 
vice here. The new organization is 
headed by Robert E. Chaffee, for- 
merly with Life and CBS, and 
John Mayer, formerly with Foote, 
Cone & Belding here. Neither of 
the partners has revealed how 
their service will operate. 

Briefly, split-run advertising in 
newspapers consists of two differ- 
ads appearing in the same 
position on the same page along- 
side identical editorial matter of a 


issue carries one ad, half the other. 


| Distribution is made so that both 


Last Minute News Flashes 


1951) 


rates because of the inroads of TV, | 


apparently is in store for another 


| concerted attack. 


This week both network and 
spot radio were faced with a re- 
quest for major price concessions 
from two of the medium’s top 
spenders, Procter & Gamble and 
General Mills. In both cases, the 
direction is toward bringing night- 


area simultaneously. 


@ Mr. Mayer refused to tell AA 
how such simultaneous coverage 
with different radio or TV com- 
mercials will be done. He told AA 
operation of the service will start 
in the Los Angeles area next week. 
After consolidation on the West 
Coast, he said, a move into eastern 
markets will be made. 

He said it is planned to fran- 
chise stations in about 50 leading 
U. S. test markets. All commercial 
testing will be under supervision 
of his organization. 

“We will be able to determine 
which of two or more commercials 
is most effective,” he asserted. 

The company, with offices at 68 
Post St., has made a test for M. J. B. 
Coffee Co. in the Bay Area. 


Hertz Ad Budget Set at $1,950,000 for 1952 


Cuicaco, Feb. 22—Hertz Driv-Ur-Self System today announced a 
$1,950,000 ad budget for 1952, an increase of more than 100% over 


time costs down to the level of! 


daytime rates. 

Procter & Gamble, now in the 
process of budget planning for the 
new fiscal year that starts in July, 
has been discussing the question 
of renewals for three Monday- 
through-Friday evening shows— 
“Beulah” and the 
Jack Smith (Tide) program—with 
| CBS Radio Division. 

In recent months these broad- 
casts have earned only slightly 
|higher ratings than several P&G 
afternoon (CBS) serials. The night 
time costs P&G about twice as 

(Continued on Page 141) 


1947. 


More than half of this total will be spent in local communities. 


Magazine advertising will be expanded with the addition of National 
Geographic and Fortune. Also new is the Wall Street Journal. Camp- 


bell-Ewald, the Hertz agency, 
television. 


also is planning experimental use of 


Latham Sets Thor Washer Drive in New York 

New York, Feb. 22—E. B. Latham & Co., distributor for Thor Corp., 
will introduce the new Thor automatic washer to the New York mar- 
ket on March 16 with a full-color page in the Herald Tribune edition 
of This Week Magazine. Black & white pages in the Westchester group, 
a 1,000-line ad in the Staten Island Advance, and TV spots also will be 
used. About-¢@,@0@eworth of washers will be given away to customers 
of a supermarket chain. Thor started market-by-market introduction 


of the new washer last September 


(AA, Sept. 24). Fred Gardner Co. 


handles the Latham account; Henri, Hurst & McDonald, Chicago, is the 


Thor agency. 


Ellis Joins Grant Advertising as Media Director 
New York, Feb. 22—Thomas J. Ellis, formerly with Cecil & Presbrey, 
has been appointed media director of Grant Advertising, New York. 
(Additional News Flashes on Page 145) 


Was necessary. 


ended, only 27 agencies were reported in this 


Not only is it the largest list, but more agen- 
cies are clustered in the higher brackets than 
in previous years: 
with more than $50,000,000 in billing; ten 
agencies with more than $30,000,000, but less 
than $50,000,000; and half the agencies in this 
bracket had $20,000,000 or more. 

Last year, AA reported that agency presi- 
dents were concerned over the future, feeling 
that the war in Korea might have drastic con- 


there were eight agencies 


advertising. In general, these 


fears have not materialized. The year 1951 was, 


a year when aggressive selling 


Some of the reasons for this 
gain in billing—and an analysis 
of the gains—appear on Page 94, 
in a separate story. 

AA wishes to emphasize—as it 
has for the past several years— 
that these billings represent only 
gross business. They are in no 
sense construable as agency in- 
come any more than bank deposits 
er. face value of insurance repre- 
sent the income of a bank or an 
insurance company. 

Specifically, an agency which 
billed $20,000,000 in 1951 (and 
only 25 of the 250 agencies report- 
ed in this roundup did) has an 
income of $3,000,000—not $20,000,- 
000, which properly is regarded 
only as the measure of the busi- 
ness it did for its clients during 
the year. 


@ In computing an agency’s bill- 
ings, AA asked agency heads to 
multiply all fees by 6%, thus 
equalizing fee and commission 
business for purposes of compari- 
son. 

Finally, “estimate” is used in 
this compilation for a number of 
agencies, but in no more than a 
half-dozen cases out of the 250 
presented here is it a genuine 
guess, based on the best informa- 
tion AA could secure. In the other 
instances, the estimate represents 
a joint endeavor in which a re- 
sponsible executive of the agency 
in question assisted a reporter in 
arriving at the figure. 

Among the newcomers to this 

(Continued on Page 62) 


Highlights of the Week's 
News and Feature Index 
Appear on Page 144 
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.They all stress 
: pelled two ways) 


‘Send for Illustrated Brochure’... 


90% of ‘Come to Our City’ Booklets 
Found Almost Worthless in Survey 


Santa CLARA, CAL., Feb. 20—-The 
bureau of research at the Univer- 
sity of Santa Clara has issued a 
biting report on promotion mate- 
rial put out by chambers of com- 
merce and other community de- 
velopment groups. 

Called “Send for Illustrated 
Brochure,” the 46-page study finds 
that 90% of the “Come to Our 
City” booklets leave much to be 
desired. Their appearance and con- 
tent are “to a great_degree” simi- 
lar. Their design, illustration and 
statistical data are poor. There is 
no apparent correlation between 
cost and quality. 


® “Generally speaking,” concludes | 
the bureau, “community brochures 
seem to be written chiefly for 
local readers rather than for the 
outsider and stranger to whom 
they are addressed. Many of them| 
appear to be issued without mak- | 
ing full use of the available sources | 
of factual data, technical skill and 
related publicity resources.’ 
The 298 brochures examined | 
were found to be so similar that 
tles, texts and pictures could 
ten be interchanged. It made no| 
fference whether the area de-| 
@eribed was in Maine or California. | 
There was the greatest wuni- 
— on the question of climate. 
owhere are the winters cold or 
the summers hot; they are always 
ild’ or ‘temperate,’ the climate 
el ‘invites year-round 
Mitdoor activity.” In the bro- 
ures Houston and New England 
bth had the same climate 
| 
“They [the brochures] describe 
eir communities as being in the 


at the ‘ 


a of rich and growing areas, 


gateways’ to such areas 
‘liveability’ 
or the more 
mmon phrase, ‘better living.’” 
Pictures used in the brochures 
show no distinction. Photo- 
aphs of modern buildings are 
ways described as “typical” and 
fain Street looks much the same 


hether it’s in New Jersey or 
aho.” 
= What are 


similarity? The study quotes a 
chain store executive as saying: 
“We no longer look at any local 
booklets. They’re nearly all alike 
and don’t show up any real com- 


SO 


the results of this 


|} advantages of 


munity differences.” 


find ideal conditions in almost any 
town in this part of the country.” 


@ The bureau also examined “the 
10% that are different” and dis- 
covered that the exceptional bro- 
chures, “while different from each 
other, are mostly simple in style 
and arrangement—with fresh- 
sounding titles, well selected pic- 
tures, good maps and smooth- 
reading text.” 

In a few cases brochures used 
frankness for effect. A booklet is- 
sued by the U.S. National Bank of 
Denver listed disadvantages and 
industrial location 
in the Denver area. 

The study notes a tendency to- 
ward slick, elaborate brochures. It 
reports how a state agency put out 
|a highly readable series of reports 
on specific industries and then was 
severely criticized by the legis- 
lative budget committee for wast- 
ing money “on some cheap pam- 


| phlets.” 


The research bureau stressed 
“that it’s a mistake to spend all 
the printing budget on a brochure,” 
pointing out that followup pieces 
are essential for a successful pro- 
motion. 


@ In the study's appendix the bu- 


| reau singled out the following slo- 


gans as “eligible for retirement” 
(after long and frequent use): 

Where Life is Better, Where There is 
Room to Grow, Where Workers Produce 
More, The Friendly City, The City of 
Opportunity, The City That Has Every- 
thing, In the Center of a Vast Market, 
The Gateway to a Rich Empire, At the 
Threshold of Great Expansion, Your 
Logical Location, Where People Work 
Better, Play Better, Live Better, A Ro- 
mantic Past and a Challenging Future, An 
Ideal Place to Raise a Family or a Busi- 
ness, Air-conditioned by Nature, A Warm 
Welcome Awaits You, According to Con- 
servative Estimates, and Figures Cannot 
Tell the Story 

This is the second in a series of 
studies on community growth. The 
university’s first survey covered 
community advertising (AA, Sept. 
10, 51) and the bureau noted that 
most of the ads carried the line, 
“Send for Illustrated Brochure.” 


Ohio Crankshatt Co. Wins First Award in 
Cleveland T-F Club ‘Ad Result’ Contest 


CLEVELAND, Feb. 19—The Cleve- 
land T-F Club’s second annual 
“advertising result” competition 
has been won by Harry Osborn 


Jr., technical chief and advertis- 
ing director of Ohio Crankshaft 
Co. 


The T-F Club, an organization 
of business paper space salesmen, 
presented the top award for the 
most effective industrial adver- 
tising of 1951, based on “results 
obtained in terms of the original 
objective for which the advertis- 
ing was planned.” 

Ohio Crankshaft took first place 
with continuous promotion of its 
induction heat treating process 
for industry. The advertising ap- 
peared in metal-working and de- 
sign publications, and was placed 
through Carr Liggett Advertising 
Inc. 


® Honorable mentions were won 
by O. B. Stauffer, assistant ad 
manager, American Steel & Wire 
division of U. S. Steel Corp.; Carl 
L. Peterson, ad manager, Cleve- 
land Crane & Engineering Co.; 
George O. Gould, ad manager, 
Viking Air Conditioning Corp., 


and Joe E. Craig, ad manager of 
Warner & Swasey Co. 

Judges for the competition, with 
24 nominations, were John Apsey, 
ad manager of Black & Decker 
Mfg. Co. and president of the Na- 
tional Industrial Advertisers Assn.; 
G. D. Crain Jr., publisher of Ap- 
VERTISING AGE and Industrial Mar- 
keting, and Grant Stone, national 
advertising manager of the Cleve- 
land Press. 


Art Directors Elect 

The Cincinnati Art Directors 
Club has elected Ralph Pollard, 
associate art director of Procter 
& Gamble, president. Other offi- 
cers elected are: Henry Wilder, 
Wilder Studio, v.p.; Lloyd Smith, 
Procter & Gamble, secretary, and 
Harold Fisher, assistant art direc- 
tor of Kroger Co., treasurer. 


Phibbs Advertising Names 2 
Harry C. Phibbs Advertising, 


Chicago, has appointed John Rob-| se this Grtve, whith te handled 


ert Ferry, formerly with Albert 
Frank-Guenther Law, Chicago, 
head of its production department. 
Thomas J. Weithers, formerly with 
Ruthrauff & Ryan, Chicago, also 
has joined the production staff. 


A plant engi- 
neer assigned to find the best lo-| 
cation for a new branch said: “I)| 
read a lot ef brochures and then I | 
threw them all away. According to | 
the literature, our company would | 


a a 


[ Sa 


> REAL COFFEE 
_ 


ay 


IT’S IN THE BAG—Wason Brothers Co. 
uses copy like this now for Mello-Cup 
coffee in individual serving bags. 


Wason Brothers Co. 
Begins Ad Campaign 
for Bagged Coffee 


SEATTLE, Feb. 21—Wason Broth- 
ers Co. has brought out its Mello- 
Cup coffee in bags for single-cup 
servings. For years the brand has 
sold widely to the restaurant trade. 

Promise of an ad campaign in 
Seattle and Tacoma won a place 
for the bagged Mello-Cup in 85% 
of dealer stores there. The cam- 
paign includes newspaper space, 
TV, radio spots and point of sale 
aids, 

Wason Brothers has a franchise 
(for bags and the machines used 
to fill them) in Washington, Ore- 
gon, Idaho, Montana and Alaska. 
The campaign will cover the whole 
area as soon as distribution and 
supplies permit. 


@ In the Seattle area, most em- 
phasis has been on television, with 
a 15-minute weekly evening show 
plus daytime spots. Deep two-col- 
umn newspaper ads also were used, 
along with radio spots on KING 
and KRSC. The Spokane area, 
where there is no TV station, will 
open with full-page newspaper 
ads. 

Copy features the speed and 
ease of making coffee. One head- 
line reads: “At last, real coffee, 
quick as a flash.” 

Frederick E. Baker & Associates 
is the agency. 


FCC Has No Control 
Over Blacklisting, 
Coy Tells Rex Stout 


WASHINGTON, Feb. 21—FCC 
Chairman Wayne Coy has advised 
the Authors’ League of America 
that the commission cannot in- 
vestigate alleged blacklisting of 
radio and TV writers by stations 
and networks. 

In a letter to Rex Stout, league 
president, the FCC chairman said 
the operations of stations are pri- 
marily the responsibility of li- 
censees. 

He said FCC would welcome any 
information the league might wish 
to offer which might indicate that 


an individual licensee ‘“surren- 
dered” control over his station 
operations. 
Radio-TV Service Men 
Featured by Sylvania 

The promotion of radio-TV 


service men who display the Syl- 
vania seal will continue to play a 
major role in the advertising of 
Sylvania Electric Products, New 
York. Copy in Better Homes & 
Gardens, Collier’s, Life and The 
Saturday Evening Pest will carry 
testimonials from celebrities to the 


‘Ad Managers Go 
| Back to School 


'admen since 


Sylvania service men. 

“Beat the Clock,” the company’s 
weekly telecast on CBS-TV, will} ; 
feature some commercials devoted | 


through Cecil & Presbrey. 


‘National Jeweler’ Moves 
National Jeweler has moved to 
216 W. Jackson Blvd., Chicago 6. 


Advertising Age, February 25, 


‘24 Newspaper 


New York, Feb. 19—The Amer- 
ican Press Institute yesterday 
opened a two-week seminar for | 
24 newspaper advertising mana-| 
gers from 17 states. It’s the first! 
session the institute has held for| 
it was formed six! 
years ago. 

Up to now, about 750 working | 
newspaper men have attended such 
sessions here. All have had at least 


| five years’ experience, and their 


average age has probably been 
between 40 and 45 years. Sessions 
are candid and completely off the 
record. Discussion leaders will 
draw out the present group of 24 
students on such concrete matters 
as rate cards and the like. 


@ The need for such schooling for 
newspaper men long out of school | 
was noted some years ago by 
Sevellon Brown, publisher of the 
Providence Journal-Bulletin, while 
visiting his son, then a graduate 
student at Columbia. Much credit 
for setting up the project goes to 
Mr. Brown. He succeeded in get- 
ting 38 other publishers to raise | 
funds to finance American Press 
Institute. Mr. Brown is still chair-| 
man of the advisory body. 

Director of the institute is J. 
Montgomery Curtis, who joined 
API in 1947 afer having been city 
editor of the Buffalo Evening 
News. Each year he asks newspa- 
pers to suggest names of staff) 
men to attend seminars. Of those 
suggested, a group is picked, based | 
on such factors as the papers’ 
needs, geographical location and 
so on. For instance, 27 managing 
editors were invited from among 
42 nominees for the seminar which 
meets next. 

Of those who so far have gone 
to the school, the largest number 
has come from Pennsylvania (a 
state with more dailies than any 
other). California and Texas are 


oe 


HELPING PEOPLE WELL 


1952 


{about tied for second, and next 
‘comes Massachusetts. Montana 


alone has not sent a man 


@ Ad managers at the current 
seminar are: 

Van M. Andrus, American Press, Lake 
Charles, La.; Roy Appleton Jr., Record- 
Chronicle, Denton, Tex.; Lyndon R 
Boyd, Star, Oneonta, N. Y.; A. F. Colon- 
na, Daily Press, Newport News, Va.; 
Lowell H. Cross, Daily Record, Strouds- 
burg, Pa; C. L. Fountain, Lancaster 
Newspapers Inc., Lancaster, Pa; E. L 
Hamilton, News, Tuscaloosa, Ala.; Ray 
Taylor Harris, ‘Daily News, Williamson, 
W. Va.; Henry M. Healy, Transcript 
Telegram, Holyoke, Mass.; Harry Huey, 
Southwest-Times Record, Ft. Smith, Ark.; 
Edward M. Hyde, Herald, Sharon, Pa.; 
Leon Kondell, Herald-News, Passaic, 
N. J. 

Also, Donald M. Lindsay, Courier, 
Champaign-Urbana, Ill.; William C, Lund- 
quist, Daily Bulletin, Endicott, N. Y.; 
Bill Miller, Daily Hub, Kearney, Neb.; 
G. F. Phillips, Daily News, Midland. 
Mich.; Carl W. Pollock, Evening Post. 
Charleston, S. C.; Thurman W. Sallade, 
Patriot Ledger, Quincy, Mass.; George A. 
Smith, Times and World-News, Roanoke, 
Va.; Mack Smythe, Daily News, Jackson, 
Miss.; George R. Stewart, Observer and 
Reporter, Washington, Pa.; Harry Stone, 
Daily Herald, Biloxi, Miss.; Eugene H. 
Thiele, Union-Sun and Journal, Lockport, 
N. Y., and John K. Zollinger, Daily News, 
Sidney, O 


Waste of Money in 
Market Research 
Told by Simmons 


NEw York, Feb. 19—W. R. Sim- 
mons, president of W. R. Simmons 
& Associates, believes market re- 
search organizations are “wasting 
money in an effort to save it.” 

These groups also are coming 
out with unsound samplings, he 
told the New York chapter of 
American Marketing Assn. here. 

Mr. Simmons said the one way 
to make sampling both sound and 
inexpensive is to have field work- 
ers visit all sample areas and make 
a complete listing of all dwelling 
units there. He pointed out that 
this method will spread costs “over 
a great many surveys” and at the 
same time will make _ possible 
“known probability” samples. 

“Unless we know how many 
households are there,” he said, 
“there is no way to know what 
chance each household has to be 
included.” 


1S ALL THE WORLD'S CHALLENGE 


2s. 


PART OF FOUR-PAGE AD—This is the center spread of a four-page ad by E. R. 


Squibb & Sons in the Feb. 25 Life International. 


It opens the company’s fifth 


year of institutional advertising in other countries. 


Squibb’s Foreign Institutional Drive 
Shifts to Ads in ‘Life International’ 


New York, Feb. 21—E. R. 
Squibb & Sons has greatly ex- 
panded its institutional advertising 
outside the U. S. 

Four years ago, Squibb began a 
campaign to tell people in other 
countries about how pharmaceu- 
tical houses, universities and re- 
search organizations help raise 
health standards and lengthen 

man’s life span. This drive began 
in Latin America, India and the 
Philippines. 

Now, with a big schedule in| 
Life International, Squibb will 
turn its emphasis for the first time 
to Europe, Africa and the Middle 
East. The schedule opens in the 


Feb. 25 issue with a four-page bkw 
insert having a Life-like picture- 
and-caption layout. This will be 
followed by two-page ads through- 
out 1952. The theme of the cam- 
paign is “Keeping people well is 
all the world’s challenge.” 


@ In its previous campaign in 
other countries, Squibb has used 
newspapers, magazines and movie 
films to tell how doctors and pa- 
tients can work together to defeat 
cancer, tuberculosis, polio, heart 
disease, diabetes, anemia and pneu- 
monia. 

J. Walter Thompson Co. handles 
the account. 
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TV Freeze Will Be 
Over by March 15, 
FCC's Coy Predicts 


WASHINGTON, Feb. 21—TV’s un- 
freeze will take place about the 
middle of March, according to the 
latest prediction of FCC Chairman 
Wayne Coy. 

Several weeks ago, FCC officials 
began expressing hope that the 
three-year freeze would end dur- 
ing February. However, the moun- 
tain of paper work involved in! 
preparing the unfreeze order is 
forcing the commission to miss its 
target. | 

Before issuing its new TV allo-| 
cation table, FCC must consider | 
suggestions which were filed by| 
about 1,500 interested parties dur- 
ing the allocation hearing. Each 
of these suggestions must be spe- 
cifically approved or disapproved. 
Some of them run hundreds of 
pages in length. 


a When it is issued next month 
the new table will bolster the pres- 
ent system of 12 TV channels in 
the very high frequency (VHF) 
band with 70 channels in the ul- 
tra high frequency (UHF) band. 

New and old frequencies will be 
intermixed to provide three or 
more channels for all large com- 
munities. 

Manufacturers have indicated 
that inexpensive tuners will be 
available to enable set owners in 
established TV areas to adapt their 
sets to new UHF frequencies in 
their communities. 


@In public appearances before 
this week, Mr. Coy said FCC will 
wait 60 to 90 days after the freeze 
before issuing licenses to new TV 
applicants. 

He estimated that no more than 
“10 to 20” new stations could get 
on the air during 1952. First new 
authorizations will go to commun- 
ities where the number of avail- 
able channels exceeds the number 
of applications. 

Where the number of applica- 
tions exceeds the number of chan- 
nels, time-consuming competitive 


hearings must be held before con- 


Advertising Age, February 25, 1952 


NOW/ Pussed with Chlorophyll 
Natures Greatest Purifier 


TUXEDO DOC FEEDS 


WITH ADDED TASTE APPEAL 


a 


OMY. GLO @ 7088 


| No more DOGGIE BREATH - NWoDOGGIE ODORS 


NO MORE DOGGIE BREATH—Dogs can be doggier now thot 
Thorobred Dog Food Co., Cincinnati, has added chlorophyll to 
its Thorobred and Tuxedo brands of dog food. Associated Adver- 


tising Co. prepared this poster and other advertising. Other 
dog foods, including Quaker Oats Co.'s Ken-l-Ration group (re- | “' ee 
portedly the top seller), also are putting chlorophyll in their lines. | dio & Television Broadcasters and 


How’s Your Fog Index? 


‘The Technique of 


Clear Writing’ 


Sticks Close to 10 Good Principles 


New York, Feb. 21—Robert 
Gunning has been counting words 
in sentences a long time. More 
than a hundred newspapers and 
other clients have paid him to do 
this. 

What he has found out about 
“The Technique of Clear Writing” 
he now writes—clearly—in a 289- 
page book with that title. Although 
this book is like some others that 
have been written on the subject, it 
contains few strict rules. Rather, 
Mr. Gunning suggests ten loose 
“principles” for all writers to fol- 
low. 

These are: 

Keep sentences short. Prefer the 
simple to the complex. Use the 
familiar word. Avoid unnecessary 
words. Put action in your verbs. 
Write as you talk. Use picturable 
terms. Tie in with the reader’s 
experience. Make full use of varie- 
ty. Write to express, not to im- 
press. 


s Perhaps Mr. Gunning fails to 


follow his own advice when he 
| uses 289 pages to give that simple 

|counsel. But most who read his 

Calas. ee yr ig: wore ‘use /P0OK (which McGraw-Hill Pub- 
J. Ossola Co., New York, wi i lishing Co. brings out next Mon- 


reapers 8 atcting March $ to day, at $3.50) will more likely get 


introduce its new product, Torino| So much out of it they’ll think he 


struction permits are issued. 


Pasta Fazool. The campaign will| kept it too short. The work is| 


break in New York through eight | aimed at newspaper men, technical 
dailies and tie-ins with comedians | writers, admen, business men and, 


and disc jockeys on seven radio} jn fact, almost anyone who wants | 


programs. ' to write clearly. 
Early in the book he gives a 
Florida Newspaper Bows |yardstick for “readability.” The 


The West Florida Daily Globe, 
a new daily newspaper, will begin 
publication March 3 at Crestview, | 
Fla. The newspaper will be tabloid 
size and will be published every | 
morning except Sunday. 


yardstick works like this: 

1. Count the words in a passage 
and divide the total by the number 
of sentences, to find the length of 
the average sentence. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Jan. 26, 1952 


All figures copyright 


by A. C. Nielsen Co. 


Total Homes Reached ; Current 
Rank Program (000) Program Popularity* Rating 
1 Arthur Godfrey & Friends (CBS, Rank ram (%) 
Toni-Gillette) .....--- ee eeenees 8,130 1 Arthur Godfrey's Scouts (CBS, 
2 Texaco Star Theater (NBC)........8,117 Pe. ere 58.0 
3 Arthur Godfrey & Friends (CBS, 2 Arthur Godfrey & Friends (CBS, 
Liggett & Myers)............... 916 Toni-Gillette) ..... ee seecseneesee 56.5, 
4 Red Skelton (NBC, P&G)..........7,577. 3 Arthur Godfrey & Friends (CBS, 
5 I Love Lucy (CBS, Philip Morris). ..7,512 EN eer 55. 
6 Colgate Comedy Hour (NBC)......7,501 4 Texaco Star Theater (NBC)......... 52. 
7 Fireside Theater (NBC, P&G)......7,311 5 Red Skelton (NBC, P&G).......... 515 
8 Your Show of Shows (NBC. 6 I Love Lucy (CBS, Philip Morris)... .51.0 
Reynolds Tobacco)................ 7,208 7 Your Show of Shows (NBC. 
9 ou Bet Your Life (NBC Reynolds Tobacto)........... .. 48, 
DeSoto-Plymouth) ....... 6901 8 Colgate Comedy Hour (NBC)........ 48. 
10 Your Show of Shows (NBC, Par- 9 Fireside Theater (NBC, P&G)....... 47.9 
GED) ccscscvccccses sa . 6,686 10 Your Show of Shows (NBC, Par- 
TDs ceressesons : koench een 
*Per cent of homes reached in areas where program was televised. 
. 
Trendex TV Ratings 
Feb. 1-7, 1952 
Multi-Station TV Cities 
‘ Several sponsors, NBC) ...35.5 
-43.3| Fireside Theater (P&G, NBC) ........... oe 


40.4| Man Against Crime (Camel, CBS) 
38.6 | You Bet Your Life (DeSoto-Ply b 

DP uppechetngevassgcdertensdedecs 32.9 

eS) 


| guide is $5. Marquette, Chicago, is the agency. | - 


-WSKI Joins ABC-AM ‘Walton to Empire Box 


2. Find how many hard words 
there are per 100. To do this, you 


count all words of three or more! 


syllables. But you do not count 
3. Then the number in Step 1 is 
added to the per cent in Step 2 
and the sum is multiplied by 0.4 
and the result is a “Fog Index.” 


® The Fog Index is about 6 for the | 


comics, 8 for Ladies’ Home Jour- 
nal, 10 for Time and 12 for The 
Atlantic. Ernest Hemingway, 
Somerset Maugham and Sinclair 
Lewis average under 8. John Stein- 
beck is pegged an even 7. In any 
case, says Mr. Gunning, 12 is the 
danger line. “Copy with a Fog 
Index of 13 or more runs the dan- 
ger of being ignored or misunder- 
stood.” 


Can't Investigate 
Newsprint ‘Cartel,’ 
Says Justice Dept. 


WASHINGTON, Feb. 20—Justice 
Department officials here ex- 
pressed doubt today that there are 
effective steps available to deal 
with an alleged “cartel” which 
forces up newsprint prices. 


aan | Existence of such a cartel was| 
capitalized words and a few others. | 


charged by Rep. Emanuel Celler 
(D., N. Y.), chairman of the House 
judiciary committee, in a letter 
| warning that another round of 
| newsprint price increases appeared 
to be shaping up. 

Calling on Attorney General J. 
Howard McGrath to file anti-trust 
actions, Rep. Celler said the cartel 
meets in Canada, and represents 
“an almost classic example of 
| price leadership.” He said several 
| firms are subsidiaries of U. S. 
companies. 

Officials noted that the Justice 
Department has investigated the 
| newsprint industry on several oc- 


| casions, but found that the indus- | 
This arithmetic is only a small! 


try’s records are located in Cana- 


part of the book. If anything, it is | da, beyond U. S. jurisdiction. 


too small. A reader trying to ap- | 


(Another story on newsprint 


ply the formula would seem to) prices appears on Page 101.) 


need a few more details on just 
what kind of verbs, for example, 
Mr. 
hard words. (Is “advertise” a hard | 
one in an advertising publication? | 
AA’s editors wonder, deep in their | 
heavy fog index.) 

|@ Most of the book concerns | 
practical matters. Mr. Gunning)! 
shows stilted business writers how | 
|to get off their stilts. He tells re-| 
porters how to cut down their) 
leads, explains how a press re-| 
lease can be written so it stands a 
better chance of staying out of the 
wastebasket, and so on. 

The author also supplies guides 
that let the reader find out how 
many words he knows and wha 
the 3,000 most common words are; 


analyzes the Gettysburg Address | 


(Lincoln was no slouch, even with- 
‘out help from the Fog Index), 


'and gives short substitutes for a} 


| long list of “hard” words that slip 
|into most people’s writing. 


(In case you’re interested, this | 


report indexes at about 8.) 


| ‘52 Guide to German Papers, 


| Magazines Now Available 

A guide to newspapers and mag- 
azines in Germany, titled “Leit- 
faden fur Presse und Werbung, 
1952,” and listing them in alpha- 
betical order according to geo- 


6| graphical location, is now avail- 


able from Business Publications, 
Box 154, Mamaroneck, N. Y. 
Circulation, affiliations, size, 
frequency, column widths, screens, 
advertising and subscription rates 
of all German magazines and 
newspapers are given. Price of the 


WSKI, Montpelier, Vt. has 
joined American Broadcasting Co. 
as the network’s 316th radio af- 
filiate. 


| 


NARTB, RTMA 
Ready FM Drive 
in Washington 


WASHINGTON, Feb. 20—Broad- 
casters, distributors and dealers 
| here join next week in a promo- 
| tional effort to find out whether 
| FM sets can be sold in a favorable 
market. 

Covering the entire District of 
Columbia, and wide portions of 
nearby Maryland and Virginia, 
the Washington FM promotion is 
the third of three tests worked 
out by the National Assn. of Ra- 


the Radio-Television Manufactur- 
ers Assn. to get a final answer to 
the recurring question, “Can FM 
be sold?” 

Tests already under way in 
North Carolina and Wisconsin have 
yet to produce any decisive results. 
Partial returns from three weeks 
| of FM promotion in North Caro- 
lina show nearly 3,000 sets sold. 
However, NARTB’s FM depart- 
ment said there is no yardstick 
by which to decide whether this is 
| good or bad news, : 


® NARTB still has no sales figures 
from the Wisconsin campaign, bu 
the indications are that the m 
effective selling is taking pla 
in the western part of the stat 
In the eastern part, particularly i 
areas where FM stations merel 
duplicate the programming of A 
Stations, the outlook is report 
to be far from promising. 

At a pep meeting in the audi 
torium of the Potomac Electri 
Power Co. here last week, dealers 
distributors, broadcasters and 
agenoy people expressed confi 
dence that Washington’s FM pros 
;motion will produce spectacula 
Sales results. 


| 


® Highly coordinated, the drivé 


nere is gaining momentum as 
| result of the active support of th 
|Electric Institute, local trad 
|group serving appliance dealers 


Gunning doesn’t count ass WNBQ Adopts Live 


Broadcasters and dealers have in 
| dicated considerable interest an 


Station Break Plan 
have been running teaser an 


Cuicaco, Feb. 20—TV station! nouncements for the past tw 
WNBQ this week adopted a policy| weeks. 
of handling station breaks live Washington is considered a par 
from sign-on to 5 p.m. daily. | ticularly attractive market becaus 

In an effort to personalize sales | there are five FM stations which 
messages, the station will carry all offer programming that is not 
20-second announcements live) available on AM radio. Moreover, 
7 a.m. to 1 p.m. All 10-second an-| Washington already has 80% set 
nouncements will be aired live} saturation in TV and 97% in AM, 
from 1 p.m. to 5 p.m. making FM an attractive oppor- 


t placed slides and films—will make 


| Harry Kopf, v.p. and central di-| 


tunity for distributors and dealers. 


| vision general manager, said that | 


me live Spot method—which re-|» john H. Smith Jr., chief of the 


F a rn a NARTB FM department, said to- 
poem an appreciable” cost re-| day that experiences in North 
Sienn call for allowing the an-| Carolina and Wisconsin indicate 


| “ ” 
|/nouncer a wide latitude in his | thet 736 must be sold on an “area 

| choice of words, The station hopes 
|to create a feeling of friendship 
|toward WNBQ on the part of 
| viewers. 


| Ties in Premium, Display 


| Quaker Oats Co., Chicago, is! 
| tying in its totem pole premium 
| offer for Quaker puffed wheat and 
puffed rice with an in-store dis- 
play built around a life-size totem 


basis, with sales prospects most 
attractive in those areas where 
FM has something special to offer 
in the way of better reception or 
added programming. 

He said NARTB is receiving re- 
quests for additional spot cam- 
paigns, and that campaigns may 
be attempted soon in upper New 
York state and in Alabama. 

Final arrangements depend on 
the ability of manufacturers to 


— Ba ae =e By ol arrive at an agreement on a meth- 


boxtop from either package. The | °4 of sharing promotion costs. 
promotion =. receive TV help) 
over the “Gabby Hayes” show| Actre: traub 
March 3-31; on radio, “Sgt. Pres-| A as joins Wein 

Nan Marquand, formerly radio- 


ton of the Yukon,” March 4-27, | ay 
and one-third page color ads in| ! packager and actress, has 
Puck—The Comic Weekly on|iJoined William H. Weintraub & 
March 16 and Metro Sunday Com-| ©, New York, as a radio-video 
ics Group March 23. Sherman & | Production assistant. 


Hale Fabrics to Friedman 
Hale Fabrics Corp. has appointed 
Herbert D. Walton, formerly' Leon A. Friedman Advertising, 
with Container Corp. of America, New York, to direct its advertising. 
has joined Empire Box Corp., Chi- Business papers and direct mail 
cago, as sales manager. will be used. 
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WASHINGTON, Feb. 21—Wayne 
Coy, who steered the Federa] Com- 
munications Commission through 
its cumbersome revamping of the 
nation’s TV system, resigned today 
“for economic reasons.” 

After handing his resignation to 
President Truman, he told report- 
ers that he needs more than FCC's 
$15,000 a year in order to take 
care of his family, which includes 
one boy in college and another in 
prep school. 

Chairman Coy’s return to pri- 
vate industry had been anticipated 
many months ago, but he accepted 
reappointment last year in order 
to see the TV freeze through to a 
finish. 


8 His immediate resignation was 
unexpected, since the FCC is still 
an estimated three weeks from 
completing its work on the new TV 
allocation plan 

After leaving the President, he 
said the resignation had been 


Wayne Coy Resigns as FCC Chairman 


made effective immediately in or- 
der that he would be free to ne- 
gotiate for a job. He said no ar- 
rangement was completed at this 
time, but that he had something 
in mind. 

(The speculation in Washington 
is that Mr. Coy will be entering 
the newspaper business, probably 
in Indiana, and that the deal in- 
volves radio or TV stations. Long 
ago he told people here he wanted 
a business his boys could step into. 
Mr. Coy is now 48 and feels he 
can't wait.) 


® Presumably this might be an in- 
dication that his future position 


' would be in or near radio or TV, 


and that he felt he could not ethi- 
cally conduct negotiations while 
still chairman of the FCC 
Negotiations apparently were at 
an advanced stage, to prompt him 
to resign when the commission was 
on the verge of winding up a task 
which has oceupied it almost con- 


tinuously since September, 1948. 
Informed of the resignation, Sen. 
dwin C. Johnson (D., Colo.), 
chairman of the Senate interstate 
commerce committee, which super- | 
vises FCC’s operations, said “this 
is bad news.” 


® He characterized Mr. Coy as “a 
wonderful chairman in difficult} 


Advertising Age, February 25, 


time, he said the three years FCC 
had spent improving and expand- 
ing the nation’s TV allocation plan 
“had been well spent.” 

“I am proud of the fact that the 
commission has refused to be 
pressured by clamor from many 
quarters into taking the easy but 
short-sighted way. 

“We have been pbuilding for 


1952 


Wesson, Van Camp 
and General Mills 


‘Set Lenten Tie-up 


(Continued from Page 1) 
and Times, Nashville Banner and 
Tennessean, This Week Magazine 
and Toledo Blade, March 23; and 


times,” who was “forthright, cou-| many years, perhaps generations Parade, March 30. 


rageous and unwilling to bow to} 
pressure.” 
During much of the freeze peri- | 
od, Sen. Johnson had been in the | 
position of exerting a degree of 
polite pressure on the commission, | 
in the hope of getting TV service | 
for his state, which had been left | 
without it throughout the freeze. 
Mr. Coy joined the FCC in De- 
cember, 1947, after serving as as- 
sistant to the publisher of the 
Washington Post and manager of 
WINX, owned by the Post at that 
time. | 


s There was no hint of his immi- 
nent departure in two speeches he 
made early in the week. At that 


hy 


ly refric erie the 


CLOTHES DRYERS, 


rs 


REFRIGERATORS, 


“Ary YOUR clothes ino | 
_ Westinghouse 


CLOTHES DRYER 


WESTINGHOUSE ELECTRIC CORP. 


24-Sheet Posters 


Designed by 


FULLER & SMITH & ROSS Inc. 


Lithographed by 
CONTINENTAL 


Illustrated are only three of the powerful selling messages 
used by Westinghouse to sell their many quality household appliances 
on strategically located poster panels throughout the country. 


Contin 


inenta 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK @ CHICAGO @ DETROIT @ SEATTLE @ PITTSBURGH @ SAN FRANCISCO e@ LOS ANGELES 


to come. Against the long pull of 
the future it would have been folly 
to have rigged up a jerry-built 
plan and sacrificed integrity for 


speed.” 


Charles W. Hoyt Co. Promotes 
Fargo, Dingwall and Becker 
Charles W. Hoyt Co., New York 
agency, has promoted A. W. Fargo 
Jr. from assistant to the president 
to v.p. R. H. Dingwall, assistant to 


A.W. FargoJr. R.H. Dingwall F.J. Becker 


the chairman of the board, has 
been advanced to succeed Mr. Far- 
go. 

F. J. Becker has been elected 
treasurer. He has been with the 
agency for 25 years and for the 
past several years has been assist- 
ant treasurer. 


Elects Van Sant, Young 


American Chlorophyll Inc., Lake | 


Worth, Fla., has elected Cecil P. 
Young president. Former presi- 
dent Robert H. Van Sant has been 
named chairman of the board and 
will now devote his time exclu- 
sively to research and develop- 
ment. 


@ Genera! Mills will back the cam- 

| paign over its regular radio and 
TV shows and with page color 
| ads in Better Homes & Gardens, 
Better Living, Ladies’ Home Jour- 
nal, Western Family and several 
farm publications. 

Wesson will use spot radio and 
|TV commercials plus space in 
Family Circle, Woman's Day and 
Woman’s Home Companion. 

Newspaper ads in most metro- 
| politan areas are scheduled by all 
| three companies. 
| Cooperating agencies are Dan- 
| cer-Fitzgerald-Sample, Fitzgerald 
| Advertising, Kenyon & Eckhardt 
|and Brisacher, Wheeler & Staff. 


Audit Bureau Has 535 on List 

AA erroneously reported Jan. 18 
| that the Audit Bureau of Circula- 
tions has a total of 49 advertiser 
|}members with the addition of 17 
national advertisers to its list. Ac- 
j tually, ABC has 535 advertiser 
members, and 49 advertisers have 
| been elected to membership so far 
in 1952. 


| Lavin Inc. Adds Fargo 

Fargo Farm Equipment Co., 
Fargo, N. D., manufacturer of port- 
able grain auger elevators and 
auger truck loaders, has appointed 
Barney Lavin Inc., Fargo, to han- 
dle its advertising. Farm papers 
and implement trade publications 
will be used. 
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“This is the size we make for the 
Growing Greensboro Market" 


SALES FIGURES GET A LIFT when you use the major 


medium in this major market 


in the South’s No. 1 state!... 


The GREENSBORO NEWS and RECORD, dominant medium 
in the Greensboro 12-County ABC Market, packs a selling 
punch of 100,000 copies daily—reaching a receptive audience 
that helps account for 1/5 of North Carolina’s $2%-billion re- 
tail sales, and the same portion of the state’s $487-million spent 
for food. ... To make the most of this major market, sell 'em 
while you tell ‘em in the major medium—the GREENSBORO 


NEWS and RECORD ... 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market, with selling influence in over half of North Carolina! 


Bureau of Census Figures 


Greensboro 
ews and Record 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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BIG BOX OFFICE—New York Herald 


Tribune families attend the legitimate thea- 
tre 2,900,000 times a year! 


Sth of a series! ‘ ‘ 


Selling costs are high today — unless you sell the quality market first/... 


in the Herald Tribune! Because the quality market buys in tremendous 


quantity — not just high priced items, but popular priced merchandise, 
too! The Herald Tribune’s market of best customers is a class market 


census-wise, but a mass market in buying power — five billion dollars big! 
. people who have the most wants and needs — and who can afford to 
buy most of the things they want! Find out about selling the profitable 


part of the New York market — in the Herald Tribune . . 


BIG APPLIANCE MARKET— 


Herald Tribune families own 1,880,000 
items of major home appliances —refriger- 
ators, freezers, ranges, washing machines, 
dish washers, ironers, and vacuum cleaners! 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis of 
@ newspaper's audience. For further data, write to Herald Tribune Market Research Department, 230 West 41st Street, New York 18, N. Y. 


. today! 


NEW YORK 


Herald Tribune 


BIG APPAREL MARKET— 
New York Herald Tribune women readers 
spend more than $250,000,000 a year for 
clothing and accessories! 


BIG SHOPPING MARKET— 
Herald Tribune families make 27,000,000 
shopping trips a year! 
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Market Research, Industrial Design Men 
Should Make Joint Studies, Booth Says 


PuriapereutA, Feb. 19—Indus- 
trial designers and marketing re- 
search men must work together 
if products are to be sold instead 
of left in store rooms, That is the 
view of Richard E. Booth, direc- 
tor of research, Nowland & Schlad- 
ermundat. 

He told the Philadelphia chap- 


ter of American Marketing Assn 


| Thursday that the growing indus- 


trial design business in this coun- | 
try errs when it opposes market 
research findings. “On the other | 
hand,” he said, “the market re-| 
searcher also misses the boat by 
. going too far into popular opin- 
ion, sampling and statistics.” 
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As a result, Mr. Booth said, 
management lacks confidence in 
making many new products. The 
speaker proposed that both sides 
join in making reports. 

In support, he cited three cases 
—experiments on an _ industrial 
product, on a consumer item and 
on a combination of both. 


|}@ In the first, a careful engineer- 


ing study was combined with con- 
sumer views on a _ photocopying 
item. About 54 users of 256 ma- 
chines were asked for their ideas 
washing, drying and 
the like. A summary was drawn 
up on an engineering basis, with 
alternatives for changes listed. Fi- 
nally, a drawing was made using 
both market research data and 
engineer findings. 

Consumer interviewing on de- 
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sign, Mr. Booth believes, is useless 
unless the respondent already 
knows’ possible design ideas. 
Therefore, in an electric range 
study, each consumer in the test 
was shown a special range with a 
blank design. She chose any size 
of range and placed burners on it 
as she liked. When the results were 
at length “resolved,” Mr. Booth 
observed, testers had something 
which could not have come from a 
“paper survey” alone. This al- 
lowed for preferred sizes to be 
measured to the fraction of an 
inch. And it ruled out argument 
on sizes which often delay deci- 
sion on a product. 

Such a survey, 
can be made in department stores 
or at state fairs, with respondents 
picked at random. 


The consumer-industrial prod- 
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“They spend the most 


where the most 1s spent” 


an 


Clmue 


Copyrighg 1 
The New 


§2% of THE NEW yorKER’s U.S. circulation is concenwrated in the 41 city-trading 


areas where most of the retail dollars are spent. 


top stores 


—a fact proven many times 
charge accounts—one reason why 
America’s shrewdest retailers spent more than 
a million dollars in THE NEW YorKER in 1951. 


They spend the most where the most is spent. 


orker Magazine, Ine. 


by checking 


And 


rate NEW yYoRKER subscribers among the most profitable customers 


THE 


NEW YORKER 


No: 25 WEST 43n0 STREET 
NEW YORK, 18, N. Y. | 

SELLS THE PEOPLE 
OTHER PEOPLE FOLLOW 


in those 41 richest areas, 


Mr. Booth said, | 


| uct mentioned 
craft. Opinions of passenger com- 


j 


| 


| bulb contest. 


| rade, 


1952 
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TWO IN ONE—Gordon Foods Inc., At- 


lanta potato chip manufacturer, has 

come out with “Twin-Pack’’—two 8-oz. 

packages of potato chips packed in oa 

single outer bag. Milprint Inc., Milwau- 
kee, prints the bags for Gordon. 


involved an air- 


fort and engineering analysis 
brought about a new fixture 
through joint study. There were 
enough airplane passengers who 
wanted to play cards on flights to 
permit testers to place many at 


| facing seats, with a table between. 


In that way testers learned the 
exact proportions of many pas- 
sengers. 


Westinghouse Offers 
$25,000 in Prizes 


in Lamp Promotion 


BLOOMFIELD, N. J., Feb. 20- 
Westinghouse Electric Corp.’s lamp 
division has $25,900 in prizes to 
offer consumers in its fourth light 
The contest starts 
April 21 and ends June 1. Heavy 


| promotion will be given via maga- 


zines and newspapers. 
Full-page, four-color ads are 
scheduled in Family Circle, Ladies’ 
Home Journal, Life, McCall’s, Pa- 
The Saturday Evening Post 
and This Week Magazine. Also, 
Sunday supplements in 12 locally 
edited papers and the Sunday mag- 
azines of the Philadelphia Inquir- 
er, New York News and Chicago 


| Tribune will be used. 


8 Dealers can win $5,000 worth of 
prizes for the best tie-ins. They 
will be asked to submit a photo- 
graph of displays and a statement 
telling how the displays increased 
light bulb sales. 

Contestants must identify four 
illustrated nursery-rhyme houses 
and complete the sentence, “A 
brightly lighted house is a happier 
place to live because...”. Entry 
blanks will be available with a 
Westinghouse purchase of 42¢ or 
more, including federal tax. 

The contest is being handled by 
Fuller & Smith & Ross, New York, 
Westinghouse’s agency, and the 
Reuben H. Donnelley Corp. 


| Free Tube for Servicemen 


Purchasers of Chap-ans, hand 


|cream for men, are being offered 


a complimentary tube for a serv- 
iceman. Chap Stick Co., Lynch- 
burg, Va., will send a free tube to 
a serviceman whose name and ad- 
dress are provided by a buyer. The 
end-flap of a Chap-ans carton and 
10¢ to cover handling and mail- 
ing must be included. Lawrence 
Cc. Gumbinner Advertising, New 


| | York, handles the account. 


| 
| Hicks Resigns Sortilege 


Lawrence Boles Hicks Inc., 
New York, has resigned the ac- 
count of Cigogne Inc., importer of 
Sortilege perfume 
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What’s the Number One TV program? 
The Red Skelton Show. 


What advertising agency creates and produces 
this program for Procter & Gamble? 


The Russel M. Seeds Company. 


Say, isn’t that the advertising agency for Sheaffer pens and pencils, 
Raleigh cigarettes, Sir Walter Raleigh pipe tobacco, 

Elgin American compacts, Pinex cough syrup, Ice Cream ’n Cake Roll, 
Bondware paper plates, Princeton Farms popcorn, Kitchen Klenzer, 
and Helene Curtis shampoos? 

Yes. 

Doesn’t Russel M. Seeds also produce and place the 

Red Skelton radio show for Norge? 

Yes. 


Isn’t Russel M. Seeds the advertising agency selected 
by the American Medical Association to handle the most 
intensive spot radio campaign in broadcasting history? 


Yes. 


Isn’t Russel M. Seeds the advertising agency selected by Walt Disney 
Productions for advertising and merchandising Donald Duck Foods? 


Yes. 


Wasn’t Russe! M. Seeds recently selected by Admiral to handle 
its TV and radio sponsorship of the Golden Gloves next March 7? 


Yes. 


Is it true that Russel M. Seeds has complete 
West Coast T'V film facilities, in addition to fully-staffed 
offices in Chicago, Indianapolis and Hollywood? 


Yes. 
Incidentally, how’s business for Russel M. Seeds clients? 
Up. 
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Schwegmann Tells House Hearing of 


‘Dastardly’ Fair Trade Proposals 


annual volume “in eight figures.” 

He says he never respects fair 
trade prices, but always gets a 
6% to 27% markup 


® Mr. Schwegmann is here at his 
own expense “in the cause of jus- 
tice for the majority.” He is fight- 
ing to hold the legal victory he 
won last May when the Supreme 
Court ruled that retailers cannot 
be required to respect fair trade 
prices unless they enter into price 
maintenance contracts 

As Mr. Schwegmann sees it, 
fixed retail prices tend to hurt 
“wide-awake retailers.” 

He said that “on any fair trade 
item, the large operator and the 
small independent have the same 
price, but the large operator can 
secure the same item under his 
own label and lower the price. The 
small man is then powerless to 


WasuHincton, Feb. 21—The man 
who punched a big legal hole in 
the fair trade laws told the House 
judiciary committee today that the 
drive to put new fair trade laws 
through Congress is a “dastardly 
scheme to stop the development 
of the supermarket.” 

John Schwegmann Jr., who was 
clerking in his father’s grocery 
store “at a very small salary” six 
years ago, told committee mem- 
bers his two New Orleans super- 
markets are currently doing an 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Re- 
porters provides effective way to obtain 
on-location photos, case histories, stories 
testimonials and releases. For more in- 
formation write 

SICKLES PHOTO-REPORTING 


SERV- 
iCE, 38 Park Place. Newark 2, N. J 


meet his price competition 

“The extensive capital of the 
large operators can provide better 
shopping facilities, air-condition- 
ing, more parking space and, in 
some instances, extended consum- 
er credit and delivery. If the re- 
tail price is the same in the small 
Store, the customer will go to the 
large store for the convenience.” 


® Mr. Schwegmann contended that 
only the lazy and incompetent re- 
tailers fail. He said that “legis- 
lation can never fully protect the 
weak and the inefficient.” 

Arguing that the small man has 
to be able to reduce prices in or- 
der to compete with the big ad- 
vertising programs of the large 
operators, Mr. Schwegmann 
quipped: “If it is our desire to 
protect the small independent re- 
tailer, then a plan should be de- 
vised to limit advertising and pro- 
motion.” 

Committee members got a con- 
siderably different story yester- 
day. S. Ralph Lazrus, chairman 
of Benrus Watch Co., told how dry 


8 Mr. 


A 


goods stores, hardware stores, drug 
stores, automobile accessory stores 
and others were making life all 
but impossible for jewelers. 


® Me explained that watches re- 
quire a big inventory and have a 
turnover of only about once a year. 
He said cut-rate distributors take 
the jeweler’s trade by using 
watches as loss leaders during the 
Christmas and spring seasons. 

“The people who offer watches 
at 50% and 60% 
not concerned with making a prof- 
it on the watches they sell,” he 
said. “They will even sustain a 
loss, if it helps them herd people 
into their stores. 

“But when these sales appear, 
with their raucous advertising ap- 
peals, they immediately destroy 
the little business that the legiti- 
mate jewelry retailer has waited 
months for.” 


Lazrus said gross profits 
from sales of credit jewelers 
amount to 48'%2%, but net profit 
before taxes in 1950 was only 


enough to make an octopus blush 


: The octopus has just a few tentacles. 

| If he could see the millions of metal fingers 
on Armco Enameling Iron, he'd blush 

with embarrassment . . . These microscopic 
tentacles hold the glass-hard porcelain 
enamel finish of your kitchen range and your 
sink in a lifetime bond. . . . Informative 
advertising tells consumers and engineers 
about this and other Armco Special-Purpose 
Irons and Steels Our association with 


Armco Steel Corporation began in 1936. 
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5lo%. 

“If the shocking deterioration 
under way since the Schwegmann 
decision is permitted to continue 
for a few more seasons,” he said, 
“it will destroy the legitimate jew- 
eler’s business entirely.” 

The House interstate commerce 
committee, which has been con- 
sidering similar legislation 
strengthening the fair trade laws, 
completed its hearings yesterday. 
This was after hearing Mr. 
Schwegmann warn that it will 
take “cunning minds and unparal- 
led diplomacy” to explain “this 
bill or any law which increases 
retail prices. 


s “Competition is the mainspring 
which makes our economy tick,” 
he declared. “Our profit system is 
being threatened by those who are 
against competition—by those who 
cannot hold their own in the open 
market. 

“In my humble opinion, price 
fixing is no function for the Con- 
gress, except in emergencies. Un- 
der the philosophy of free compe- 
tition, the selfishness of the seller 
is checked by the thrift of the 
buyer. If the government inter- 
feres, it must favor one party at 
the expense of the other. This re- 
quires favoritism and discrimina- 
tion, neither of which is demo- 
cratic.” 


@ When retail prices are fixed, ev- 
eryone is happy except the con- 
sumer, Mr. Schwegmann said 
Fair traded items are high profit 
items for brokers, wholesalers and 
retailers, he explained. “It is al- 
most forced on the consumer by 
huge advertising appropriations 
made possible by the excess prof- 
its resulting from the fixed price. 

“There are special displays in 
retail stores and special commis- 
sions to sales clerks—all because 
it is a guaranteed high profit item. 
Competition is then diverted from 
its normal function of reducing 
retail prices to a perverted com- 
petition between manufacturers to 
| set the greatest guaranteed profits 
for everyone, without regard for 
the welfare of the consumer.” 


s Earlier, Julius M. Westheimer, 
president of Julius Gutman & Co., 
Baltimore department store, said 
'his store has been cutting fair 
| trade prices since the Schwegmann 
|decision but still enjoys good 
| markups. He said fair trade items, 
lat reduced prices, still bring bet- 
| ter profits than many non-fair 
| traded items. 

He told committee members that 
| percentages are a bad way to esti- 
mate profit. “We find we make 
more money by selling 10,000 cans 
of baby powder at reduced per- 
centages than we would by sell- 
ing 1,000 cans at standard markups. 
After all, we pay our bills in dol- 
| lars, not percentages.” 

| Committee members expressed 
doubt that his store would be sell- 
ing 10,000 cans if other retailers 
followed his lead in cutting the 
price 


Hoffman & York Appoints 
G. Willard Meyer V. P., A. E. 

G. Willard Meyer, formerly head 
of the agency bearing his name, 
has been appointed v.p. and ac- 
count executive 
of Hoffman & 
York, Milwaukee 
agency. 

Among ac- 
counts formerly 
served by Mr. 
Mever’s agency 
and now taken 
over by Hoffman 
& York are: Siv- 
yer Steel Casting 
Co., Milwaukee 
and Chicago, pro- 
ducer of high al- 
loy and _ specification castings; 
Tape Inc., Green Bay, Wis., paper 
converter specializing in gummed 
tape, and F. G. Findley Co., Mil- 
waukee, manufacturer of indus- 
trial adhesives 


G. Willard Meyer 
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Young people are like adults...except in one important 
respect. Like adults, they want to be strong and 

ONY \ healthy, smart and popular (add other successful 
advertising appeals) . . . but they're much more receptive, more easily 
told and sold. Equipped as they are, with both the wants and the where- 
withal, they constitute a mighty market today . . . and promise to be 
continuing customers tomorrow. Incidently, their hold on their parents’ 


heart-strings gives youngsters a mighty grip on the family purse- 
strings, too! 


There’s probably a proper place for your product in their favorite 
reading material . . . the comics books! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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SPEAKING OF BILLINGS . . . here are the advertising 
agencies which gave NEWSWEEK $12,500,000 worth 
of business in 1951 — representing a 23.7% gain in 
dollar volume, and a 361-page increase over 1950. 


Adams, Burke Dowling, Inc. 
Admakers 

Advertising Associates 
Advertising Counseiors 
Advertising, Inc. 

Advertising Producers-Associated, Inc. 
Aitkin-Kynett Co., The 

Allen & Reynolds Advertising 
Angus, Bruce, Advertising Agency 
Anio!, Claude & Associates 
Applegate Advertising Agency 
Armstrong-Schramm Company 
Atherton & Currier, inc 

Aves, Wesley, & Associates, Inc. 
Axeisen Advertising Agency, Inc. 
Ayer, N. W. & Son, Inc. 

Ayres Advertising, Inc. 

B&M Co 

Basford, G. M., Company 

Batten, Barton, Durstine & Osborn, Inc. 
Batz, Hodgson, Neuwoehner Adv. Agency 
Bauerlein, inc 

Baxter, Wm. L., Advertising 
Beaumont & Hohman, inc 
Beeson-Faller-Reichert, Inc 
Bennett-Advertising, Inc 

Benton & Bowles, inc. 
Bergman-Jarrett Co., Inc. 

Best, Gordon Co., Inc. 

Bete, Channing L., Co., Inc 

Biow Company, inc., The 
Blackstone Advertising, inc. 
Biaine-Thompson Co., Inc., The 
Blaker Advertising Agency, Inc. 
Bothwell, W. Earl, inc 

Bozell & Jacobs, Inc. 

Brady, Richard H., Co., Inc. 
Brisacher, Wheeler & Staff, inc 
Brooke, Smith, French & Dorrance, Inc. 
Brother, D. P. & Company 

Brown, C. Franklin, Inc. 

Broyles, Galen E., Company, inc. 
Buchanan & Company, Inc. 
Buchen Company, The 

Burnett, Leo, Company, inc. 
Cabot, Harold, & Co., Inc. 

Cahn, Stanley i. Co. 

Caldwell, Larkin & Co., Inc. 


Calkins & Holden, Carlock, McClinton and 
Smith, Inc. 


Campbell-Ewald Company, inc. 
Caples Company, The 

Carter Advertising Agency, Inc. 
Casler, Hempstead & Hanford, Inc. 
Cecil & Presbrey, Inc. 

Chambers & Wiswell, Inc. 

Chirurg, James Thomas, Company, Inc. 
Christiansen Adv. Agency 

Colton, Wendell P., Company 
Commonweaith Services, Inc. 
Compton Advertising, Inc. 
Comstock & Company 

Conley Advertising Company 
Cowan & Dengler, Inc. 


Cramer-Krasselt Co. 

Critchfield and Company, Inc. 
Croot, Samuel Co., Inc. 
Cruttenden & Eger 

Cummings & Hopkins 

Cunningham & Walsh, Inc. 
Dancer-Fitzgeraid-Sample, Inc. 
D'Arcy Advertising Co., Inc. 

David, Inc. 

Davis-Parsons, Inc. 

Dixie Advertisers 

Doe-Anderson Advertising Agency 
Doherty, Clifford & Shenfield, Inc. 
Donahue & Coe, Inc. 

Doner, W. B., & Company 
Donnelley, Lee, Co., The 

Doremus & Co. 

Dorr, August, Advertising, Inc. 
Dowd, Redfield & Johnstone, Inc. 
Doyle, Kitchen & McCormick, Inc. 
Ou Bois, H. H., Inc. 

Durstine, Roy S., Inc. 

Dutton, Lawrence F., Advertising 
Ecker, Elmo, Advertising 
Ellington & Company, Inc. 

Emery Advertising Corp. 

Erwin, Wasey & Company, Inc. 
Eshleman, Benjamin, Co. 

Esty, Wm., Co., Inc. 

Ewell & Thurber Associates 
Federal Adv. Agency, Inc. 
Fensholt Company 

Fertig, Lawrence & Co., Inc. . 
Firestone Advertising Agency, Inc. 
Fianagan, James R., Advertising Agency 
Foley, Richard A., Adv. Agency, Inc. 
Foote, Cone & Belding 

Frank, Albert,-Guenther, Law, Inc. 
Freiberger, Curt, & Co. 

French, Oakleigh R., & Associates 
French & Preston, inc. 

Freund, Morton Adv. Agency, Inc. 
Fuller & Smith & Ross, Inc. 
Gardner Advertising Company 
Gardner, Donald W., Adv., Inc. 
Garrison, W. W., and Company 
Geare-Marston, Inc. 

Geyer, Newell & Ganger, Inc. 
Glenn, Jordan, Stoetzel, Inc. 
Goold and Tierney, Inc. 

Gordon, Phil. Agency, Inc., The 
Gotham Advertising Company, inc. 
Gourfain-Cobb Advertising Agency, Inc. 
Graceman, Edward, & Associates 
Grant Advertising, Inc. 

Graves & Associates 

Gray & Rogers 

Gray, Russell T., Inc. 
Green-Brodie 

Greenthal, Monroe, Co., Inc. 
Griswold-Eshleman Co., The 
Guenther, Brown & Berne, Inc. 
Gumbinner, Lawrence C., Adv. Agency, Inc. 
Hamilton Advertising Agency, Inc. 
Harrington-Richards 

Hartman, L. H., Company, inc. 
Hazard Advertising Co. 

Henderson Advertising Agency 
Henri, Hurst & McDonald, Inc. 
Herr, Al. Advertising Agency, Inc. 
Hewitt, Ogilvy, Benson & Mather, Inc. 
Hicks, Lawrence Boles, Inc. 


Thanks to these agencies, NEWSWEEK moves from 
10th to 9th place in advertising revenue among 
all 93 P.1.B.-measured magazines —places sixth in 


total amount of pages. 


Hicks, Ward 

Hill, W. S., Co., Inc. 

Hill & Knowlton, Inc. 

Hilton & Riggio, inc. 
Hirshon-Garfield, inc. 

Hixson & Jorgensen, Inc. 

Hoag & Provandie, Inc. 
Horton-Noyes Company 

Houck & Co., Inc.—Advertising 
Hoyt, Charlies W., Company, inc. 
Humphrey, H. B., Alley & Richards, Inc. 
Jenkins, William, Advertising 
Jones & Brakeley, Inc. 

Kaletzki, Charles H.,—Adv. Agency 
Kammann-Mahan, Inc. 

Katz, Joseph, Company, The 
Kaufman-Strouse Advertising 
Kelly, Nason, Incorporated 
Kencliffe, Breslich & Co. 
Kenyon & Eckhardt, Inc. 
Ketchum, MacLeod & Grove, Inc. 
Kimball, Abbott, Co., Inc. 
Kircher, Helton & Collett, inc. 
Kirkgasser-Drew 


Kiau-Van Pietersom-Dunlap Associates, Inc. 


Kieiman, Fredric R., Advertising 
Kleppner Company, The 

Knight and Gilbert, Inc. 

Kudner Agency, Inc 

Kuttner & Kuttner, Inc. 

Lamb & Keen, Inc 

Lambert & Feasiey, inc 
Lamport-Fox-Preli & Dotk, Inc. 
Laney, Horace A 

Lang, Fisher and Stashower, Inc. 
La Roche; C. J. & Co., Inc 

Leeford Advertising Agency, Inc. 
Lefton, Al Paul, Co., Inc. 

Le Vally, Incorporated 

Lewis, Addison, & Associates 
Lewis & Gilman, inc 

Liller, Neal & Battle 

Lilly, Alfred, Company, inc. 

Lioyd, Chester & Dillingham, inc. 
Ludgin, Earle, & Company 
MacFarland, Aveyard & Company 
MacKay, Wallace Co. 

MacManus, John & Adams, Inc. 
Maish, Jay H., Co., The 

Mannion, Michael, Advertising 
Marschalk and Pratt Company 
Marsteller, Gebhardt and Reed, Inc. 
Mathes, J. M., Inc. 

Maxon, Inc 

McCain and Associates, Inc. 
McCann-Erickson, Inc. 

McCarty Company, The 

McGivena, L. E., & Co., Inc. 

Meek and Thomas, Inc. 

Meissner, Charles & Associates, Inc. 
Meldrum & Fewsmith, inc. 
Meyerhoff, Arthur, & Company 
Miller Advertising Agency, inc. 
Mithoff Advertising 

Modern Merchandising Bureau, Inc. 
Monk, Howard H., and Associates 
Montgomery, Richard G., & Associates 
Morey, Humm & Johnstone, inc. 
Moser & Cotins, Inc 

Needham & Grohmann, Incorporated 
Nelson Advertising Service 

Noble, Albert Sidney, Advertising 


Northeastern Advertising Agency, Inc. 
Northrop, R. D., Co. 

Olian Advertising Company 
Ollendorf, C. J.,—Advertising 
Olmsted & Foley 

Orr, Robert W., & Associates, Inc. 
Ostreicher, Bernard F. 

Palace Advertising Service, Inc. 
Parkinson, C. V., Associates, Inc. 
Patton-Hagerty-Sullivan, Inc. 
Paxson Advertising, incorporated 
Pershall, J. R., Co. 

Piatt-Forbes, Inc. 

Potts-Turnbull Co., Inc. 

Powell Grant Adv., Inc. 

Prince & Company, Inc. 
Publication Services, Inc., The 
Quednau, Henry, Inc. 

Reincke, Meyer & Finn, Inc. 
Remington, Wm. B., Inc. 
Republic Advertising Agency, Inc. 
Richards, Fletcher D., Inc. 
Roche, Williams & Cleary, Inc. 
Rogers, Herbert, Company 
Root-Mandabach Adv. Agency 
Ross Roy, inc. 

Rothbardt, A. Martin, Inc. 
Ruthrauff & Ryan, Inc. 

Ryan, Lewis Edwin 

Seeds, Russel M., Co., Inc. 
Shaw, John W., Advertising, inc. 
Silvay, J., Co. 

Simmonds & Simmonds, Inc. 
Simon & Smith 

Snow, Cory, Inc. 

Spier, Franklin, inc. 

Stevens, Inc. 
Stewart-Bowman-MacPherson, Ltd. 
Stockton-West-Burkhart, Inc. 
Storm and Klein, inc. 

Stuart, Chas. R., Advertising 
Sutherland-Abbott 

Swafford & Co. 

Sweeney & James Co. 

Swink, Howard, Adv. Agency, Inc. 
Tarcher, J. D., & Co., Inc. 
Thompson, J. Walter Co. 
Thompson-Koch Co. (inc.), The 
Thwing & Altman, Inc. 

Towell, Arthur, inc 

Tracy-Locke Company, Inc. of Texas 
Tyson, 0. S., and Company, inc. 
Van Sant, Dugdale & Company, Inc. 
Wade, Geoffrey, Advertising 
Wagnitz, Don, Advertising 
Walker and Downing 
Wallace-Lindeman, Inc. 
Walther-Boland Associates 

Ward, Taylor M., Inc. 

Warwick & Legier, inc. 

Wat's, Payne-Advertising, inc. 
Waynesboro Advertising Agency 
Wearstier Advertising, Inc. 
Weintraub, Wm. H. & Co., Inc. 
Weir, Waiter, inc. 

Weiss and Geller, Inc. 

Western Adv. Agency, inc. 
Westheimer & Block 

Wexton Company 

White Adv. Agency 

White, Charles A. Jr., & Co. 
Williams, Albert D. 

Wilson, Haight & Weich, inc. 
Winius-Brandon Company 

Wright Advertising Agency, Inc. 
Young & Rubicam, inc. 

Zimmer, Keller & Calvert, inc. 
Ziowe Company, The 
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The Eighth Report on Agency Billings 
In this issue ApveRTISING AGE proudly presents its eighth annual 


compilation of advertising agency billings. The list this year com- 


prises reports for 250 agencies—the largest total we have ever pre- 


Mgented 
@rhe list of agencies billing over $5,000,000 is complete. As far 
@@ we know, in the U. S which billed 
$5,000,000 or more in 1951 is included, For agencies below that fig- 
ure. Only voluntarily back a 
@@estionnaire are included 
Whe figures for each agency are as accurate as human effort can 
' all “on the nose,” but a surprising number 
tremendous 
“sharpening up” the figures all the time 


every agency and Canada 


this is not true those which sent 


Make them. They are not 
We 


‘ry year, and we 


put a amount of work into this compilation 


are 
"he billings figures show that, by and large, agencies had record 
ars in 1951 


Business was good, rates were up, TV was coming into 


own. Everything contributed to a record total of advertising 
di a record total of agency billings. And despite a slow start, 1952 
ks good for agencies, too 


: 3ut there are plenty of problems in this business, as in all others. 
r one thing, costs of operation are up in agencies, as elsewhere. 
i. easier than ever to achieve high billings, and harder than ever 
t@ make a profit. The biggest problem in the business, however, 
: the growing complexity of the agency business 


SNo longer can an artist and a copywriter alone do a job. They need, 
More and more, the assistance of a host of specialists. They need 
- irchers, merchandise men, expert media people. And, of course, 

BER per 

This is for 

tising agencies to become business experts instead of merely adver- 
“mall agency has a tougher 
the 


in showmanship 


yrobably good the business, because it forces adver- 
} : 


tising experts. But it also means that th 


time the demands of clien id big agency has a 


meeting 
tougher time handling a small account 

Personally, we believe that the business can never live successfully 
without good, competent, smaller agencies. And we hope there are 
always enough clients around to recognize the value of the good 
Organization and facilities are important things, but 


all is 


smaller agency 


the most important ot brains 


Try the Untrod Path 


If you leaf through enough magazines, or listen to enough radio 


or TV programs, you get a funny feeling—a feeling of the “dreadful 
circularity” of advertising 


In any magazine you look at, 90% of the ads seem to look alike. 


And if you look or listen to TV or radio, a couple of hours convinces 


you that every announcer sounds like every other announcer, and 
that all commercials are the same 
They are not actually the same, of course. If you examine them 


carefully you can spot differences, and sometimes even fairly im- 
portant differences. But in general, they are still all the same. They 
all use the same devices, the same catchwords, the same kind of 
attention getters, the same “action” words. They all approach their 
selling job in the same way. 

And then you hit one which really jumps out at you from the page, 
or from your TV screen. It jumps out and sticks in your mind be- 
cause it isn’t like all the other ads or commercials. It is fresh, new, 
different—and effective 
It is infinitely harder, of course, to develop this fresh, new, dif- 
ferent approach. But every adman ought to be shooting for it all the 
time. Not the 


advertising 


to be different, but to step up effectiveness of his 
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—Electrical Merchandising 


“1 want some meat to store in our new freezer. I'll take 11% cubic feet of turkey, two 
cubic feet of haddock, one cubic foot of spare ribs...” 


What They're Saying 


Consumer Psychology 
The disinclination of consumers 


| equation: 


“Man’s material welfare-natural 


to spend money, time, and effort | ™esources plus human energy mul- 


to improve their buymanship| tiplied by tools.’ 
abilities is reinforced by another | Prin 
hampering | Multiplied by tools.” This 


psychological hurdle 


The key factor is “human energy 
is the 


the effectiveness of rating agencies. | variable on the right-hand side of 
This is the familiar spectacle of|the equation. The corporation is 
| conspicuous consumption, 
leads consumers to find satisfac-| the savings of millions of indivi- 
tion in expensive possessions ir-| duals are added together to buy 
| tools of production. These consist 


respective of their intrinsic quality 
of land, buildings, plant equip- 


which | the instrument by means of which | 


| 
| 
} 


merits. 


While these psychological bar-|™ent, facilities, inventories, and| 


riers are serious, they are possibly 
overdrawn. In the first place, 
there are two types of conspicuous 
consumption. While many con- 
sumers derive satisfaction 


from | 


the admiration or envy created by| 
a showy display of opulence, there | 


may be just as many who 
satisfaction from the admiration or 


envy bestowed on those “smart” 


enough to get the best possible | 


buy for their money. In the second 
place, the consumer apathy bred 
from long years of virtual neglect 
of consumer education is gradually 
| being overcome through the cumu- 
lative impact of a shift in educa- 
tion emphasis. The rapid growth 
of Consumers Union in recent 
years is certainly due, in part, to 
the greatly increased emphasis 
}upon consumer education in 
| schools and colleges which began 
in the 1930s, and has continued 
since at an accelerated pace. In 
more and more of the new house- 
| holds the husband or wife, or both, 
| have been educated to the possi- 
| bilities of improved living stan- 
dards through wise buymanship. 


| —*Consumer-Financed Testing and 


Rating Agencies,” by Eugene R. 

| Beam, Kalamazoo College, in the 
January issue of The Journal of 
Marketing 


A Basic Economic Equation 


get 


working capital. By increasing} 
these tools, thus increasing the} 
multiplier which is applied to hu- 
man energy, we increase the left- 
hand side of the equation, which is 
“man’s material welfare.” 
~The American Corporation and! 
Human Resources, a lecture by Adm. 
Ben Moreell, president of Jones & 
Laughlin Steel Corp., one of four in 
Human Resources, the Needs and the 
Supply, published by the University 
of Pittsburgh Press 


Economic Safety Pins 

The business picture is like a 
beautiful girl who has on a magni- 
ficent and expensive dress but 
whose underwear is torn, dirty 
and shored up with safety pins. | 
On the surface, business is terri-| 
fic, but underneath it is shored up | 
with controls, false shortages and 
inflationary pressures. If we could | 
take our economic safety pins off 
our economic pants and see how | 
far down they would fall, I think | 
we'd see an alarmingly different | 
picture 

~—Irving B. Hexter, president, Indus- 

trial Publishing Co., Cleveland, in the 


February issue of “One Publisher's 
Viewpoint.” 


Morality 


“We will make good any loss 


sustained by trusting any deliber- 


ate swindler advertising in our 


I believe that the high standard| columns, and any such swindler 
of living which we enjoy, com-| Will be publicly exposed. We pro- 
pared with that of any other na-| tect subscribers against rogues. . .” 


tion in any period of history, has 
resulted from our acceptance of 
the validity of this basic economic 


—Successful Farming's first guaran- 
tee to subscribers, Vol. 1, No. 1, 1902, 
reported in Meredith Imprint, Feb. 4 
issue 
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Rough Proofs 


A Chicago proponent of the 
“traditional American beef ham- 
burger” gave away 100,000 in one 
day recently, just to prove con- 
clusively that in this field the 
horse is an also ran. 


Robert F. Elder says that to- 
day’s supermarket is the modern 
version of the old-fashioned gen- 
eral store, but without the open 
cracker barrel, the sawdust box 
for tobacco chewers and the bak- 
er’s dozen of doughnuts. 


“General Motors and General 
Electric led magazine advertisers 
last year,” reports the world’s 
greatest advertising journal. 

That’s the way the generals con- 
tinue to command armies of cus- 
tomers. 


Admiral and other television 
manufacturers are now including 
radio receivers in their sets with- 
out extra charge. The idea is that 
if you get tired of the movies, you 
can always hear something else 


The California Fruit Growers’ 
Exchange has changed its name 
to Sunkist Growers Inc., and now 
the ads can show the sturdy citrus 
farmers getting their suntans as 
the fruit ripens. 


Secretary of Commerce Charles 
Sawyer seems to be getting pretty 
fed up with the jargon of Wash- 
ington bureaucracy, 
are he can’t do a 
phase it out. 


but chances 
thing except 


* 

It’s still a long way from the 
Fourth of July, but Dolcin, told 
by the FTC to revise its claims, 
is issuing its own Declaration of 
Independence by asserting it won't 
change its copy “by a_ single 
word.” 

> 

“Newspapers can refuse adver- 
tising, attorney tells Inland mem- 
bers.” 

Frankly, that isn’t the phase of 
the situation that newspaper ad- 
men are most worried about at 
the moment. 


Atlantic City will spend $179,150 
for promotion this year, and it’s 
too bad it can’t offer the presence 
of 1951’s beauteous Miss America 
as a permanent attraction. 


Dr. Melchior Palyi says Euro- 
peans who oppose rushing into re- 
armament programs so fast think 
of this country as the Excited 
States of America. 

* 

American Tobacco Co., like 
many other big corporations, re- 
ports sales up and profits down. 
The profits are after Uncle Sam 
took his cut, of course. 


so 


J. W. West thinks there are too 
many bush-league Picassos in ad 
designing “who lose the message 
in the maze.” He insists art direc- 
tors should be able to direct the 
traffic as well as the art. 

Copy Cus 
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Bae Me ae a eo. Se ee 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! 


Another Record Month for 


Che Philadelphia Bnguirer 
2,770,000 lines 


~\ 
. » 
The Bi est Januar This is a gain of 235,000 lines over January 1951— 
y and 1951] in itself was a record year with total ad- 
vertising hitting 36,894,000 lines... a leadership of 
6,735,000 lines over the second newspaper. 


Advertising Linage sin sob aed diphiasinclidiia 


ing growth with a gain in January nine times greater 


= Pl il | | | * than that of Philadelphia’s second newspaper. 

il i al e U la Media Records gives the true, tangible evidence of 
Inquirer increases. Such increases can come but from 
one source: the sales success of advertisers. To reach 


Newspaper History! oo ee 


Firat..Yes First by an Ever-widening Margin . 


Che Philadelphia Inquirer 
Philadelphia Peelers The |nquirer 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Bouvlevord, los Angeles, Michigan 0259 
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Camera Directions and Script Outline for Mr. Television 


Move in for close-up: or one super example 
in the automotive field ... 


Cut to close-up, Camera 2: And in today’s 
daytime TV, there’s a great new opportunity 
for advertisers who want those extra customers 
—at a low, low budget. 


SOHHSHHSOSHLOOHOHHHOOHOHSOSSHOSOCOOOEOHSHOHHHCOOCHESHOSOOOOOECOOESOOSOSOHOESOOOOOOO SOLES ESEOOS 


Establish shot on Camera 1: Berle reiterating 
fact that television is today the most profitable 
medium for advertising ever evolved. 


Hold on close-up: Texaco gained a 94% 
customer increase with viewers of ‘that show 
it sponsors. 


Zoom on Camera 1: It's “TODAY” 
—the startling morning operation that's 
revolutionizing television's daytime position. 
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Hold on close-up: That dollar for dollar 

it delivers more audience . . . more customers 
...and more results than any other means 
of advertising. 


eeeeeeeeeeer ee eeeee eee sees eeeeeeeeeseeeseeeeeeeeeeeeee 


Move in on Camera 2: Another fact? 
4 There are one-third more TV viewers reached 
. per dollar today than a year ago. 


eee POPES HTS EEE SHEESH EEEEEHEEHEEEEEHPEHOHESE HEHEHE EEE EEE 


Cut to long shot: And of course it’s on NBC — 
where advertisers get the biggest stars on the 
biggest shows ... the biggest audiences to the 
biggest network .. . for the biggest results. 


Dissolve to Camera 3: Take the 
37% sales increase among viewers for all 
TV-advertised packaged goods — 


Fade to Camera 3: Today, TV delivers 
18.6 extra customers per dollar in the evening 
—18.7 in daytime. 


The sales facts noted here are taken from “Television Today,” 
the remarkable study which will influence your advertising 
plans for years to come. Copies available from 

NBC-TV Sales. 


Poses by Mr. Television. 
Photography by Philippe Halsman. 


Sponsorship opportunities on “TODAY” and a 
few more shows, program segments, and time periods 
are now available. Contact NBC-TV Sales. 


Cc | 
NBC iu 


The network where success is a habit 
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26 Added to NBC 
Spot Sales Staff 


New York, Feb. 20—National 
Broadcasting Co. has added 26 
persons, mostly salesmen, to the 
staff of the national spot sales de- 

| partment. Both radio and TV oper- 
ations are covered. 

oe Along with the expansion, three 

“" executives were named to new 

s | posts under James V. McConnell, 
at |director of the department. 

The three appointments: Robert 

| Leder, formerly eastern sales man- 

ager for radio in the department, 
| becomes national AM spot sales 

manager; John H. Reber, formerly 
|sales manager of WNBT, New 

York, now national TV spot sales 
| manager, and Richard H. Close, 
| eastern spot sales manager for TV, 
| becomes national manager for rep- 
| resented stations. 


8 The fourth key position on the 
staff, that of manager of sales de- 
| velopment, promotion and adver- 
tising, is held by H. Norman Heu- 
bert. Separate radio and TV units 
are to be set up to handle promo- 
tion and advertising, but Mr. Heu- } 
| bert will head both. | 
In addition to its five owned- } 
| and-operated TV stations and six 
| o-and-o AM stations, NBC rep- | 
Perse WBZ-TV, Boston; WRGB, | 
} 
| 


Schenectady; WPTZ, Philadelphia, 
pow WGY, Schenectady. All are 
video outlets except the latter. 


cea Daily’ Bows 
| Import Daily, which will record q 
cargoes on a_ vessel-by-vessel 
basis, was launched Feb. 20 by 
| Bernard J. Ridder, publisher of 
| the Journal of Commerce & Com- 
| mercial, New York. Subscription 
| rates are $18.75 per quarter but in- 
| troductory invitations are avail- 
able at $8.33 for 52 issues. All sub- 
| seribers also will receive a copy 
| of the weekly Import Bulletin. The 
four to eight-page, tabloid-size 
| publication will carry no advertis- 
| ing for the first few months. 


California Radio-TV Men Elect 


| The California State Radio and 
| Television Broadcasters Assn. has 
elected Paul Bartlett of KFRE, 
Fresno, president. Other officers 
are: Lloyd Yoder of KNBC, San 
Francisco, and Robert Reynolds of 
KMPC, Los Angeles, v.p.s, and 
Leo Schemblin of KPMX, Bakers- 
field, secretary-treasurer. New di- 
‘rectors are: Gene Kelly of KCRA, 
|Sacramento; William Beaton of 
| KWKW, Pasadena, and John Ken- 
nedy of KFMB, San Diego. 


PIB Adds Publications ii 


Publishers Information Bureau H 
is adding the following publica- 
tions to the service for 1952: 
American Girl, Hillman Romance 
Group, Popular Science, and two 
Ideal Publishing Co. magazines— 
Movie Life, Movie Stars Parade; 
six national and regional farm 
|magazines and eight newspaper 
or comics sections distributed with 
| Sunday papers. 


Detroit is a_billion-dollars-a-year 


marketplace for food products. 


it ranks second in food retail sales 
per family among the nation’s top 


five standard metropolitan areas. 


oF To do food business in Detroit, 


you've got to use The Detroit News. 


se Because Detroiters shop The News 
before they shop the stores, it 
carried 3,166,619 lines of food 
advertising in 1951 . . . 676,123 
LINES MORE THAN BOTH OTHER 
DETROIT PAPERS COMBINED! 


| Promotes Lamar as Center 

| The News, Lamar, Colo., is un- 
dertaking an advertising drive 
backed by a city-wide cooperation 
promotion to establish Lamar as 2 
the natural trading center for 
| parts of Kansas, Oklahoma, and 
| Colorado. Edward Wolf & Asso- 
ciates, Denver, is the agency for 
the promotion. 


Combines Ad and Sales Depts. 

F. E. Myers & Bros. Co., Ashland, 
O., producer of pumps, water sys- 
tems, sprayers, water softeners and 
haytools, has combined its ad- 
vertising and sales promotion ac- 
tivities into one department. E. H 
Reaser, ad manager, heads the de- 
partment, and will be directly re- 
sponsible to C. D. Leiter, v.p. and 
domestic sales manager 


459,808 


highest weekday circulation of 
any Detroit newspoper 


A. B.C. figures for 6-month period 
ending September 30, 195! 


Eastern Offices 110 E. 42nd St., New York 17—under manegement of A.H. KUCH « 


Geerer to ‘Herald-American’ 

| F. Wesley Geerer, formerly 
western retail manager of the Bu- 
lreau of Advertising, American 


Bs Newspaper Publishers Assn., has 
“ been appointed manager of the re- 
A tail plans department of the Chi- 


cago Herald-American 
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Coverage of homes 


in AKRON 


(Summit County) 
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o 0 


99.5% 


b 
| 

Akron Beacon Journal 
% 


Ladies’ Home Journal 


11.7% 


Life 


13.1% 


Saturday Evening Post 


9.5% 


ALL BUSINESS IS LOCAL 
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Coverage of homes 


in BIRMINGHAM 


(Jefferson County) 


Birmingham News, Post-Herald) 86.1% 
Ladies’ Home Journal 5.8% 
Life 6.8% 
Saturday Evening Post | 4.0% 


ALL BUSINESS IS LOCAL 


“Unduplicated Cov 
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Let’s get the 


picture straight 


Coverage of homes 


(Erie County) 


Buffalo Evening News 


88.0% 


Ladies Home Journal 


10.9% 


Life 


13.1% 


Saturday Evening Post 


8.4% 


ALL BUSINESS IS LOCAL 
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Let’s get the 
picture straight 


Coverage of homes 


: (Franklin County) 


Columbus Dispatch 82.7% 
Ladies’ Home Journal 12.1% 
Life 13.9% 
Saturday Evening Post 9.9% 


ALL BUSINESS IS LOCAL 
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| Let’s get the 
| picture straight 


: 
: Coverage of homes 


_ 
| | in DENVER 
= 
= * 


(Denver City and County) 


| | The Denver Post 88% 
g Ladies’ Home Journal 13% 
Life 19% 
Saturday Evening Post 12% 


ALL BUSINESS IS LOCAL 
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| picture straight | 


Coverage of homes 


in negra pel pei 


Pry smapsare °., 
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on etone ey gerd phy ry Kon City) 


The Kansas City Star | 94.6% 
Ladies’ Home Journal 10.9% 
Lite 11.1% 

Saturday Evening Post | 9.3% 


ALL BUSINESS IS LOCAL 
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Let’s get the 


| Picture straight | 


Coverage of homes 


in LOUISVILLE 


Pe ) (Jefferson County) 


Louisville Times 85.2% 
, Ladies’ Home Journal 8.3% 
: Life 9.3% 

Saturday Evening Post | 5.7% 


ALL BUSINESS IS LOCAL 
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The Miami Herald 97.4% 
Ladies’ Home Journal 14.8% 
Life 15.9% 
Saturday Evening Post | 13.3% 


: ALL BUSINESS IS LOCAL 
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Coventige of homes 


: in MIAMI 


(Dade County) 
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Let’s get the | 


Coverage of homes 


| in MILWAUKEE 


(Milwaukee County— 260,105 Households as of March 1951) 


Milwaukee Journal 92.6% 


Ladies Home Journal 12.8% 


Life 12.1% 
Saturday Evening Post | 10.0% 


ALL BUSINESS IS LOCAL 
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Coverage of homes 


in NEWARK 


(Essex County, N. J.) 


Let’s get the | 
picture straight | 


Newark News 


71.5% 


: Ladies’ Home Journal 


11.7% 


Wl Li e 


16.2% 


| Saturday Evening Post 


9.2% 


ALL BUSINESS IS LOCAL 


Se | Sie omy Fa _ tag as (Ys i} > a ee ee. ee eee Meme e oS Oy re A as Ea oat ee ee ~~ re Unt 1k ae cs F ea PG ee re Ts 
ee aS 
: oh, 
> a te 
hs ee ined Z 
Pe : : 
ie “tr 
<a ? 
o Th a 
; j ~~ 
; ; Sheiex 
3 : 
LES y 
con h 
b | 
~ | 
: 
| | 
“a ¢ | 
q 
| 
t 
SFr i | rs 
| : 
2s } x 
| i » 
teers | a 4 
ra : . A 
ce : m7 y~ 
j |hClLeSe 
% ' eg = | 
ss a Re 
et | aa 
g Naga 
i : ee. a 
= isa 
iC | ? ht 
| x 3 
; ; Ry 
| pete 
ft t “er note 
ae 
ie ie 
‘Esa 
P 
| a « 
toe a Bais 
ay ' is 
— ‘e i 
a : bas 
: ae 
. { ae 
¥ x ye 
j aes 
: t << | 
a “i 
4 ft Bs 
i, ey 
a as 
ie { + 
5 id sf ‘ 
— re 
3 Se 
‘a mi 
; a 
Ci ms = 
: 
um area 
\f ake 
i th 
pics 
os, 
a 3 
e- 7 
Pag : 
, 
7: =f 
Be 5 
i ot 
? Grn » 
4 ee 
Bs } EEN 
3 9 
Py f | “e4) 
‘ i : 
a " 5 
a ys 8 
4 woe 
: J oof. 
e ‘ 7 oe 
ae tf > = 
ie { me 
Bs it a 
Bs. ’ : 
pi Pe 
a ro: 
; Sey 
; —— 
k 7 
Ms : 4 
: j , 
i f 
= f 
we . a8 
es i ea 
oe ; : : FSSA, ee 
Beat yi See eS Povey, > é St a Sg eas es ea Peete . aii” a bee Oe Deen ae I 
so eer ie? Se ae i yt ee ti sr ae oe ae eran pat Goss = Ras hg I Se NE, SE ee ee 


bh Sg ate Pe Se ae 


Let’s get the 
1 picture straight § 


q Coverage of homes 


(Lucas County) 


ide, Pe PEN 
rea 


Toledo Blade 97.9% 


Ladies’ Home Journal 11.4% 


Life 15.9% 
Saturday Evening Post 7 O% 
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ALL BUSINESS IS LOCAL 
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: Coverage of homes 


in WORCESTER 


- 
(Worcester County, Mass.) 


Worcester Telegram-Gazette | 91.5% 
Ladies Home Journal 12.3% 
Life 15.0% 
Saturday Evening Post | 12.5% 


ALL BUSINESS IS LOCAL 
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KNXT Promotes Tony Moe 


Tony Mee, sales promotion man- 
ager of KNXT, Hollywood CBS- 
owned television station, has been 
promoted to account executive. No} 
successor for Mr. Moe has been 
appointed as yet. 


Export Managers Set Meet 

The Export Managers Club of 
New Orleans will hold its seventh 
annual conference April 17-19 at 
the Jung Hotel. 


When you Remember 
need WM. F. RUPERT 
RECENT Complies of NATIONAL 
LISTS EXCLUS! 
BIRTH fer ever pe gaa 
LISTS . i] “Stas W 


a? te 


‘Only the Rich Can Run for Office’... 


Sen. Johnson Says TV Rate Policies 


BaLTImore, Feb. 19—The chair- 
man of the Senate’s interstate com- 
merce committee expressed fear 
| yesterday that the high cost of TV 
time will permit “only the wealthy 
and the powerful” to aspire to pub- 
lic office. 

Noting that networks are selling 
time to candidates this year for the 
first time, Sen. Edwin C. Johnson 
(D., Colo.), whose committee han- 
dles radio legislation in Congress, 
exclaimed that telecasters are tak- 


Work Against Independent Candidate 


ing this position: “If you want to 
make a speech, brother, get out 
your check book.” 

“Other things being equal,” he 
told the second annual regional 
television seminar sponsored by 
WAAM, Baltimore, “the candidate 
financially able to use television 
will have a distinct advantage over 
the non-user. 

“It follows then that only the 
| wealthy or persons financed by 
pressure groups or special interests 


Advertising Age, February 25, 1952 


can afford to seek public office.” 


@ Suggesting that stations should 
still find a way to provide some 
free time to candidates, he warned, 
“We cannot continue our present 
democracy and permit only the 
wealthy and the powerful to aspire 
to public office. 


can National Committee and Ken- 
neth D. Fry of the Democratic Na- 
tional Committee agreed that po- 
litical broadcasts would use the 
documentary technique. They add- 
ed that candidates will have to be 
versed in the art of acting. 
Bringing TV problems down to 
the “local” level, Rep. Richard 


“Unless something is done to} Bolling (D., Mo.) reported that TV 


remedy this situation, I am certain | 
that the impact of television on| 
politics is apt to prove disastrous | 
| transcription for broadcast by ra- 


to the republic.” 


TV directors of the Republican | 
and Democratic national commit- | 


tees told a panel on “TV in Elec- 
tions” that a change in election 
laws might be necessary to make 
room for TV's fiscal requirements. 


s Edward T. Ingles of the Republi- 


BOX SCORE 


4 


ANY Time Is GOOD TIME 
AEN DES MOINES! 


aud Heres Why... 


MORNING — 22 first (1 tie) out 

H of 22 rated periods. 

‘ AFTERNOON — 21 firsts and 3 | | 

t seconds out of 24 rated periods. 

; EVENING — 47 firsts, 16 seconds 

out of 70 rated periods. 

: Every KRNT personality show and news 
period out-Hoopers every competing show aN 
in Des Moines! These ratings are proof i 
conclusive that KRNT never was better BAN 


— never a better buy! By every standard 
of comparison, KRNT is one of the great 
stations in the nation. We're big and 
growing bigger in a big market . .. FAST. 


re 


Represented by THE KATZ AGENCY .. . SOURCE: C. E 


\ KRNT ... FIRST 


tions . . 


in morning audience! 


KRNT’s audience (42.3% 
114.7% greater than the No. 2 station, 
and is 19.8% larger than the combined 
total of the No. 3, 4, 5 and 6 rated sta- 
. is 24.8% greater than No. 2 
and 3 stations combined 


KRNT ... FIRST 


in afternoon audience! 


KRNT’s audience (46.2%) is 90.9% 
greater than the No. 2 station, and is 


share) is 


larger than the combined total of No. 
2, 3, and 4 rated stations. 


KRNT ... FIRST 


in evening audience! 


KRNT’s audience (36.5% 
greater than the N 


is 39.8% 


No. 2 station. . . is 


112.2% greater than the No. 3 station 
. is larger than the combined total 


of No. 3, 


4, 5, and 6 rated stations. 


KRNT ... FIRST 


in total rated time periods! 


KRNT’s audience (40.5% 
greater than the No. 2 


is 73.1% 
station, and is 


greater by 17.7% than the total of No. 
3, 4, 5, and 6 stations combined. 


STATION WITH THE 
FABULOUS PERSONALITIES AND 
ASTRONOMICAL HOOPERS 


. HOOPER DES MOINES AUDIENCE INDEX, OCTOBER-NOVEMBER, 1951 


prices already loom as a serious 
problem for candidates. 
Reporting that he can provide a 


dio stations in his district for $6.10 
—“‘which I can’t afford’”—he said 
he had not found a way of getting 
time on TV stations. Rep. Harold 
C. Ostertag (R., N. Y.) also par- 
ticipated in the discussion. 


® Sen. Johnson said no one will 
deny the importance of radio and 
TV in political campaigns. “To- 
day it permits the candidate to 
enter the voter’s home and submit 
himself to the critical scrutiny of 
the voter.” 

“In a political campaign,” he 
continued, “it is the duty of candi- 
dates to meet the voters and pre- 
sent their case in person. They as- 
sume such an obligation when they 
accept a nomination. Television 
ought to be the answer to their 
prayers and it is—provided they 
have the price. 

“When Congress adopted the 
Communications Act of 1934, it 
was careful to establish a system 
of broadcasting whereby licenses 
in general were given wide free- 
dom and full responsibility, but 
their over-all operation was re- 
quired to be in the public interest. 

“To avoid a possibility of dis- 
crimination or favoritism, the Con- 
gress specifically mandated that, 
once a station agreed to carry the 
broadcast of a political candidate, 
it was obligated to offer equal op- 
portunities to opposing candidates. 


s “I understand that this year for 
the first time most of the networks 
are treating all candidates for 
office as clients and are not con- 
sidering any public speeches as 
public service programs.” 

Questioned about possible legis- 
lative remedies which might be 
caused by the failure of broad- 
casters to provide time for politi- 
cal, educational and religious pro- 
grams, Sen. Johnson suggested it 
may be necessary to require that 
stations devote a fixed amount of 
time each week to public service 
programming. 

Other seminar sessions were de- 
voted to careers in television. 


NBC Names Four to Its 
Merchandising Dept. Statf 


National Broadcasting Co., New 
York, has made four appointments 
in its merchandising department. 
Brown Stafford Mantz has been 
appointed assistant to Gordon Lane 
in the material unit. He will write 
copy and handle production and 
routing of the point of sale materi- 
al developed. James C. Sandner 
has been named merchandising 
district supervisor for California, 
Nevada, Arizona and part of Utah, 
with headquarters in Los Angeles. 

H. John Roepke, as merchandis- 
ing district supervisor, will cover 
Minnesota, North Dakota, South 
Dakota, Nebraska, Iowa and Wis- 
consin. Stewart Carr has been ap- 
pointed merchandising district 
supervisor for Missouri, Arkansas, 
Kansas, Oklahoma and part of 
Illinois. 


WIMA Promotes Walthall 
WJMA, Orange, Va., has pro- 
moted Alfred W. Walthall, assist- 
ant manager, te succeed Arthur C. 
Livick Jr.. who has resigned as 
general manager, effective March 
1. Mr. Livick, who has held the 
position since 1949, is entering the 
insurance business in Orange. 


Elects Robinson President 
Carborundum Co., Niagara Falls, 
N. Y., has elected Clinton F. Robin- 
son president and chairman. He 
succeeds H. K. Clark, who has re- 
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whale of a market 


for advertisers! 


Last year advertisers spent over *51,000,000.00 for 


Chicago Tribune sales power—millions more than 
were spent in any other newspaper in the world 


WHEN advertisers spend over $51,000,000.00 for space 
in One newspaper in a year, you can be certain that the 
newspaper gets unusual buying action from a responsive 
audience whose annual purchases run into the billions. 

Last year the sales opportunities in the multibillion 
dollar Chicago market—and the power of the Tribune 
to produce volume sales—attracted to the Tribune the 
largest advertising revenue ever received by any news- 
paper in the world. 

During 1951 retailers, manufacturers, banks, railroads 
—advertisers of all types—placed in the Tribune 
45,468,000 lines of advertising. This set an all time high 
in Tribune linage. It was over 26,000,000 lines more than 
were printed by the second Chicago newspaper. 

The total investment by advertisers in the Tribune in 


1951 was over $51,000,000.00. This tops all previous 
Tribune records. It represents over 50 percent of all 
advertising expenditures in Chicago newspapers in 1951. 
It exceeds by millions the revenue which any newspaper 
anywhere ever received from advertisers in any one year. 

45,468,000 lines and over $51,000,000.00! Consider the 
millions of transactions represented by such advertising 
and the tremendous retail buying which makes it pos- 
sible! Is your advertising program set up to take full 
advantage of the sales opportunities in the Chicago mar- 
ket? Are you utilizing your 1952 advertising budget to 
take full advantage of the sales power of the Tribune? 

A Tribune advertising representative will be glad to sit 
down with you and your advertising counsel to outline a 
program that will help you sell more in 1952. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE ADVERTISING SALES REPRESENTATIVES: 


Chicego New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 


1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 


San Francisco Los Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Blvd. 
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AEE IERSIES 8 RT E nt | ‘ 
a Mt Peach Sailboat Salad 
THE BACKING 
and ‘’Presson.” Then watch this beautiful, 
| 
reflective MIR * O-* FILM sign sell—by more 
eye contacts per minute. 
Send for samples and prices today. PEACH BOATS A’ COMIN’—The Cling Peach Advisory Boord is making mots like this 
ory Ms ye mee aed ae a ys Rw _ ey oy ce 4 
-Krisp), the dairy indus cottage c' r i nn ac! wi 
R. R. K E L LO G G Crustquick) ore pow the parne wher ‘ying ta with the prvender iy Seton, seg 
ADVERTISING SERVICES INC Durstine & Osborn, San Francisco, handles the Board’s advertising. 
1710 W. Washi hey | Appoints Watson Co. Rep Ads for New Bendix 
- Washington Blvd. + Los Angeles 7, Calif. | Grocer’s Digest, St. Louis, has 
“ 9 appointed Ray C. Watson Co., Los Washer Will Feature 


tonite, PBR 


tative. 


yy, Angeles, its West Coast represen- 


in 1948 
in 1949 


in 1950... 


And now AGAIN IN 195] 


The Detroit Free Press 


Walt Disney Tie-in 


SoutH Benp, INnp., Feb. 19— 
Bendix home appliance division’s 
new Snow White automatic wash- 
er, to be introduced this week, will 
get magazine, newspaper, radio, 
TV, theater and point of sale ad- 
vertising, plus a promotion tie-in 
with the re-release of Walt Dis- 
ney’s “Snow White and the Seven 
Dwarfs.” 
| The Snow White washer, a 
| tumble action model, has a “Mag- 
j}ic Heater” which “keeps wash 
water hot and makes it even hot- 
}ter, thus turning out cleaner 
clothes.” 

The Disney tie-in feature will 
| consist of mentions of the movie 
in all Bendix media. Disney also 
has developed a new Snow White 
story built around the washer and 
this has been incorporated into a 
32-page comics book, which will 
be available as a store premium, 
theater giveaways or door-to-door 
handout. 


® Basis of the ad campaign is a 
magazine drive, including inser- 


: fe sv tions in American Home, Better 
ft e j Homes & Gardens, Good House- 
oe ‘\ carrie keeping, Life, McCall’s, Parents’ 
a ee Pons Magazine, The Saturday Evening 
) ; ti n™ Post, Woman’s Day and Woman's 


niente eileen 


-_ — ER. = 


y (< 


}, CLOTHING STORE adver- 
tising than any other 


Detroit newspaper 


EACH year since 1942, with one exception 
(1947), The Detroit Free Press has carried MORE 
WOMEN'S CLOTHING STORE advertising than 
any other Detroit newspaper. Only nine other 
newspapers in America, morning or evening, ex- 
ceed the linage volume carried by The Free Press. 


Obviously, it is the collective judgment, based 
upon experience, of the retail women’s clothing 
store advertisers of Detroit, that the major por- 


tion of their results comes from the women in 
the 450,000 homes that read the Free Press so 
carefully and so faithfully each day. 


What this newspaper has done and is doing for 
these retailers whose appeal is largely to women 
can be put into fast action measured by 
RESPONSE from advertising, for any merchant 
or manufacturer with any good merchandise 
or service to sell. 


If you are looking for advertising RESULTS —there’s one spot where you can be sure of 


getting them, and that’s in the columns of The Detroit Free Press. 


Dhe Detroit Free Press 


JOHN S KNIGHT, PUBLISHER © = 
Brooks & Finley, Inc, Notional Representatives 


Home Companion. 

The new model also will be in- 
troduced on the Bendix TV show, 
“The Name’s the Same,” over ABC 
on Feb. 27. Point of sale and local 
| newspaper ad material have al- 
ready been distributed to Bendix 
dealers, and theater tie-ins with 
washer giveaways are being 
worked out in many cities. 

Tatham-Laird, Chicago, 
agency. 


is the 


Mignin Heads Chicago Oftice 


F. P. Mignin Jr., who has repre- 
sented the company’s magazines, 
Commercial Refrigeration and Air 
Conditioning, for a number of 
years, has been promoted to man- 
|ager of the Chicago office of In- 
| dustrial Publishing Co. He will 
continue to represent the maga- 
zines as well. 


Kane Entertains Client 


Kane Advertising, Bloomington, 
Ill., played host for the national 
sales meeting of its client, Ideal 
| Dispenser Co., Bloomington, man- 
ufacturer of coin-operated milk 
and beverage venders. The four- 
day meeting kicked off Ideal’s 
1952 national sales campaign. 


| 
| Wilson Joins Hahn Brass 


| J. M. Wilson has been appointed 
|general sales manager of Hahn 
|Brass Ltd.. New Hamburg, Ont., 

and of the company’s wholly 
| owned subsidiary, Stratford Brass 
| Co., Stratford, Ont. 


Magazine Appoints Miller 


William L. Miller Jr., formerly 
advertising representative for Suc- 
| cessful Farming, has joined the ad- 
| vertising department of Implement 
& Tractor in Chicago. 
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Council on Business Mail Opens Fight 


Silk Hosiery, Indianapolis; John 
Vaughan, Vaughan Seed Store, pel 


Cartoons Are Used 


33 


mine attention value, depth and 
quality of impression of four tech- 


Fay L. Waggoner, Aldens Inc., Chicago; < 
7 ‘Ni imi 4 Richard Webber, Spiegels Inc., Ch niques: surprint, photographic, 
Against ‘Discriminatory’ Parcel Post Law Te hae ee Ce in aew Compaiges ter (See ae. 


Cuicaco, Feb. 19—A drive to 
eliminate “discriminatory legisla- 
tion that denies whole communi- 
ties benefits” of parcel post mail- 
ing has been initiated by the Na- 
tional Council on Business Mail. 
The council is distributing a circu- 
lar to business organizations call- 


“forces certain types of shipments, 


president of the council. Business 
men are urged to work through 
the council to combat these in- 
equities. 


8 Newly elected officers are: 
President, George F. McKiernan Sr., 
George F. McKiernan & Co., Chicago; 


Board of directors: William Bethke, La- 


nax Inc., Memphis. 


Dealers Buy Radio Show 

The Chevrolet Dealers Assn. of 
Massachusetts, Rhode Island and 
New Hampshire, comprising 138 
members, has signed the “Report 
on Sports” show, Monday through | 
Friday, over several radio stations | 


through Chambers & Wiswell, Bos- | 


Gem Razors, Blades 


New York, Feb. 20—American 
Safety Razor Co. has launched a 
cartoon campaign on Gem razors 
and blades, starting in more than 
100 newspapers last week, and 
using Argosy, Ebony, The Satur- 


Copy is held to a minimum, and | 


The cartoon technique came out 
on top, and the test indicatéd that 
improvements in the text could be 
made and then reincorporated in 
the series, which features cartoons 
by Hoff. 


Mann Returns to ‘Herald’ 


. s = , lc a! s ary, Ja s E. .o ‘ial . j » j 
ing their attention to the fact that | secretary — A eegy “reasurer,|in Massachusetts and Rhode Is- | day Evening Post and True in| walter Mann has rejoined the 
| the new size and weight limit] jesse mM. Cody, Butler Bros., Chicago.|land. The contract was placed | March. | advertising department of the Her- 


ald, Sanford, N. C., after serving 


— but only between certain points, | Salle Extension University, Chicago; Paul | ton. | plays two slogans: “Avoid 5/| for more than a year in the Army. 

— into less satisfactory channels.” | W- Brown, Sears, Roebuck & Co., Chicago; O'clock Shadow” and the “Finger- 

i 1 po c . ot Homer J. Buckley, Robertson & Buckley, T 
) —— the eg of yp maa mail-| Chicago; David Burpee, W. Atlee Burpee| Mallard Television Moves i wil : Bolan Resigns Packwood Mfg. 
f ers in first class post office towns| Co., Philadelphia; Harold M. Hansen, M $3 ‘edera vertising Agency, 

aaa : “ aon ” allard Television Inc., New | 3 ~ Charles W. Bolan Advertising, 
: have been receiving parcel post | 2 ponine 2S — York, film-buying service for tele- | Which handles the account, says | g; Louis, has resigned the account 
i service comparable to World War! New York: Walter Oberfelder, Walter | Vision stations, has established new the campaign was developed after | o9f G. H. Packwood Mfg. Co., St. 
I,” said George F, McKiernan Sr., | Field Co., Chicago; S. A. Robinson, Real! offices at 120 Wall St. |extensive copy testing to deter- | Louis. 


A Circulation Bargain! 


As pointed out by Adver- 
tising Age in a recent 
article, there’s a big dif- 
ference in cost-per-thou- 
sand among various types 
of media. On this basis, 
it was shown that OUT- 
DOOR still offers the ad- 
vertiser one of his biggest 

ent bargains—on the average 
about 13%¢ per M. 

But averages don’t tell the whole 
story. For outdoor advertising made 
with “SCOTCHLITE” Sheeting delivers 
a brighter, more effective sales message 
at any point along the road! 


A Stopper!.. 
Because ““SCOTCH” 
LITE” Sheeting is the 
most effective night-and- <= 
day sign medium, it has = 
been in service for years on many highways. 
Safety officials chose it because its depend- 
able brilliance captures a driver's attention 
. because it gets the important message 


Seyi it in . meenbenl 


delivered! 
REFLECTIVE SHEETING <p come 
Li 4} sme via 
Here’s a new, low-cost method of communication better in “SCOTCHLITE” Sheeting... say it with | 


more IMPACT, day and night. 

In every kind of weather, signs and signals of this 
new communication medium are giving around-the- 
clock service that cannot be matched by any other 
sign material. Brilliant by day, they come alive at 
night when touched by the headlight beams of pass- 
ing vehicles. Their impact and beauty is so striking 
that nearby competing signs fade into insignificance! 


that gets your message across day and night-—-with 
more impact, better visibility than any other kind of 
sign or signal! It’s “SCOTCHLITE” Reflective 
Sheeting-——the amazing material that gives you bril- 
liantly colorful messages 24 hours a day. 

Anyone who has anything to say to the public— 
whether it be an advertising message or a warning 
to reduce speed at a railway crossing —will say it 


a. 


4 5-2 
, ee es 


FREE SPACE? |. — 


Aggressive American railroads recognize 
sides of rolling stock as important ad- 
vertising space ... available at no cost. 
Advertising, public relations messages, 
safety markings and trade marks are 
more effective when reflectorized .. . are 
seen by millions of motorists at count- 
less crossings every day— night and day. 


IN BOSTON? Be sure to see Hart's restau- 
rant' Called “the most beautiful drive-in in 
Boston”, it has an outdoor mural rendered in 
striking colors with “SCOTCHLITE” Sheet- 
ing. Manager Charles R. Gow, Jr. selected 
this brilliant medium to portray the warm 
personality of his restaurant...to stop traffic. 


é ull Who sells signs of 
S.4/  “SCOTCHLITE” 
ei SHEETING? 


AT LEADING GROCERS 


QUALITY FOOD 


AT THE POINT OF PURCHASE 
reflectorized signs are more ef- 
fective, have greater impact 
day and night — require no elec- 
tricity or mechanism. 


OUTDOOR ADVERTISING SIGNS 
A made with “SCOTCHLITE” 
it Sheeting give you the largest 
: number of viewers at the lowest 
cost per viewer! 


CITIES, COUNTIES, STATES reduce 
accidents with signs that remain 
brilliantly visible under all 
weather conditions, twenty-four 
hours a day. 


REFLECTORIZED FLEET EMBLEMS, 
warning stripes do a double 
job: prevent accidents, give you 
free advertising that SELLS 
on the finest possible position. 


5 
é paneer Your local sign man is the one 
la MAKE THE vA SaoTreawHuire to see about outdoor signs oe a 
} “SCOTCHLITE” Sheeting. You'll fin 
g ashlight Jest, Se) him listed in the classified section of 
f Coll your local sign my —_ ond REFLECTIVE SHEETING your telephone directory under SIGNS 
4 ior aoe ee as te For | si ... or drop a line to 3M, St. Paul 6, 
show hen “SCOTCATE” ow-cost gns you Minn. for the names of shops to call in 

; thin aad can SEE day and night! your community. - 
Made in U.S.A. by MINNESOTA MINING & MFG 


CO., St. Paul 6, Minn.—also makers of “Scotch” Brand 
Pressure-sensitive Tapes, “Scotch’’ Sound Recording 
4 - Tape, “Undersea!” Rubberized Coating, “Safety-Walk” 
? Non-slip Surfacing, “3M" Abrasives, “3M” Adhesives 
Export Office: 270 Park Avenue, New York 17,N.Y 
In Canada: London, Canada 
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| Star. 


CBS Unveils Pitch 
for the Low-Budget 
Video Advertiser 


New York, Feb. 19—CBS Tele- 
vision Network has prepared a de- | 
tailed answer for those adver-| 
tisers who think that TV is only 
for the multimillion dollar spender. 

The rebuttal is in the form of a 
presentation for some of the net- 
work's package shows now seeking 
sponsors. 

Columbia lists several daytime 
shows in the under-$4,500-weekly 
price category and says that they 
are available for one-time spon- 
sorship as a part of special sales 
drives. Among them are: “Man of 
the Week,” the Sunday afternoon 
current events attraction, which 


Pet Milk Issues House Organ 

Pet Milk Co., St. Louis, is is- 
suing an employe’s house organ, 
“Pet Milk Magazine,” edited by 
John Marston, formerly promotion 
manager of the St. Louis Star- 
Times. 


Greeley Promoted to S. M. 


Frank Greeley, advertising man- 
ager of Bunny Bear Inc., Everett, 
Mass., manufacturer of Carry-Crib 
and other baby items, has been 
promoted to sales manager 


Archibald to Gray & Rogers 


Advertising Age, February 25, 1952 


|PR Men Discuss the Problem of K eeping 
Releases out of Wastebaskets at AFA Meet 


SPRINGFIELD, Mass., Feb. 19—A | often possible to build “something 
public relations workshop con-/ out of nothing.” 
ducted here last week by the first | 
district of the Advertising Feder- |= Mr. Morton stressed that before 
ation of America devoted itself to any success is possible, it is neces- 
the problem of how a company | sary to have a good working re- 
can circumvent editors’ waste- lationship between the company 
baskets and break into the news and the press. He then cited an ex- 
columns. |ample of how a casual comment 
The panel participants agreed|by an entertainer at the Provi- 
that if a story has news value, it| dence hotel was developed into a 
will get into print, even in a one- 


|was a “pleasant change” from 
| Boston’s water, which she said left 
| female hands rough and red. 

Mr. Morton explained that this 
remark was parlayed into feature 
stories in the Providence and Bos- 
ton dailies. And, when the enter- 
tainer moved on to New York, 
newsmen greeted her at the train, 
from which she emerged with a 
bottle of Providence water under 
each arm. 


® Miss Ann McKnight, also of 
Providence, had another sugges- 


can be televised weekly on the 
network's 21 basic stations for | 
$16,072, and the “Frank Sinatra | 
Show,” Milton Berle’s Tuesday 
night competition, which costs 
$20,390 weekly (time and talent) | 
for one-shot advertisers buying a 
15-minute segment 


® As of January, 1952, the average 
hour-long CBS-TV package show 
was delivering 1,000 viewers for 
every $3.91 spent, the presentation | 
asserts. 
Other programs featured in ed 
resentation: “Mike and Buff,” 
150 per quarter hour; the “Mel | 
me Show,” $1,850 per quarter | 

r; “In the Park,” $3,250 for the 
ful! half-hour Sunday show; “An| 
Afound the Town,” with Mike and 
Buff Wallace, $2,000 per quarter- | 
héur; “Up to the Minute,” 15) 
minutes of late Saturday news, 
$3,075; “What in the World,” 30 
minutes of Sunday afternoon an- | 
thropology, $2,850. 
& | 
Institute Offers Film 
, Whe Insulation Board Institute, | 
GBicago, has produced a 38-min- 
, 16mm color-and-sound film, 

e Professor Was a Salesman,” 
Be by lumber dealers in sales 
t¥Gining courses. Loan of prints 
be had by writing to the insti- 

at 111 W. Washington St., 


Appoints Sadler & Sangston 

Philadelphia Magazine, consum- 
er and business publication cov- 
ering the greater Philadelphia 
ar@a, has appointed Sadler & Sang- 
ston Associates, New York, to 

resent it in New York state, 
Néw England and New Jersey 
north of Trenton 


JEFFREY L. LAZARUS, 
aren't you glad you 
built those escalators? 


Those traveling stairs cer- 
tainiy make shopping at 
Shillito’s even more pleas- 
ant. And look at the traffic 
they carry! You have 
every reason to be proud 
of this latest improvement 
in the Shillito branch of 
the Federated family, Mr. 
Lazarus, one more step in 
a continuing program to 
make shopping more fun 
for Cincinnatians. And we 
have every reason to be 
proud of the fact that 
Southern Ohio's largest 
department store places 
more advertising in the 
Times-Star than in any 
other daily newspaper. In 
Cincinnati, it’s the Times- 


David W. Archibald, former- 
ly with Kaumagraph Co., Wil- Boe . 
mington, Del., has been appointed ‘©, publicity director 


Gray & Rogers, Philadelphia 


newspaper town. But William Mor- 
for the! 
assistant director of research of Sheraton-Biltmore hotel, Provi- 
dence, R. I., contended that it is 


big news story in the Providence, | tion—“soft soaping” the editor. She 
Boston and New York papers. 

The entertainer, 
noted the soft quality of Provi-| fail as often.” 
dence’s water, remarking that it 


said: “I think if you flatter the 
he reported, | editor in the right way you won't 


Vincent Reynolds, New Haven, 


It pays to buy the glant economy size: 


WBBM has! 
than the next 


* Projections based on 1951 averages. Pulse of Chicago. 


stations 
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Conn., department store executive, ;Copper Co., Detroit, 
emphasized the importance of hav- | 
ing all levels of management news- : 
conscious. Otherwise, he said,|His former assistant, John M. 
“public relations doesn’t mean a | Dumser, succeeds him. 
darn.” 

First district officers elected at Altomari Adds Two Accounts wood. Direct mail will be used. | company. 
the meeting are: |. Altomari Advertising, New| 

Governor, Leonard Marcus, | csvettieg ine ater hike Ge |Bord Appointed ‘Sun’ Rep Dispatch Inc. Buys WIKK 
Marcus Sign Co., Springfield, suC- San Francisco, and Hub Mfg. Co.,| Russell C. Boyd, formerly with Dispatch Inc., owned by Edward 
ceeding Miss McKnight: Ist lieu- Boston, both manufacturers of |Edwards & Finley, Toronto psa publisher of the Dispatch, 
tenant governor, Raymond C.|toys. Trade publications will be |lishers’ representative, has en Erie, Pa., has bought WIKK, Erie. 
Strawbridge, Boston: secretary, | used. |appointed Montreal representative! Dispatch Inc. also owns WICU 
Stanley Wood, Springfield, and| for the Sun, Vancouver, B. C. Erie television station. 
treasurer, Betty Gunning, Provi- 
dence. 


. has promoted 
George D. Potter from general 
sales manager to director of sales. | 


| Shipper Switches Agency 


Dooley Leaves Admiral 
| American Shippers Inc., 


Los 
| 


tising and 
from Davi 


a 


, 


Aetna Promotes Choquette 

Charles R. Choquette, supervisor |O. S. Tyson Appoints Greer 
of the direct mail bureau of Ae.na James A. Greer, formerly ac- 
Life Insurance Co., Hartford, has | count executive with Roche, Wil-| facturer of lock nuts, has switched 
'been promoted to assistant life|liams & Cleary, Chicago, has been | its advertising account from Ross, 
advertising manager. He has been appointed to the writing staff of| Gardner & White, Los Angeles, to 
& Hecla Consolidated! with Aetna since 1948. |O. S. Tyson & Co., New York. Hixson & Jorgensen, Los Angeles. 


Delron Switches Agency 
Promotes George D. Potter 


The Wolverine Tube Division of 
Calumet 


more audience 
2 Chicago 


... combined! 


WBBM Chicago’s Showmanship Station 
Phone Wiitehall 4-6000, Chicago—or any 
CBS Radio Spot Sales office—for availabilities. 


I Richard F. Dooley, v.p. of Ad- 
Angeles, has switched its adver-|miral Corp. and who has served 
ublic relations account | the company since its founding in| 
Olen Advertising, Los | 1934, has retired. He will continue 
Angeles, to Tilds & Cantz, Holly-|as a director and counsel to the 


Delron Co., Los Angeles, manu- | 


| 


selling - 
Bo industry 


Look at a map of the 
United States. Lots of 
foot-tiring geography 
there...if you're out to 
sell every smokestack. 
3,072 counties, if you care 
to count them. 


But look again. Look 
where the smoke is heav- 
iest. What do you see? 
Less than one-fifth of the 
area of that map... 650 
counties to be exact... 
America’s richest coun- 
ties. together responsible 
for 92.9% of ail U.S. 
manufacturing. 


Mow, take another look. 
In those same 650 coun- 
ties where 92.9°, of your 
business comes from... 
visualize 1,000,000 pins. 
Together they represent 
93.8°- of the Sunday New 
York Times circulation. 


And inthe Sunday Times. 
gentlemen, is one section 
well-beloved by business- 
men, and ideal for busi- 
ness and industrial copy. 
It’s called REVIEW OF THE 
WEEK, a newsreview 
edited by its own special 
staff...with one of the 
highest readership rat- 
ings in America’s most 
distinguished newspaper. 


Ask your agency, ask us, i 
to tell you more about it. % 


The New ork Times 
REVIEW 
OF THE 
WEEK 


the newsreview you get 
every Sunday exclusively 
with The New York Times 
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Country Gentleman presents 


A NEW DIMENSION 


A Magazine-Within-A-Magazine Devoted to Better Living for 
Every Member of the Family in Today’s New Rural America! 


“Country Living” is a bold editorial response to the 
spectacular progress of the people of Agriculture . . . 
from drudgery and isolation to new leisure and par- 
ticipation in all the satisfactions of our modern world. 

“Country Living” is designed for the families of this 
new Rural America who farm well to live well. It 
begins in the March issue of Country Gentleman with 
its own four-color cover. 


NEW—IN BREADTH AND DEPTH 

“Country Living” retains the women’s service mate- 
rial formerly carried in “Country Gentlewoman”— 
established in 1935 as the first complete magazine for 
homemakers within the covers of a farm magazine. 

It is an enlarged and broadened program for all 
the farm family—men, women and young people. 
It serves their whole wide range of better-living 


Gentleman 


Pa te = te ec Paks Ra 
A CURTIS PUBLICATION 


interests—in their home, their community, their world. 

And because successful living is more than food, 
shelter and clothing, “Country Living” will penetrate 
the hearts as well as the minds of all the family. 


A NEW DIMENSION IN INFLUENCE 


“Country Living” is a natural extension of the long 
service that has built Country Gentleman’s unmatched 
influence with the people of the soil. 

Agriculture has made many strides forward 
Country Gentleman’s 121 years of service. In these ad- 
vances, Country Gentleman has often led the way, has 
always given impetus to progress. 

“Country Living” is a bright new example of sharp 
editorial sensitivity to change—and of editorial crafts- 
manship that has made Country Gentleman such a 
great force with The Best People in the Country. 


“Country Gentleman is edited for those progressive families who con- 
stantly seek help to improve their livelihood of farming—and to invest 
the fruits of their progress in a life of greater comfort and content- 
ment on the land. ‘Country Living’ is another expression of our edi- 
torial concept that the end product of good farming is good living.” 


ROBERT H. REED, Editor 
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Home Building & T Children’s Department 
Remodeling Successful Family Profiles Teenagers’ Department 
Home Furnishings & Foods Rural Youth Organizations 
Fashions Rural Women’s Clubs 
Community Projects 
Religion 
Family Health Inspiration 
Child Care Shoppers’ Section 
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Along the Media Path 


e Capper’s Farmer reports its 
April issue will be the largest in 
its history in terms of pages, linage 
and revenue 


e For the second year in a row, 
Living for Young Homemakers 
reports, it devoted more editorial 
pages to home furnishings report- 


| 1951, a period during which, the} 
it had a circu-| 


| magazine reports, 
lation increase of 426.6%. 


e Sports Afield has published a 
report containing city and county 
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the parking lot of ABC’s Holly- 
wood TV center. The “$30,000 
|ship” is complete with “view- 


| scopes” which “reveal moving, di- 


|mensional pictures of the vast, 
bottomless interplanetary system 


the station’s success in selling,| Circulation figures for its March, Policed by the Space Patrol.” 


among other things, a pastry set, 
plastic aprons and spatulas. 


e A new full-color film, “Circula- | 


tion Trends and the Man Market,” 


depicts Argosy’s circulation growth | 


1951, issue. 


e American Broadcasting Co.'s TV) 
saga, “Space Patrol,” got plenty 
of publicity on Saturday, Feb. 16, 
when Terra IV, a 35-foot rocket 


| @ The 1951 ad volume of Annals 
of Internal Medicine, Philadelphia, 
| showed an increase of 34% over 
1950 and 69.3% over the 1949 total. 


from 1946 through the middle of| from outer Space, was unveiled on’ e Everywoman’s reports an ad 


linage increase for the first quar- 
ter of 1952 of 130%, compared with 
the same period last year. 


@ Special “weeks” and “days” are 
on the increase, Crockery & Glass 
Journal reports, with 139 such 
events scheduled so far for 1952, 
33 more than took place during 
1949, 28 more than in 1950 and 4 
more than last year. 


@ On Sunday, March 9, the New 
York Herald Tribune’s book re- 


ing than any other home or wo- 
men’s service monthly—453.3 | 
pages in 1951. It also reports an | 
ad gain of 87 pages for the first | 
quarter of 1952. 


© Beginning this month, Photo 
Dealer, New York, is adding a 
new section, “Selling to Industry,” 
which outlines the types of busi- 
nesses dealers should sell to, sug- 
gests what to sell, and furnishes 
advice and information on how to 
do it. 


e During the week of Feb. 18,| 
Station WGY, Schenectady, cele-| 
brated its 30th anniversary with | 
an open house for its listeners. | 
The station promoted the event 
with outdoor, newspaper and ra- 
dio spot advertising. | 


| 
the week was celebrated by 


RB, Toronto, which marked 25 
Years of broadcasting on Feb. 19. | 
1 

| 


“, 
iy ine major anniversary dur- 


Af the time of its establishment, 
CPRB was the world’s first bat- | 
tePyless station. 


@WHaire Publishing Co.'s Home | 
Furnishings has set up an editorial 
isory board of 16 prominent 

il merchandising executives, 
uprising a cross section of the| 

il home furnishings field. Arti- | 
recommended by the board) 


} are being prepared for early | 
Pi iication. 


® Arkansas Farmer is releasing a 
ae Bureau agricultural report 

taining basic data on number, 
siz®, ownership and management 
of farms, livestock population and 
Value of products sold in the state. 
Algo included are inventories of 
fafm equipment items. 


atest promotion piece from 
W, Topeka, is a combination 
cake knife and cheese slicer taped 
to a colorful broadside describing 


Many of America’s 


most important 
executives live 
in Greenwich, 


a community which appeals | 
to families that enjoy the | 
better things in life and 
can afford them. Result— 
11,600 Greenwich fami- 
lies have the buying power 
of 20,000 average families. 
This market is effectively 
covered by only one news- 
paper: Greenwich Time, of- 
ten called “the best subur- 
ban daily newspaper in 
America.” 


Noti ie. 
Repr 


Bogner and Martin, New York & Chicago 
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view section will publish a special| on grocery stores and sales. 
religious issue, which is said to 
mark the first book supplement of | e The Texas Quality Network has 
a large metropolitan newspaper to been reorganized and now includes 
feature reviews of religious books| wRap Fort Worth: WFAA, Dal- 
and articles of inspirational and/),.. KPRC, Houston; WOAI, San 
spiritual interest. Antonio; KRGV, Weslaco; KGNC, 
Amarillo, and KRIS, Corpus 
© The Boston Globe has published | Christi. All the stations are affili- 


a map of New England, prepared | ates of the National Broadcasting | 


for food and grocery marketers.| Co. 
The map lists the region’s chain| 


illustrated brochure detailing the| turer’s progress during its centuryNew Credit Chart Issued 
highlights of the New York Mir-| of existence; it also carried con-| by Dry Goods 


ror’s Youth Program. The title, 
incidentally, is a quotation from 
Theodore Roosevelt. 


@ The South Bend Tribune, in’ 


acknowledging the 100th birthday 
of Studebaker Corp., issued a spe- 
cial 52-page section on Sunday, 
Feb. 17, the day following the 
actual 100th anniversary. The sec- 


gratulatory ads from manufactur- 
ers throughout the country. 


Agencies Get APA Certificate 


Agricultural Publishers Assn., 
Chicago, is issuing a certificate to 
all its recommended agencies. The 
certificate recommends the agency 
as “an independent and financially 
responsible organization, operating 
'a bona fide advertising agency 


he 


Bee en eee 


THE FORT INDUSTRY COMPANY 


WMMN, Fairmont, W.Va. + 


WSPD, Toledo, O. * 
w6s8sS, Miami, Fla. . 


WWVA, Wheeling, W. Va. « 


WIBK, Detroit, Mich. 


WAGA, Atlanta, 


° WSAI, Cincinnati, 


and wholesale grocers, their lo-| e “Don't Flinch, Don’t Foul, Hit| tion related, through stories and) pusiness” conforming to APA's 
cations, and compiles census data| the Line Hard,” is the title of an| pictures, the automobile manufac-| principles. 
MRS OEE FORE ERS ae 
prologue to the future 
EGE Re RT TE MS 
The emblem at the left symbolizes a 
quarter-century of service . . . PUBLIC SERV- 
23 ICE . . . which has ever been the watch- 
‘a word of the FORT INDUSTRY COMPANY since 
: its founding in 1927. 
vf Although ForT INDUSTRY has grown 
2g in size and number of stations, the funda- 
q mental concept remains as purposeful today 
as 25 years ago. . . to serve the best interests 
‘ of the public. This has been accomplished 
- by plowing back nearly 75% of its earnings 
to improve its radio stations and develop 
4 television. 
4 The response to and acceptance of 
sf the FORT INDUSTRY Stations proves the H 
i soundness of this policy. “Broadcasting in : 
= the public interest” will always be FORT 4 
nal INDUSTRY'S number one responsibility and ‘, 
/ greatest asset. ‘ 


Ga. 
So. 


WSPD-TV, Toledo, O. + WIBK-TV, Detroit, Mich. * WAGA-IV, Atlanta, Ga. * KEYL-TV, San Antonio, Tex. 
f NATIONAL SALES HEADQUARTERS: 


488 Madison Ave., New York 22, Eldorado 5-2455: 


230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 


| A new chart designed for use 
| by retail credit men in figuring 
customer instalment payments has 
| just been published by the Na- 
| tional Retail Dry Goods Assn. 
Compiled by the association's 
credit management division, the 
chart is computed on the basis of 
7.2% per annum on unpaid bal- 
ances after deduction of down pay- 
ment. It compensates for differ- 
ences so that all unpaid balances 
can be established in even dollar 
denominations. 


Baker Joins Conover-Mast 

Bradford Mason Baker, formerly 
with Firestone Tire & Rubber Co., 
Akron, has joined the advertising 
sales staff of Conover-Mast Pur- 


chasing Directory, and will make 
his headquarters in Cincinnati. 


Reynolds Gets New Post 


Frederick P. Reynolds Jr., for- 
merly v.p. and research director of 
Geyer, Newell & Ganger, New 
York, has been appointed research 
director of Hewitt, Ogilvy, Benson 
& Mather, New York. 


’ SELLING 
THE FARM 
MARKET? 
= 

Remember the 


IOWA 
MARKET! 


4 
Reach the 


Top 70% 


Most Able to Buy 
FARM FAMILIES 


~ 


Va 


(REACH THE BEST | 
PROSPECTS AT 


LOWER COST 


Through lowa‘s 
Farm Magazine 


—— 
IOWA 
BUREAU 
FARMER 


Des Moines, lowa 
Write for Data! 
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Atlanta Editors Elect Pp Am : ‘ s f . 
The Atlanta chapter of the | an erican $ 400,000 0 Film 
|Southern Industrial Editors Assn. | 
has elected ee —— ¥~} Fi 
editor of The Guide, president. Joe 
sigs of The Gude orescent Jee Find Acceptance Throughout World 
|is v.p., and Dick Hodges of Liller, , 
|Neal & Battle, agency, secretary-| New York, Feb. 19—The adver-, making the rounds. 
| treasurer. tising department of Pan Ameri-| Frank N. Howe, in charge of 
| can World Airways has released a/| all visual advertising for the past 
Stewart Joines Scheutte 28-minute sound and color feature | 12 years, estimates that every one 
Ralph A. Stewart, formerly v.p.| film, “Wings to Vikingland,” the| of these 7,200 prints is shown 
and general sales manager of} latest venture in a promotion be-| somewhere at least once a week. 


Koehler Mfg. Co., Marlboro, Mass.,| gun back in 192 | : : ' 
has joined Robert W. Scheutte. gun back in 9. These films, which frequently 


Boston public relations and man- Peeseting world-wide travel, | have pred — ogee * 
agement counselor. | preferably via Pan American, has| color photography available any- 
| cost the company several hundred| where, are shown free to clubs, 
Selgrat Appointed PR Rep thousand dollars since the program | business groups, lodges, churches, 
| 


ny oe a began. With some 45 productions | schools, labor groups, farm groups 
lt Con Chien bee with| under its belt, and a 400,000-foot | and similar organizations. 
appointed public relations repre-| film library which television and 

sentative of Casler, Hempstead &| Hollywood may draw from free,|s Averaging a half-hour in length, 
Hanford, Chicago agency. | the company is one of the largest} Pan American has produced films 
industrial film producers and users | in as many as 22 foreign languages, 
| Bendix Promotes Bick in the country. | with the aid of the State Depart- 
| Clifford E. Bick, sales manager Pan American has more than| ment. Spanish, Portuguese and 
lef the ironer division of Bendix 100 distributors in the U. S. and| French, however, are the main for- 
home appliances division of Avco| 4" equal amount around the! eign tongues used. 
|Mfg. Corp., South Bend, has been | world. Currently, there are 18 fea-| Last year, 2,000 television pro- 
| promoted to service manager. tures—each one with 400 prints—' grams used a Pan American fea- 


| BLIND—Warren Bruce, ad manager of 
Levolor-Lorentzen, venetian blind maker, 
with “Miss Levolor’ at the company’s ex- 
hibit at the Venetian Blind Assn. exhibi- 


—- no matter tion in New York recently. 


ture. TV producers as well as the 
major studios make frequent re- 
how much money quests for locale shots, which the 
company is happy to grant. 
When a subject is chosen, Mr. 
Howe chooses his own production 
you spend crews and supervises the entire 
operation from the selection of a 
cast to the cutting room floor. Cur- 
rently, he is involved in nine dif- 
or ferent productions, including sales 
training films—part of the com- 
pany’s five-year plan for employes 
—as well as travelogs. 
how man ages The usual travelog takes a 
y pP g typical couple on an air tour of : 
the area selected. Straight sell ad- 
vertising for Pan American is non- A 
b existent. Mr. Howe points out that | 
you uy the company is interested in sell- 
ing travel foremost. 


2 . s Films on Europe, Central Amer- 

in other Detroit media ica, South America, Hawaii and i 
the Caribbean, to name a few, are 
currently available for showing b 
most anywhere in the world, as ; 


you still need well as special films on the double- 


decked clippers and model airplane 


ere ee a 


1 a Soe Phere, 


re 


flying. 
* ° Results of an operation like this 
The Detroit Times can’t be measured in terms of dol- | 
| lars and cents, but Pan American { 
| claims a. justifiable pride in being \ 
|one of the leading factors behind 


* to cover the the rise in air travel. 


Next on the company’s release 
list are films on Finland, Italy and, 
possibly, a “Wings to Haiti” pro- 


“other HALF” duction. 


% Air Spun in Biggest Drive 
f h d ° The spring campaign aoe Ais 
~ W ng Spun face powder an ipsticks 
Oo c € great an gro I will be the largest newspaper cam- 
a paign in the history of Coty (Can- 
| ada) Ltd., Montreal. or in 
< > March, 29 newspapers in 23 cities 
. Detroit Market. across Canada and three consumer 
. magazines will carry copy offering 
the face powder and Creamy and 
Sub-Deb lipsticks for the regular 
Ss price of the powder. Canadian Ad- i} 
i vertising, Montreal, is the agency. iil 


. — . Joins ‘Popular Mechanics’ | 
You’re Missing Something Jack W. Ross, formerly of the 


If You Miss The Detroit Times jnational advertising staff of the 
|New York World-Telegram & Sun, 
|has joined the New York sales 

; istaff of the foreign editions of 
: Popular Mechanics as eastern ad- 
vertising representative.. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE Detmase fates feste Co. 


i | Mrs. Jean F. Peterson, formerly 
| director of public relations for the 
| National Automatic Merchandising 

| Assn., has been appointed an assis- 

% itant account executive of Philip i / 
- Lesly Co., Chicago public rela- iH! 
ra tions consultant. | 
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SHORT COPY . . . long on results 


New...and beautiful ! 


32 DODGE 


e 
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“Dodge and Dodge dealers have been consistent users of outdoor space 
starting with the introduction of the first Dodge car in 1914. Over the 
years our experience has demonstrated that outdoor advertising is tre- 
mendously effective in putting over a brict but powerful sales message . 


it works the year ‘round.” 


L. F. DesMoND 
Devector of Adtveriisine and Merchandising 


DODGE DIVISION, CHRYSLER COKPORATION 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 


servin one-fifth WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS CO., INC. 
g Pa ROCHESTER POSTER ADV. CO., INC. © RICHMOND POSTERADV.CO. © E.A. ECKERT ADVERTISING CO. 
of the nation s. PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. © BORK POSTER SERVICE 


SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. + C.E. STEVENS CO. 
CONSOLVO ADVERTISING CORP. * LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING co. 
AMERICAN ADV. CO. STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 »* 


consumers ... 
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A High-Spending Metropolitan Market... 


That's Green Bay, Wisconsin, the 
pay-off market! Fat urban pay- 
checks and husky rural milk re- 
ceipts make a field-day for 
Green Bay merchants. And the 
Green Bay Press-Gazette — with 
a whopping 35,700 circulation— 
blankets this rich area! Get your 
share of the HUNDRED MILLION 
DOLLARS (1951 est.) retail sales 
splurge! Write, wire or tele- 
phone TODAY for the facts! 

Phil McClosky, Mgr. Gen. Adv. 

GREEN BAY PRESS-GAZETTE 

Phone ADAMS 4400 
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that complete integration of all 


Sears Finds Way merchandising elements was not 


being attained. Concentration on 
a specific show at a specific time 
to Make TV Ads has given identity to the promo 
tion program. It also has _ per- 
mitted close working cooperation 


Eff ti between station, the sponsor and 
ore ec lve the agency, Sears believes. 


While Sears will not reveal any 

Los ANGELES, Feb. 19—Retailers| definite figures, it admits sales 
can make more effective use of| have increased substantially. The 
TV than they do, results of a 13-| increases, however, are not uni- 
week test by Sears, Roebuck & Co.) form from product to product. 
here indicate. After 13 weeks, Sears is about 

However, test results also sug-| convinced that the impact of tele- 
gest that the retailer cannot! vision commercials is more lasting 
“freeze” his approach to the me-| than that of other media. It is not 
dium as can a manufacturer with) unusual for a customer to come in 
a single line and still use TV to} and ask for an item plugged on a 
maximum advantage. show a month previously. 

The company had been using One result of this experience has 
television spots for about two} been a change of tempo in the com- 
years, until late in 1951. At that; mercials. At first, emphasis was 
time it began testing the “Dude! placed on “specials” to be featured 
Martin Show” on KTTV_ each) “until Saturday only.” Now em- 
week. phasis is placed on creating a 

slower but more lasting impression 
® Results from television spots) of the product being featured. ° 
were good. However, Sears felt 


: K-BIG has radio and advertising people talking because it's the 
3 new 10,000-watt station with 50,000-watt coverage.* 


THERE’S A REASON! ae 


Tests of K-BIG's service area prove something broadcasters have 
long known but seldom put to practice ...salt water speeds radio 
waves undiminished over amazingly long distances. Santa Catalina 
Island, lying 22 miles off the center of Southern California's popu- 
lous coast, was selected as the transmitter site for K-BIG because 
it offers a salt water route to the Southland’s greatest population 
centers from Santa Barbara to San Diego. 


There's another reason for K-BIG's terrific coverage. The BIG 
NEW station employs a costly antenna system which acts as a giant 
reflector, focusing the signal in the direction that counts... WHERE 
THE PEOPLE LIVE! This is why K-BIG saturates Los Angeles and 
penetrates inland to the last outposts of population on the Mojave 
Desert more than 125 miles to the east. 


ean hye = sein 


Add to this sensational coverage a dial position between two 
. major network stations (740 k.c.), and a rate card that is really 
down-to-earth. It totals up to one of the most outstanding buys in 
radio today! Write, wire or phone K-BIG for full details. 


General Offices: 


6540 Sunset Blvd., Hollywood 28, Calif. 


Studios in Avalon and Hollywood 


*Source on request 


sigh 


|@ The key factor in the over-all 
picture is the extremely close co- 
operation between W. F. Pium- 
mer, sales promotion manager for 


. ° 4 2 2 the 13 Sears stores in the Los An- 
p in Ou ern a | ornla fa 10 iS geles district; Henry Mayers of 


Mayers Co., the agency on the 
account, and Dude Martin, star of 
|the program. Martin delivers all 
| the commercials. He also is pres- 
ent for some of the preliminary 
planning and in all the conferences 
during the week of the show. 

Planning begins two weeks be- 
| fore each show. At that time, agen- 
cy and store personnel meet to 
analyze each item considered for 
promotion in terms of its suita- 
bility for television promotion, and 
they discuss the problem of what 
can be done with it. Personnel 
from the division responsible for 
the item being promoted also are 
present, i.e., the divisional man- 
ager for furniture, for clothing, 
etc. 

After this conference, Mrs. Mar- 
jorie Mismer, TV coordinator for 
Sears, sees that the items needed, 
fact sheets about them, and props 
|needed from Sears are available 
and ready. The day before the 
| telecast, a final conference is held 
to review the commercials. Other 
| last-minute changes may be made 
| following a rehearsal “on camera” 
| and a final review of the commer- 
cials. 


. Considerable care is taken t 
| integrate the commercials with th # 
entertainment. Increasing use ; ¥ 
being made of double-purpos 
| Stage settings. Settings for son, 
|numbers are built so all commer 
cial elements are present, enablin, 
instant transition from a numbe 
into the commercial, before the 
| viewer knows what is happening, 
| The main objective currently is to 
make commercials entertaining so 
| viewer interest is maintained. 

A number of devices are used to 
synchronize the television adver-' 
tising with the normal operations 
of the stores. Early morning store 
broadcasts are used to remind 
| sales personnel of the items which 
| will be promoted on the telecast 
{that night. These are recorded by 
| Dude Martin at the Mayers Co. 
| offices. The day after the telecast, 
|a similar store broadcast is made 
to remind sales personnel that sales' 
action can be expected on the items 
plugged. 


& Sears executives get letters tell- 
ing them about the merchandise to 
be featured. These are agency-pre- 
| pared over the signature of Dude 
Martin. They also discuss the 
| Show’s rating (currently—Decem- 
| ber Tele-Que—16.4) in terms of 
the number of people reached, and 
how the breakdown shows the 
audience represents the people 
who are Sears’ best customers. ! 
From time to time, specific sales + 
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CLEANER 


Whitt \ 
raasnen 
SRIGHTER— 


PLUGGING CALGON—This Calgon Inc. 
page ad is one in a series that carries 
the names of washing machine manu- 
facturers that recommend the use of 
its Calgon packaged water diti 


Ketchum, Macleod & Grove, Pittsburgh, 
is the agency. 


results are given in the letters. 
And in one, Dude is quoted as 
Saying that because the featured 
merchandise is always different, 
Sears has a big advantage in hold- 
ing the audience. People don’t get 
tired of the Sears commercials as 
they do with sales pitches about 
the same product, week after 
week, month after month. 


Speizman Co. Boosts Moore 


Ralph Moore, formerly in charge 
of the direct mail division, has 
been promoted to ad manager of 
Morris Speizman Co., Charlotte, 
N. C., hosiery mill machinery pro- 
ducer. 


Irwin-Woods Changes Name 


Irwin-Woods Advertising, New- 
ark, has changed its name to Jay 
Victor & Associates. No personnel 
changes have been made. 


Promoted by Federated 


~_ 
fos 
Ifred E. Magrish has been named 
ice president in charge of operations 
f Federated Department Stores, Inc. 
ir. Magrish is one of 376,330 regular 
eaders of The Wall Street Journal. 
Previously at Foley’s 
Mr. Magrish has held prominent re- 
ailing positions for many years. From 
hillito’s, Federated’s Cincinnati store, | 
» went to Foley's, its Houston opera- 
on, where he was house furnishings 
merchandise manager until his latest 
‘ppointment. Like so many other Wall 
treet Journal readers, Mr. Magrish 
vas always found The Journal to be 
valuable source of information on 
hich to base important buying and 
verchandising decisions. 
Widespread Operation 
Federated operates 9 major stores 
-in Brooklyn, New York City, Boston, | 
ouston, Columbus, Cincinnati, Mil- 
waukee, Oklahoma City and Dallas, as 
well as 16 branch stores. With 81,340 
of its readers in the wholesale and 
‘tail fields, The Wall Street Journal | 
ves your advertising extra impact by 
stensively covering the entire chain | 
of distribution from manufacturer to_ 
eonsumer. (ADVERTISEMENT) i 


1952 


Rohrs Appointed A. E. 

Jim Rohrs, formerly an account 
executive in the Chicago office of 
John E. Pearson Co., radio rep- 
resentative, has been appointed an 
account executive in the Chicago 
offices of Harrington, Righter & 
Parsons, television station repre- 
sentative. 


Horlacher to Wallace Orr 

Horlacher Brewing Co., Allen- 
town, Pa., has appointed W. Wal- 
lace Orr Inc., Philadelphia, to di- 
rect its advertising, sales promo- 
tion and publicity, effective March 
1. Previously, the company placed 
its advertising direct. 


| Dooley Joins Academy Film 


Surgner to Gray & Rogers 

William E. Surgner, formerly a 
contact man for Geare-Marston | 
Inc., Philadelphia, has joined the 
contact department of Gray & 
Rogers, Philadelphia. 


William J. Dooley, formerly 
with Columbia Broadcasting Sys- 
tem’s sales staff in Chicago, has 
been appointed director of sales 
for Academy Film Productions 
Inc., Chicago. 


‘United Artists Names Lewis 


Roger H. Lewis, formerly v.p. 
and creative direetor of Monroe 
Greenthal Co., New York agency, 
has been appointed advertising 
manager of United Artists, New 
York. Previously, Mr. Lewis has 
been with Warner Bros. and served 
as special assistant to the director 
of advertising, publicity and ex- 
ploitation of 20th Century-Fox. 


Sales Tools Inc. Moves 

Sales Tools Inc., Chicago, de- 
signer of selling aids, has moved to 
1700-08 W. Washington Blvd. 


43 


Two Appoint Hopson Agency 

Thornton Fuller Co., Philadel- 
phia automobile retailer, and Sta- 
plex Co., Brooklyn, stapling ma-~- 
chine manufacturer, have ap- 
pointed Hopson Advertising, Phil- 
adelphia, to direct their advertis- 
ing. 


Hohenadel to Seberhagen Inc. 

John Hohenadel Brewery Inc., 
Philadelphia, has appointed Seber- 
hagen Inc., Philadelphia, to direct 
its advertising. The Buckley Or- 
ganization, Philadelphia, formerly 
handled the account, 


* BOSTON 


* NEW YORK «+ 


* CHICAGO + 612 N. Michigan Ave. + SU 7-1585 


55 W. 42nd St. «+ 


* 140 Federal St. + HA 6-1913 


CH 4-3740 


* LOS ANGELES + 


* MIAMI BEACH 


* SAN FRANCISCO 


* 57 PostSt. + SU 1-5568 


2330 W. Third St. + DU 7-4388 


420 Lincoln Rood + 58-0269 
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For Only One Boxtop, Ralston Offers 
a ‘Ride’ on World's First Space Ship 


HoLLywoop, Feb. 19—Five thou-; Wheat Chex, Rice Chex and In- 
sand shouting children can’t be stant Ralston. These products are 
wrong. Not about a rocket space also promoted on “Space Patrol” | 
ship, anyway. on 22 TV stations and 298 radio! 

That's the reasoning of Ralston stations of the ABC network. 
Purina Co. executives, who last Beginning next Monday, the! 
Saturday saw that many kids space ship can be investigated by | 


swarm over their “Ralston any person for the fee of one box- 
Rocket,” a 35’-long space ship also top from any Ralston product. 
called Terra IV. Judging by the response last 


This $30,000 gimmick is, natur- Saturday at ABC’s Hollywood 
ally, designed to sell Ralston’s Television Center, plenty of chil- 


Advertising Age, February 25, .%5 


” CONFAB—Belmont Radio Corp.’s 1952 merchandising plans for its Raytheon tele- 


vision sets were talked over ot a Merchandise Mart luncheon in Chicago recently 


fs ‘ ‘ by (left to right) Clifton Utley, NBC news commentator sponsored weekly by Bel- 


Unquestioned 


| 
| 


mont over WNBQ, Chicago; Scott Keck, TV director of Henri, Hurst & McDonald, 

agency for the Chicago manufacturer; Tom Horan, of NBC sales; Kenneth Sickinger, 

agency v.p. and account executive, and W. L. Dunn, Belmont v.p. Also at the 

meeting were: W. K. Trukenbrod, v.p. of Belmont Distributors Inc.; W. E. Bronson, 

Henri, Hurst TV writer, and Ellis Keehn, of Belmont’s public relations concern, 
Tower Publicity Inc., Chicago. 


= QUAD-CITY 


Davenport, iowa; Rock Island, Moline, East Moline, Iilinois 


Lineage Leaders! 


appearances. 


| plete inter-com system, steering 
'and “propulsion” instrument con- 
| trols, simulated rockets, and view- 
| scopes of the planetary system and 
the city of the future. Kids can 
operate pseudo controls to “blast 
rockets” and feel they're flying 
| through space. Adults can, too, for 


| a boxtop. 


8 The ship will stop at major food 
| chain stores and independent mar- 
kets, first in Los Angeles. Next it 
will visit stores in other Southern 
California areas for two months, 


cry 

-f and then go on tour of major cities 

Z- across the nation. 

a To get the biggest value out of 
3 the gimmick, Ralston will stick 
F mostly to large chains. In Los An- 


geles the Shopping Bag markets 
will have the ship the first week. 
| Five of Shopping Bag’s biggest 
stores will enjoy one-day stands. 


Ralston furnishes co-op ad mate- 
t rials, ABC helps with some on-the- 
air promotion, and Gardner Adver- 
tising Co., Ralston’s agency, has 
assigned publicity people to pro- 
| mote the appearances. 
Byron H. Brown & Staff, Los 
Angeles, has been appointed to 


direct advertising for Dale But- 
ler’s Pasture Mixtures, Los An- 
geles. Andersen Advertising, Los 
Angeles, previously handled the 


account. The agency also was ap- 
pointed to handle advertising for 
W. Cox Co., Santa Ana, manufac- 
turer of Hykil weed control oils. 


ry: 


a 1951 FIGURES 


| The Ralston Rocket has a com-}| 


| dren will pay the price at future! N. Y. Times’ Travel 


Section Sets Record 
New York, Feb. 18—Biggest in- 


}ternational travel section ever 


published by a newspaper—64 tab- 
loid-size pages with 44,781 lines 
of advertising—appeared with the 
New York Times Feb. 17. Repre- 
sented in the section were 375 ad- 
vertisers. 

Advertising in the record-break- 
ing section included six pages 
from Great Britain, four pages 
from France, three from Italy, two 
from Belgium, one and three- 
quarters from Switzerland. The 
European Travel Commission 
took one page. 

A full-page cooperative ad by 
104 members of the American So- 
ciety of Travel Agents and more 
than a page and a half of ads for 
students tours also appeared. 

Lead article in the section, writ- 
ten by Paul J. C. Friedlander, 
travel editor of the Times, said 
this may be the biggest year in 
foreign tourist travel since the 
war. “This is the season tourist 
officials, travel agents and even 
the tourists themselves have been 
waiting for,” it added. 


WPIX Signs Italian Swiss 

Italian Swiss Colony Wine Co., 
San Francisco, will sponsor one- 
fourth of all the remaining Madi- 
son Square Garden sports events. 
The business was placed with 
WPIX, New York, through Honig- 
Cooper Co., San Francisco. WPIX 
winds up its 1951-52 season at the 
Garden on April 1. 


. @ THE ONLY QUAD-CITY NEWSPAPERS WITH RUN-OF- 
bs PRESS COLOR* AND COLOR COMICS — FURTHER 
PROOF OF UNQUESTIONED LEADERSHIP! 


= @ ONLY THESE NEWSPAPERS PROVIDE HOME-DELIVERED 
CIRCULATION THROUGHOUT THE QUAD-CITIES! 


MOTION without a Motor 


4 
* Sotto turns around slowly and continuously. 
Available for the stors sparkle intermittently as the 
past ten years. lettering changes color. 


lettering. 


Shade turns around 
slowly and continu- 
ously. Stors sparkle 
intermittently in the 


% Heat-Rotor revolves to 
Ww Less expensive, more effective than fluorescent 

%& For counter or back-bar display 

% Full colorplastic replica of your product or trademark 
% Heavily embossed and formed, brilliantly colored 

% Non-breakable. Constructed for long life 

%& Makes attractive display with light on or off 

%& No instoliation necessary . . . just plug in 

%& Priced low in quantity production 


Write for full eenenarins & prices 


% 


roduce all motion 


itories open. P write. 


The Sunday DEMOCRAT & ll 


a ae AVENPORT, 1OWA — 


PLASTIC SERVICE CO. 


1725 SO. BROADWAY e ios ANGELES 15, CALIFORNIA 
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Let’s be Frank 


about Farm Coverage in the South 


NO EK Li9 FARM : 
MAGAZINE COVERS e 
| THE SOUTHERN FARM 
| MARKET 


The Southern farm market is BIG... its resources are tremendous . 

ee potential for the advertiser is phenomenal . 

More than $50,000,000,000 has been spent mn Southern farmers in the 
past ten years, resulting in—more than a million additional electrified farm 
homes in the South—over a million more automotive units and more 
electrical appliances bought for use by Southern farm homes than in any 


ae”, Pe ae ee at eg tae 


F other farm section in America. 
.-.- AND IT’S ONLY THE BEGINNING! 
IT TAKES MORE THAN ONE We would be doing you a ermashanen! ¥ we claimed that 
Farm and Ranch-Southern Agriculturist gave you es 
.. + TO GET THE JOB DONE! complete coverage of the Southern Farm Market .. . 2 | 
ey 
There are 2,638,528 farms in the South (including ranches and plantations—1950 Census) ' "¢ 
Prove it for y ourself—take a RFD Circulation Ratio to all F 
look at the following RFD in the South Southern Farms é 
circulation of the 4 major farm Farm and Ranch-Southern Agriculturist 7 
: : ‘ Progressive Farmer 700,159 26.5 
magazines having circulation 
in the 15 Southern states es nn mens ln asd 
P SDC Say ee Farm Journal 299,522 11.4 
omprisin is record-breaki 
die , TOTAL 2,201,448 83.4 
Southern farm market: 


MORE SOUTHERN FARM FAMILIES READ FARM 
AND RANCH-SOUTHERN AGRICULTURIST THAN 
ANY OTHER PUBLICATION. CIRCULATION 
GUARANTEE 1,290,000 


IT TAKES MORE THAN ONE 
i .-- TO GET THE JOB DONE! 


For more information, 


THERN 
RCRICULTURS 


write, wire or phone any of 


our offices listed here. 


New York 17 Atlonto 1 Dolles 2 | 
1036 Peachtree WE. 2027 Young St. . 
122 E. 42nd St. oung . 
in 1800 ide 1181 
Farm ond Ranch MUrray Hill 5-6815 Pa rawr 
Publishing Co los Angeles 17 Son Francisco 3 : 
. F Simpson-Reitly, Ltd. Simpson-Reilly, Ltd. : 
318 Murfreesboro Rood Chicago 318 Halliburton Bldg. 814 Central Tower 
Nashville 10, Tenn. 333 N. Michigan Ave. 1709 W. 8th St. 703 Market St. 


Telephone: 42-5511 Dearborn 2-5182 DUnkirk 8-1179 Douglas 2-4994 
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ALL-TIME 
MIGH / 


Total Circulation ’ 


$578,011 
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Bell & Howell Begins Ad Campaign low you can make low-cost sound movies!!!! 


for New Magnetic Sound Projector 


Cuicaco, Feb. 22—Within the 
next four months, Bell & Howell 
Co. will run more than 75 pages 
of advertising in two consumer 
magazines, 31 business publica- 
tions and one newspaper to intro- 
duce its new “202” 16mm magnetic 
sound recording projector 

Having increased its ad budget 
one-third over last year, which 
brings the '52 budget to $1,000,000, 
the company is sinking most of 
the increased amount into this 
specialized campaign. 

The campaign, which has been 
developed to cover the school, 
church, home and industrial fields, 
plus “decision makers” in all fields, 
will break in the March issues of 
Photo Dealer, Photo Developments 
and Photographic Trade News. 
B&w spreads will be used in the 
three magazines. McCann-Erick- 
son, Chicago, is the agency. 


s Also in March, the company be- 
gins the first phase of school field 
coverage with page ads in Agri- 
cultural Leaders’ Digest, Audio 
Visual Guide, Educational Screen, 
Film News, Film World and See 
& —- 
In the April 7 issues of News- 
*k and Time, the company has 
eduled two-color three-page 
for consumer advertising. 
- ads will follow in the May 9 
Bie June 23 issues of Newsweek 
@m the May 5 and June 9 issues 
OfTime. And on April 9 and 23, 
halr- page ads will appear in the 
| Street Journal, the only news- 
*r used in the campaign. 


eginning in April, and follow- 
through May and June in many 
varying in size from 
will appear in 
following publications: 
hool: Catholic Educator, Cath- 
School Journal, College & 
iversity Business, Nation’s 
Scholastic Teacher and 
ool Executive. 


S, ads, 


to spreads, 


ools, 


hurch: Christian Herald, 
Chirch Films, Church Manage- 
t, Church Property, Improve- 


t Era and International Jour- 

of Religious Education. 

ome American Cinematog- 

her, Home Movies, Modern 

tography, Movie Makers, Pho- 
tography, P.S.A. Journal and U. S. 
Camera. 


@ Bell & Howell also is furnish- 


ing its dealers with newspaper 
mats, direct mail broadsides, 
publicity releases, envelope en- 


closures, postage meter ads, win- 
dow and store displays, sales tools 
and sales literature. 

The new projector, which is de- 
signed to magnetically record and 
play back commentary and music 
on the film, sells for $699 and 
works on the principal of a tape 
recording with sound that can be 
erased and re-recorded any num- 
ber of times. The magnetic sound 
tape also can be applied to optical 
sound film. The new portable unit 
with projector, amplifier, speaker 
and microphone is contained in a 
single case 


@ The company also has devel- 
oped a process called Soundstripe, 
to coat film permanently for mag- 
netic sound, and costing 3%¢ a 
foot (optical sound film costs about 
$100 a foot). At present the film is 
not on the market but Bell & How- 
ell offers the striping service to 
its users. 

C. H. Percy, president of Bell & 
Howell, speaking before a press 
conference, said: “This new unit 
opens up entirely new markets for 
motion picture equipment. Lack of 
sound has been the biggest single 
stumbling block preventing the 
small business man from making 
his own films. Anyone now can 
turn out a sales or training film at 


an extremely low cost.” 

He pointed out that the small 
manufacturer can make his own 
ten-minute sales or training film 
in sound and color for an out-of- 
pocket cost of about $200, includ- 
ing film. Made professionally, he 
said, a similar film would cost a 
minimum of $3,500. 


e Other uses that he suggested 
are: (1) Sales film with a magnetic 
track can be adapted to fit into a 
sales presentation for a single cus- 
tomer, and later changed to fit the 
needs of another; (2) films shown 
before club groups can be person- 
alized for the individual group; 
(3) old sound-film libraries can 
be brought up to date, and (4) 
films with English sound tracks 
can be interpreted in foreign lan- 
guages to fit the exporter’s use. 


SOMETHING NEW —This two-color three-page od prepared by 
McCann-Erickson, Chicago, for Bell & Howell Co. will appear 


And for the advertising man, Mr. 
Percy feels that the new projector 
and magnetic film can ease the 
worry and expense in preparing 
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Now specially adapted 


for |Gmm sound film!! 


= ation =H Seas 
mn Bells Howell | === 


in the April 7 issues of Newsweek and Time, and introduces the 
company’s new 202 16mm magnetic sound recording projector. 


TV commercials for clients who track, the magnetic sound film 
might not like the message pre- need only be erased. 

pared. Instead of having to make As a final word, Mr. Percy said, 
a duplicate film with a new sound “I feel that the 16mm magnetic 
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and optical sound projector is the 
greatest single advance in the art 
of motion picture projection since 
the original advent of l16mm 
sound-on-film in 1932.” 


Hurley Directs Publicity 

D. Fred Hurley, manager of the 
membership and sustaining fund 
department of the Boston Chamber 
of Commerce, has added the duties 
of director of publicity. He suc- 
ceeds John Malloy, who has re-| 
signed. David K. Farnsworth, also 
in the membership and sustaining 
fund department, has been ap- 
pointed Mr. Hurley’s assistant. 


WKRC Promotes Hubbard Hood 

Hubbard Hood has been pro- 
moted to local sales manager for 
WKRC, Cincinnati. He has been 
account executive with the station 
since 1940. 


Criterion Elects Crowley 
Miah P. Crowley, general man- | 


INTRODUCERS—Members of Bell & Howell Co. introduce and demonstrate the com- 
pany’s new magnetic recording projector at a press conference in Chicago. Left to 
right: C. G. Schreyer, v.p. in charge of merchandising; C. H. Percy, president; 
Margaret Ostrom, director of advertising, and Jim Kurz of McCann-Erickson, the 


Bell & Howell agency. 


ager of Criterion Service, New | 
York, retail shopping center poster | 
service, has been elected president 
and general manager. He succeeds 


the late Frank H. Birch. H. R. Rey- E. B. Daniels, a v.p., has been 
nolds, v.p., has been appointed ex- named v.p. and general sales man- 
ecutive v.p. in charge of operations. ager. 


KUGN Elects Kelly Manager 
and V. P., Affiliates with NBC 
AA erroneously reported Feb. 4 
that Ewing C. Kelly had severed 
his connections with KCRA Inc., 
Sacramento, Cal., and had bought 
half interest in KUGN, Eugene, 
Ore. Mr. Kelly continues as presi- 
dent, general manager and princi- 
| pal stockholder of KCRA. How- 
| ever, he recently has been elected 
|v.p. and general manager of 
| KUGN. Application will be filed 
with the Federal Communications 
| Commission in the near future for 
|a proposed transfer of the inter- 
ests now held by Birke Bros. 
Meanwhile, KUGN has become 
| an affiliate of National Broadcast- 
| ing Co, 
| 
Employe Suit Trial Postponed | 
| Asuit brought by 11 former em- | 
ployes of Duane Jones Co., New | 
York, seeking to collect about) 
| $3,000 in vacation allegedly owed, | 
| has been postponed, The trial was 
postponed for two weeks because 
| Mr. Jones’ attorney, Thomas F. 
| Boyle, is ill with pneumonia. The 
11 plaintiffs are ex-secretaries, 
typists, research tabulators and an 
| account executive. 


Now 4 A “FIRST” that is absolutely DYNAMITE 


—blasts a new, wide open road to product sales—a supple- 
mentary section in every issue, edited for and 
directed exclusively to appliance, radio and TV 


DISTRIBUTORS’ SALESMEN! 


These are the men actually responsible for the sale of 
appliances, radio, TV sets and other products—the 
“forgotten” men in the chain of distribution—now 
reached and sold, for the first time, through ELECTRICAL 
DEALER'S revolutionary publishing innovation! 


Ask for sample copy! 


MORE of the men you must reach — the ONLY medium that 
does reach them! Yes, in addition to the largest circulation among 
retailers, directed only to those selected dealers who account for 
83% of appliance, radio and TV sales, ELECTRICAL DEALER now 
goes to employer-selected distributors’ salesmen. Biggest PLUS 
value in history! 


| 
MORE actual reader-interest among ALL the vital elements in | 
your selling process—your own men, dealers, distributors and DIS- 


TRIBUTORS’ SALESMEN. Because Electrical Dealer is the ONLY | 


publication so definitely meeting the distributors’ salesmen’s recog- 
nized needs, it has immediate power to move merchandise. And 
that’s what a// our readers (advertisers, too!) want to do! 


MO RE sales built on your advertising—because, for the FIRST 


time, you are able to address so directly the men who are prime 


movers of merchandise, the DISTRIBUTORS’ SALESMEN. Unless 
these men know and push your product, distributors’ inventories 
pile up. Electrical Dealer now helps break this bottleneck for you! 
Contact nearest office for details! 


THE APPLIANCE «+ 


RADIO «+ 


TV SALESMAGAZINE 


bi 


Haywood Publishing Company of Del. « 22 E. Huron Street *« Chicago 11, Illinois 
WEST COAST REPRESENTATIVES | 


SALES OFFICES 


CHICAGO 11, ILLINOIS 


CLEVELAND 15, OHIO 
1836 tuclid Ave. 
PRospect 1-0505 


22 E. Huron St. 
WHitehall 4-0868 
- 


e 
John MacArthur Walter J. Stevens 
Orrin A. Eames 


Howard Pierce 


NEW YORK 17, N.Y. 


101 Park Ave 
; N FRANCISCO, CAL. 
seamed” seem ™ 625 Market St 
” L 
J. H. Thomson YUkon 6-0647 
W. A. Clabault LOS ANGELES, CAL. 
3727 W. 6th St. 


McDONALD 


DUnkirk 7-2590 


SEATTLE, WASH. 
Terminal Sales Building 
MAin 3860 
DALLAS, TEXAS 
601 Continental Bidg. | 
Riverside 9437 


| political leaders are ignoring “ec- 


|inventories, sluggish consumer de- 


jious unemployment. 


/“we will level off our production 


|advisory committee of the D 


ples Envelope Co. 


‘Defense Production 
Creating Economic 
Dangers: Motley 


New York, Feb. 19—Arthur H. 
Motley, president and publisher of 
Parade, believes that the na- 
tion’s economy will face serious 
problems when defense production 
levels off. 

Mr. Motley told the New York 
Credit and Financial Management 
Assn. last week that business and 


onomic thunderheads” such as big 


mand and lack of profit. 

The publisher said that once de- 
fense production is stabilized in- 
dustry will have to sell more goods 
to the consumer to stave off ser- 


® This means, he added, that more 
attention must be paid now to 
“sales forces, sales training, adver- 
tising and sound credit policies.” 
He charged that all of these “in- 
dispensable” factors have been 
“largely neglected since Korea.” 
Mr. Motley called upon business 
men to adopt a long-range ap- 
proach anc get set to expand out- 
put for civilian use. 

He said present signs are that 


for defense purposes at less than 
the stated objective of $65 billion 
a year.” i" 


Four Tie In on Magazine A 

Reed & Barton silverware, y- 
al Doulton dinnerware, Fost@ria 
crystal and Kay Walt table cl@ths g 
and mats will tie in on a promfo- 
tion. They will co-sponsor ur 
consecutive color pages in ‘the 
April House Beautiful. The jads 
will feature table settings de 
from these products. Badger, 
Browning & Parcher, Boston, @nd 
its client, Reed & Barton, Taunjon, 
Mass., initiated the promotio: 


Names Segal Representati 


Donald Segal has been appoitited 
New England representative on} 


Mail Advertising Assn. He is 
Engiand sales manager of S. 


ABC CITY ZONE 
in the highly concentrated 
and contiguous 


HAMMOND “T's . 
MARKET! : 

HAMMOND 87,594 

East Chicago 54,263 

iti 9 

ioe eo 

Highland 5,878 

Calumet City 15,777 ¥ 

Burnham 1,334 ng 


Market 
Completely Covered and 
Locally Served Only by 


THE HAMMOND TIMES 


Hammond, Indiana 


Represented Nationally by 
BURKE, KUIPERS & MAHONEY, INC. 
New York Chicoge Dalles Atlante 
Sen Francisco Los Angeles 
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Gresh & Kramer Gets Allied (Gresh & Kramer, Philadelphia, to 
Allied Tank Truck Equipment) handle its advertising and promo- 
Co., Philadelphia, has appointed | tion. 


m The Elks 


Magazine [Be 


ae The Order of Elks fits the times. Its aims and methods 
reflect 20th Century America. In 1,600 centers the Elks 
lodge is respected for its seryice to the community. 


oe And The Elks Magazine is the Order of Elks in printed 


form. 


That is why subscribers have more than doubled since 
1942. 


lew York + Chicago * Detroit - Los Angeles 


Use Co-op Shows 
to Avoid Video's 
High Costs: Hansen 


CAMBRIDGE, Mass., Feb. 19— 
George Hansen, president of the 
National Retail Dry Goods Assn. | 
tonight suggested joint sponsor- | 
ship of programs as one way for | 
retailers and manufacturers to| 
avoid the high cost of television. 

Speaking to members of the 
Massachusetts Department of Ed- 
ucation, Mr. Hansen indicated that 
TV may soon replace the newspa- 
per as the retailer’s “major pro- 
motional prop.” 

However, he pointed out that 
department stores have found that 
TV costs “still are too high” un- 
less dual sponsorship is used. As| 
for newspapers, Mr. Hansen said 
“space costs are increasing, and at} 
the same time there is a growing 
threat of a serious shortage of 
newsprint.” 

Mr. Hansen, president of Chand- | 
ler & Co., Boston, singled out the 
promotion specialist as the key to! 
greater sales. “Merchandise is still 
in good supply,” he said, “and 
inventories are high.” The big job 
is “to tempt some of the consum- 
er’s savings out of hiding.” | 
Penn R. R. Appoints Shuman | 

I. Shuman has been appointed 
by the Pennsylvania Railroad, 
Philadelphia, as consultant for its) 
publications. Mr. Shuman has 
served with The New Yorker, Es- 
quire, Holiday and other maga- 
zines and newspapers. He opened 
his own business in 1944 as a mag- 
azine editorial consultant. 


‘Argosy’ Promotes Clements 
Mark Clements, director of re- 
search for Argosy and Popular 
Publications, New York, since 1944, 
has been promoted to director of 
research and sales development. 


- 


1 
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i Leading the way in 


ii 
i 


ee in the United States 


WOW-TV audience 


on *Present total over 119,000 sets 


WOW-TV 


A MEREDITH STATION 


MIDWEST TELEVISION 


*WOW-TV serves one of the fastest growing TV markets 


*Every day an average of 125 families is added to the | 


*Low-cost, high-rated participations now available 


Wire or telephone your nearest John Blair-TV office or 
~ Fred Ebener, Sales Manager—WeEbster 3400 


Channel Six 
OMAHA 
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Getting Personal | 


Thanks to a grant from Mr. and Mrs. Irving Hexter, Cleveland’s 
Mt. Sinai Hospital will have a new laboratory for heart and blood 
vessel research. Mr. Hexter, president of Industrial Publishing Co., 
is a member of the national board of directors of the American Heart 
Society and chairman of the board of trustees of the Cleveland area 
organization. . . 

It’s a boy for Elsie and R. W. “Bick” Bickelhaupt (v.p. of Seelig 
& Co., Advertising, St. Louis). Born Feb. 11, he’s been named Wil- 
liam Edward... 

The first St. Louisan to earn the Navy Cross for heroism in Korea 
is Welton R. Abell, ad manager of Barry-Wehmiller Machinery Co. 
The 29-year-old reserve officer, on inactive duty since his return last 
October, will receive the medal 
at a Marine Corps dinner March 
3 for his part in spearheading 


the “Retreat Hell” from the 
Changjin Reservoir area in 
North Korea in December, 
1950. .. 


Roger Ferger, publisher of 
the Cincinnati Enquirer, is re- 
cuperating at Holmes Hospital, 
Cincinnati, where he was flown 
after being taken ill Feb. 3 in 
Guatemala during a tour of 
Central America...C. E. Me- 
Kittrick, ad manager of the 
Chicago Tribune, will return 
about March 1 from a three- 
week holiday in Castle Hot 
Springs, Ariz... 

Building alumni membership 
to its biggest ever has won 
the Alumni Service Award of 
New York’s City College for 
Ken Groesbeck, New York 
agency counsel. ..The Cunning- 
ham trophy, top prize in the 
Miami area for the B Utility 
class of outboard races, went 
to WTVJ account executive 
Stuart Allen for winning the 
1952 Commodore Cup race, sponsored by the Miami Outboard 
Club... 

Palmer Hoyt, editor and publisher of the Denver Post, has been 
made chairman of the Sigma Delta Chi committee on advancement 
of freedom of information, which takes active leadership in the 
cause of freedom of the press. . . 

Arthur G. Rippey, Denver agency president, who is inclined to 
go berserk at the sight of an old-vintage auto, has added a 1904 
Columbia electric to his growing collection. It was spotted in a 
neighbor’s garage by one of the agency’s account execs. . . 


VACATIONERS—Frank H. Alitdoerffer, 
owner and general manager of WLAN, 
Lancaster, Po., and Mrs. Alitdoerffer 
pouse before entraining for New York 
to board the Mauretania for a Carib- 
bean and South American cruise. 


HAPPY BIRTHDAY—1!t was a surprise party of 25 of his client, publishing and supplier 

friends that greeted Torkel Gundel, Chicago agency owner, at the Union League 

Club Feb. 14 in celebration of his 50th birthday. Mr. Gunde! 4seated third from 
left) was given 50 silver dollars by the group. 


Howard Craig Mack is a February addition at the home of 
Dorothy and Donald Mack (sales manager of Filmack Trailer’s 
television division, Chicago). The new arrival makes Irving Mack. 
Filmack president, a granddad once again. ..Lester E. Francis, ad 
manager of Emery Industries, Cincinnati, has been appointed the 
city’s west district Boy Scout commissioner. 

Jan. 26 was the big day for Robert E. Moore, merchandising di- 
rector of C. Wendel Muench & Co., Chicago agency. He was married 
that Saturday to Katharine Mackin Walne.. . 

Mrs. Myrlin Lonsdale, Cleveland advertising representative of the 
Christian Science Monitor for 17 years, has retired to “travel, grow 
flowers and play golf.” Her successor has not been announced.. . 

Dick Jolliffe, sales representative for KNX, Los Angeles, and the 
Columbia Pacific Network, was married in Las Vegas Feb. 1 to 
Gloria Lord, who is with Teleprompter in Hollywood. . .The engage- 
ment was announced, Feb. 10, of Dorothy Shideman, editor of “The 
Trib,” Chicago Tribune house magazine, to Richard Stevens of the 
Chicago office of Young & Rubicam. .. 

Rod Maclean, v.p. and ad director of the Union Bank & Trust 
Co. of Los Angeles, has been reelected to a three-year term on the 
board of the Independent Bankers Assn. of Southern California. . . 
Robert E. Martin, owner of the Atlanta agency that bears his name, 
is back at his desk after nearly a year spent in recuperating from 
an auto accident. He was severely injured when the driver of an 
on-coming car fell asieep at the wheel, skidded across a four-lane 
highway and demolished both cars. Ted S. Will Jr., account exec, 
has been serving as general manager of the agency. . . 

A. C. Kalmbach, president of Kalmbach Publishing Co., Mil- 
waukee, was elected president of the Model Industry Assn.—whose 
members include manufacturers, publishers, distributors and deal- 
ers in the hobby and craft industry—at its convention and trade 
show in Chicago. He’s also chairman of MIA’s model railroad sec- 
tion... 
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A Whale of a Difference 


There’s a far cry between the methods used to secure whale oil and 
the production of specialized lubricants demanded by industry today. 

And, indispensable as these lubricants are to production and trans- 
port, they—like all major products—must be sold. That is why so many 
leaders in the industrial lubricant field rely heavily on the pages of 
Business Week. 


REASON: Business Week is read by a highly concentrated audience 
of Management-Men . . . executives who make or influence buying 
decisions. These are the men who specify and approve purchases of 


products and services used by business and industry. 


RESULT: Business Week regularly carries more pages of industricl 
lubricant advertising than any other general business or news maga- 
zine. It applies today as yesterday — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


336 WEST 42ND STREET, NEW YORK 18, N. Y. 


These Leading Producers of Industrial 


Lubricants Advertise in Business Week 
to Reach their Major Sales Markets. 


F. E. Anderson Oil Co. 
Cities Service Oil Co. 
Electrofilm Corp. 
Ethyl Corp. 

Gulf Oil Corp. 

Lion Oil Co. 

Phillips Petroleum Co. 


Sinclair Oil Corp. 


Source: Publishers Informa ior 


Socony-Vacuum 
Oil Co., Inc. 


Stewart-Warner Corp. 
(Alemite Div.) 


Sun Oil Co. 
Sunray Oil Corp. 
Texas Co. 


Union Oil Co. 
of California 


A McGRAW-HILL PUBLICATION 
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_ As verified by the A.B. c. ond Bureau of Census Figures 


FOR DETAILS — Write - Wire or Phone David Lindsey Collect — TODAY! 
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Crawtord Buys Telecast 

Crawford Clothes, New York, 
has bought 13 weeks of “The 
Cases of Eddie Drake” and 26 
weeks of “The Files of Jeffrey 
Jones.” The shows will be telecast 
over WABD, New York, through Al 
Paul Lefton Co., New York. The 
films, which are distributed by 
CBS Television Film Sales, start 
March 6 at 9:30 p.m., EST 


‘Rocky King’ Adds Cities 

Eight more markets have been 
added to the DuMont lineup for 
“Rocky King, Detéctive.” This 
makes a total of nine live and 17 
kinescope stations now carrying 
the show. Co-sponsors are Clor- 
ets  (Dancer-Fitzgerald-Sample) 
and Industrial Tape Corp., New 
Brunswick, N. J. (Kenyon & Eck- 
hardt). 


Three Join Calkins & Holden 

Charles Adorney, William R. 
Bowman and Kenneth Haak have 
joined Calkins & Holden, Carlock, 
McClinton & Smith, New York, as 
associate art directors. 


eae 


way to the stores, 
your brightest and best. Your twenty-four sheets 
attract peak-traflic attention—your car eards and 
dashes have new interest and impact—your displays 
make customers insist upon your product. 


obligation on your part. 


by thei way tb show 


e@ DAY-GLO® Daylight Fluorescent colors, the 
Brightest Colors in the World, make your advertising 
work harder for you. Your DAY-GLO reminders hit 
harder—are easier to see. easier to read. From dawn 
to dusk—they're visible up to four times as far as 
the brightest of ordinary colors. 


When you use DAY-GLO to sell shoppers on their 
your last-minute reminders are 


When you use DAY-GLO to hit ‘em where they live 
—all your at-home reminders stand out. Your inserts 
demand attention, your direct mail really competes, 
your packaging stimulates buying action. 


If you want to know more about applying the World's 
Brightest Colors to your products—there’s a 
DAY-GLO Color Consultant near you. He'll be glad 
to work with you—at your convenience — without 
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: SWITZER BROTHERS, INC. 

4732 ST. CLAIR AVENUE 

ee CLEVELAND 3, OHIO 


LAWTER CHEMICALS, INC. 


3554 TOUHY AVENUE 
’ _-s CHICAGO 45, ILLINOIS ay 


For complete information fill out and , return the coupon below. 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color card. 


NAME. 


COMPANY NAME_ 


ADDRESS 


crry 


STATE 


Mueller Conducts 
Comparative Test 
of Three Media 


Jersey City, N. J., Feb. 19— 
Which is the best medium—ra- 
dio, TV or newspapers? To find 
out, for itself, C. F. Mueller Maca- 
roni Co. has launched the biggest 
ad drive in its history. 

The 27-city test began early this 
month and is being handled by 
Scheideler, Beck & Werner. Re- 
sults will be checked against sales 
of recent years when Mueller de- 
voted most of its ad budget to ra- 
dio and TV. 

Space will be taken in 34 news- 
papers. Participations and news 
programs will run on 12 AM and 
seven TV stations. The three media 
will be used singly and in varying 
combinations to provide data for 
comparison. 

‘Tested self-liquidating premi- 
um offers” will be part of the 
campaign. The agency plans to in- 
ject these “simultaneously in com- 
peting media to provide immedi- 
ately checkable results.” : 

Macaroni, spaghetti and egg 
noodles will be featured in the 
promotion. The theme will be 
flavor and economy. 

The major use of newspapers 
will be the first by Mueller in 
years. The agency expects a final 
report to be ready by June 15. 


Budget At Least 2% 
for Ad Research, 
GE's Smith Urges 


New York, Feb. 19—Industrial 
ad budgets should allow 2% for 
advertising research, according to 
General Electric’s J. Stanford 
Smith. 

Speaking yesterday before mem- 
bers of the National Industrial Ad- 
vertisers Assn., GE’s ad and sales 
promotion manager, said: 

“The future of industrial adver- 
tising depends on making it a 
more scientific medium of infor- 
mation and communication. To do 
this, advertisers should devote 
more funds to advertising research, 
as distinguished from market re- 
search. Art and layout must add 
emphasis and clarity to industrial 
advertising and not be confusing 
elements.” 

Mr. Smith also urged support of 
the NIAA Research Institute, now 
being organized. 

At the meeting Mr. Smith re- 
ceived Industrial Marketing’s an- 
nual award as “industrial adver- 
tising man of 1951.” The presen- 
tation was made by G. D. Crain 
Jr., publisher of IM and Apvertis- 
ING AGE. 


@ A number of advertisers and 
agencies. protested when the 
magazine started its department 
of copy criticism 14 years ago, 
Mr. Crain said. But today the 
service is considered a construc- 
tive factor in raising the level of 
industrial advertising, he added. 

Advertisers should use their 
wits and stop depending on oracles 
and forecasters, McGraw-Hill’s S. 
T. Henry told assembled admen. 
Mr. Henry is an industrial analyst 
and Washington consultant for 
McGraw-Hiil. 

Industrial marketers face the 
greatest challenge in their history; 
“we can’t continue to live half in 
a slump and half in a boom,” he 
said. Shortages in many lines have 
caused over-ordering in others, he 
pointed out. 

Unless new merchandising 
methods are used, the market may 
be saturated with refrigerators, 


|TV sets and other appliances, he 


warned. 
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Advertising Age, February 25, 


Coming 


4 
Conventions 

Feb. 24-26. New England Newspaper | 
Advertising Executives Assn. and Ad- 
vertising Managers Bureau of the New 
York State Dailies, joint meeting, Strat- | 
field Hotel, Bridgeport, Conn 

_ Feb. 29. Financial Public Relations 
Assn., eastern regional conference, Stat- 
ler Hotel, New York 


March 17-20. National Premium Buyers | 


Exposition (19th annual), Conrad Hilton 
Hotel, Chicago 

March 19-21. Assn. of National Adver- 
tisers, spring meeting, 


Hot Springs, Va 
March 21-22. Third 

Institute, Emory University 

lanta Advertising Club, 
March 24-27 


and the 
in Atlanta. 
Canadian Assn. 
casters, annual meeting, Royal 
Hotel, Toronto. ‘ 

March 26-28. American Assn 
dustrial Editors, first national 
tion, Netherland Plaza Hotel, Cincinnati 

March 30-April 2. National Assn. of 
Radio & Television Broadcasters, 


conven- 


April 1-3. Point of Purchase Advertising 
Institute, annual symposium, Waldorf- 
Astoria Hotel, New Yor 

April 1-4. American Management Assn., 
2lst annual packaging conference and 
exposition, Auditorium, Atlantic City, 
N. J. 

April 3-5. American Assn. of Adver- 
tising Agencies, spring meeting, The 
esate White Sulphur Springs, W. 

a 

April 8. Associated Business Publica- 
tions, awards presentation, 1952 contest, 
Hotel Statler, Boston. 

April 20-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 25-27. Advertising Federation of 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va 


May 11-14. National Newspaper Pro- 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky. 

May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 21-23. International Council of 
Industrial Editors, 11th annual conven- 


tion, Minneapolis. 
May 25-28. National Business Publica- 
tions, spring meeting, Skytop Lodge, Sky- 


27-29. National Sales Executives 
17th annual convention, Hotel Fair- 
mont, San Francisco. 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor, Pocono, Pa. 

June 16-17. American Marketing Assn., 


conference, Netherland Plaza Hotel, Cin- 
cinnati. 
June 22-26. Advertising Assn. of the 


West, annual convention, Olympic Hotel, 
Seattle 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago. 

Oct, 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn 
International, annual convertion, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago 

Oct. 13-14. Inland Daily Press 
annual meeting, Congress Hotei, 

Oct. 20-21. Agricultural 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 


Oct. 20-23. Financial 
Assn., annual convention, Coronado, Cal. | 
Dec. 27-29. American Marketing Assn. 


conference, Palmer House, Chicago. 


Dormeyer Sets Increased 
Ad Schedule in ‘Life’ 


Dormeyer Corp., Chicago, will 
launch a “considerably enlarged 
advertising program” this year 
with two-color half-pages in the 
March 17 Life featuring its Fry- 
Well deep fryer and Food-Fixer, 
to be followed by monthly half- 
page and facing half-page inser- 
tions until June. In addition, 1,000- 
line, two-color newspaper inser- 
tions will be placed during June 
through John W. Shaw Advertis- 
ing, Chicago, i 
as part of a Mother’s Day-June 
Bride promotion. 

Film and live commercials are} 
being prepared for use on after- 
noon cooking school programs and 
will be used along with spot an- 
nouncements in various major 
markets. Dealer aids also are of- 
fered. 


Rippey Appoints 2 Partners 

Eugene Pilz and Vernon R. 
Ewing, both account executives 
with the agency since 1948, have} 
been appointed partners in Arthur | 
G. Rippey & Co., Denver. 


The Homestead, | 


annual Advertising | 
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convention, Conrad Hilton Hotel, Chicago. | 


Public Relations 


1952 


| PIA Uses Road Exhibit to 
Improve Printing Management 
The recently expanded and re- 
| activated committee on business 
controls of the Printing Industry 
|of America, Washington, is de- 
| veloping plans to put a traveling 
exhibit on the road which it hopes 
| will help improve the level of 
| printing management by creating 
an awareness among printers and 
| lithographers of their need for 
| management assistance, by ac- 
| quainting them with PIA manage- 


ment services, and by developing 
opportunities through local and 
regionai meetings for discussion of 
management problems. 

Kenneth P. Morese of Standard 
Register Co., Dayton, is chairman 
of the committee. Alexander Paul, 
formerly chief of special projects, 
office of publications, U.S. Depart- 
ment of Commerce, has been ap- 
pointed director of management 
services of PIA, and is expected to 
develop the organization’s “Show 
on the Road” program. 
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Get Your ART & PHOTO BUYERS’ GUIDE... 


The March issue of ART DIRECTOR & STUDIO NEWS hos the first national art 
and photo buyers’ directory ever published. Over 70 different services listed— 
retouchers, letterers, designers, cartoonists, art and photo studios ond reps, 
color prints, etc. 

$1.00 for Guide issue. Only $2.00 for year's subscription (12 issues) to 
ART DIRECTOR & STUDIO NEWS to start with March Guide issue. 


ART DIRECTOR & STUDIO NEWS 
Dept. AAI, 43 East 49th St., New York 17, N. Y. 
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FEBRUARY 1952 - It's 


uite a Month! 


Birth month of Washington and Lincoln—inspiration to generations of 


liberty-loving Americans . . . St. Valentine's month when Cupid slyly plans 


for future conquests... The month that’s one day longer as Leap Year 


declares “open season” on vulnerable males... To hundreds, however, 


it’s just like all other months when orders reading “engravings by ROGERS” 
guarantee understanding cooperation and enviable quality of reproduction. 


se @ 8 - a ¥ 


1 N G C 2 ee Fk MY 


Master Craftsmen of Photo-Engraving 


CHICAGO 
2001 


CALUMET AVENUE * 


Members of the 


PHOTO-ENGRAVERS ASSOCIATION 


CAlumet 5-4137 * CHICAGO 16 
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on television 


*If you'd like a detailed analysis of the summer television 


advertising opportunity, ask CBS Television Sales for the 


a RE 


recent publication ‘‘It Takes Four Quarters To Make A Dollar.”’ 


A peculiar summer, last summer. Hard to 
see how anybody got a sun tan. Judging by 
statistics, most people spent the summer 
indoors, looking at television, just as they'd 


spent the winter, and autumn, and spring. 


It’s true you can do almost anything with 
television, but the fact is that nobody ever 


got a tan from a cathode tube. 


But it’s just as true that summer sponsors 


didn’t get burned, either. 


Most CBS Television advertisers who kept 
their names and products selling all last 
summer (and most of them did) found* that 


... they were reaching big audiences—often 


larger than their October-April average 
. they reached those big audiences at a 
low cost per thousand—frequently lower 


than their October-April average. 


Summer’s going to be hot again this year— 
in CBS Television. And the people who are 
voing to stay coolest and most collected 

—and collect most—are the advertisers who 


see to it they stay in that picture. 


CBS TELEVISION 
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National Credit Card Plans Test Campaign 


PorRTLAND, Ore., Feb. 20—Na- 
tionai Credit Card Inc., a Portland 
business “baby” which has grown 
to considerable stature in seven 
months, will undertake its first 
extensive promotion with a test 
campaign in Colorado in March. 

The campaign will be built 
around a two-color, 1,000-line ad 
in the Denver Post, scheduled to 
run March 3, and a_ two-piece 
mailing to 10,000 selected Colorado 
residents. The ad will explain op- 
eration of the all-purpose credit 
card system and will invite read- 
ers to return a coupon for an ap- 
plication. The mailing, to be han- 
dled by Reuben Donnelley, Los 
Angeles, will contain a two-color 
descriptive folder and a self-mail- 
ing application form. 

The mailing will be timed to 
reach its target one or two days 
after the appearance of the news- 
paper advertisement 


® To back up the campaign, E. L 
Mays, president of National Credit 
Card, will spend two weeks in 
Colorado prior to March 3, calling 
on member firms, insuring that 
they are supplied with NCC em- 
biemms and applications and that 
they are fully briefed on handling 
their credit card business 


You can’t cover the 
BAY*... without 
METROPOLITAN 
SAN JOSE 


LOS ANGELES 


San Fuse Mercury 
SAN JOSE NEWS 


Covers this Market of More 
Than 331,000 Consumers 


Metropolitan San Jose, a major Cali- 
fornia market of over 331,000 consumers 
is 65%, larger today than in 1939... 
and still growing. 


Metropolitan San Jose consumers 
have an effective buying income o 
$415,345,000. They spent $31,657,000 
for food alone in 1950. . . $22,753,000 
for general merchandise . . . $11,708,000 
for home furnishings and appliances 

$32,708,000 for automotive products, 
and $4,799,000 for drugs. 


*San Francisce Bay Area 


SAN JOSE 
Mercury nd News 


a EVENING SUNDAY 
MORNING * § : oat 
Combined ABC Dolly iste j 


Represented Netlonally by West-Hollidey 


Ray Carr Organization, Portland, 
is directing the Colorado campaign 
Based on the results obtained, sim- 
ilar campaigns will be undertaken 
later in main population centers 
served by National Credit Card 
member establishments 

National Credit Card Inc. was 
organized last July to provide a 
credit medium for persons who 
travel. Its backbone consists of 
hotels, motels, restaurants and 


automotive service businesses, but 
more than 30 different kinds of 
auxiliary businesses also are rep- 
resented (AA, Nov. 5, 1951) 


® The firm has just made its serv- 
ices available in British Columbia 
and Alberta, Can., under an ar- 
rangement with Free Tourist Serv- 
ices Ltd. of Vancouver, B. C. The 
Canadian firm is placing five rep- 
resentatives on the road to sign 
up members. 

Mr. Mays said NCC also will be 
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represented in Honolulu by Ray 
Aston, Portland business man. 

A third NCC representative, Pat 
Cooney, is in England, where he 
reports interest in the plan among 
British hotel men. 


Bentley Opens Eastern Office 

E. G. Bentley Co., Chicago, con- 
sultant on sales promotion plans 
and distributor of branded mer- 
chandise for premium, catalog, 


| gift and prize use, has opened an 
}eastern sales 


office at 6 E. 39th 


St., New York. 


Hanscom Returns to Buckley 
Hanscom Bros., Philadelphia 
bakery, has reappointed Buckley 
Organization, Philadelphia, to di- 
rect its advertising. The company 
had been with Buckley until about 
a year ago, when it appointed 
Lewis & Gilman, Philadelphia. 


Agency Changes Name 

Food Advertising Co., Holly- 
wood, has changed its name to 
Calvert & Perry Advertising. J. 
Russell Calvert and Norma Perry 
are partners of the agency. 
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i 
| Feine Joins Julian Gross 


Home Laundry Assn. Moves 

The American Home Laundry 
Manufacturers’ Assn. has moved 
to new headquarters in Suite 3410, 
Kemper Insurance Bldg. (the for- 
mer Civic Opera Bldg.), 20 N. 
Wacker Dr., Chicago. 


H. M. Feine, formerly executive 
secretary of the Chamber of Com- 
merce of West Hartford, Conn., 


has been appointed executive 
v.p. of Julian Gross Advertising, 
Hartford. 
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Department Stores to Use More Catalogs 
Next Christmas Season, Survey Indicates 


New York, Feb. 21—Despite in- 
creased publication and mailing 
costs, direct mail this year will 


' experience the biggest boom from 


Christmas catalogs since 1940, ac- 
cording to Goldalie Frank, catalog 
expert and president of Contempo 
Advertising. 

Her conclusions are based on 
the results of a survey of both ad- 


vertising executives and typical 
storewide Christmas catalogs used 
by department stores last year 
throughout the country. 

General employment of more 
women, with less time to shop in 
person, is one of the factors re- 
sponsible for the optimistic out- 
look. Increased individual earn- 
ings, parking and traffic problems , 


and crowded conditions in already 
understaffed retail stores, will also 
help direct mail, which—accord- 
ing to many of the executives re- 
plying—was far less costly than 
over-the-counter purchases. 


@ A study of the various catalogs 
indicated that 50% of the books 
printed last year contained 48 
pages or more. More than 63% 
used a four-color cover and some 
66% were printed in either roto- 
gravure, or rotogravure combined 


NATIONALLY 


Respond 


Service 


... ask Chicago's Grocers 


It takes a good grip on a dollar bill to stretch the 
family budget over today’s food prices. That's why 
Chicago housewives sit up and take notice when Mary 
Martensen, popular Herald-American home economist, 
comes up with another of her famous money-saving, 
kitchen-tested recipes. 


Herald-American News of Food pages are typical of 
its many outstanding home-service features presented 
each day. Attention to the economical and the work- 
able in its reader-service features gets the Herald- 
American top billing in over a half-million homes 
each evening. 


Such service makes sales. Mary Martensen opens 
the door to greater sales for Chicago's retail grocers. 
In the last five years, Chicago retail grocers have 
increased their advertising in the Herald-American 
by more than 574,000 lines —an increase of over 82%. 


Last year, the Herald-American carried well over 
1% million lines of grocery store advertising. In fact, 
the Herald-American produced Chicago’s largest gain 
in total food linage last year. It was also the only Chicago 
newspaper to produce a gain in food product advertising. 


If what you sell goes into the home, take a tip from 
the men who know Chicago's housewives best—make 
sure your advertising goes into the newspaper that 
serves them best. The Herald-American gives the 
service, you make the sales. 


Herald-American Retail Grocery Linage 
1947 1948 1949 1950 1951 
pl »274,256 
1,116,162 
912,278 
854,942 
¥ 700,107 (Excludes American 
Weekly & Comics) 
L Jl 


REPRESENTED BY HEARST ADVERTISING 


CHICAGO HERALD-AMERICAN 


SERVIC 


E 


‘-? 


with letterpress or offset. 
Eighty per cent of the stores 
used order blanks and charge ac- 
counts were solicited by 43.2%. 
The complete report, as well as 
a section explaining how to plan 
and organize a catalog, is available 
in bookiet form, “The Key to Bet- 
ter Christmas Catalogs and Health- 
ier Sales,” from the agency, 5 
Columbus Circle, New York 19. 


Tumble-Twist Switches Agency 

Tumble-Twist Mills Inc., Easley, 
S. C., manufacturer of Tumble- 
Twist cotton floor coverings, has 
appointed Henderson Advertising, 
Greenville, S. C., to direct adver- 
tising for its entire line. H. M. 
Gross Co., Chicago, is listed as the 
previous agency. 


FC&B Appoints Hollihan 

Garrett Hollihan, formerly radio 
and television director of Bris- 
acher, Wheeler & Staff, San Fran- 
cisco, has been appointed an ac- 
count executive in the San Fran- 
cisco office of Foote, Cone & Bel- 
ding. 


pees 
SIDEWAL 


1s what this colorful French-Cojun 
word means “Benquette” 5 stil! com: 


monly used insteod of “sidewalk” in 
Loursiona 

Baton Rouge sidewalks teeming 
with shoppers. thousands of indus 
tral, protessional and business folks 


daily shopping Baton Rouge stores 


THE STATE-TIMES and MORNING 
ADVOCATE COVER THE ENTIRE 
BATON ROUGE AREA. ond MORE! 


RETAIL SALES 


in 
Metropolitan Baton Rouge 


$154,813,000 
with a population of 


125,629 


You'll reach your market potential 
through the STATE-TIMES ond 
MORNING ADVOCATE newspaper 
coverage of the nich Baton Rouge 
orea The moarketisBIG andeosi!y 
reached by this for-reach ng news 
poper combination ° 


STATE 22h TIMES 
MORNING ADVOCATE 


Affiliated with WJBO 
Beton Rouge Lowsene 


Represented by The 


JOHN BUDD CO. 
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Its a habit 
with the Carlings 


Nice people, the Carlings. Mr. Carling is in 
the insurance business and is Chairman of the 
Local Planning Board in Eatontown, New 
Jersey. His hobbies are archery and refinish- 
ing antique furniture. He’s read The Saturday 
Evening Post for as long as he can remember. 

Besides keeping house for her family of 
six, Mrs. Carling belongs to the Home and 
School Club, makes jewelry and shares her 
husband's interest in antiques. She's read the 
Post for fifteen years. 

They re nice people to know and nice peo- 
ple to do business with. Frank Lastella, the 
manager of Pat's Star Market (see right), put 
it this way: “Those Carlings really know good 
food! They're the kind of people we think of 
as our best customers.” Good living is a fam- 
ily habit with them. And so is The Saturday 
Evening Post. As Mr. Carling says, “I can’t 


imagine our home today without the Post.” 


In this respect. the Carlings are typical of 
millions of American families. Survey after 
survey shows that its readers spend more time 
with the Post than with any other leading 
weekly magazine ... that they have greater 
confidence in it...and that they pay more 
attention to the advertising it carries. 


The Post gets to the heart of America. 


heart of America| 
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25% of U.S. Families Receive Premiums; 
Study Accents Their Variety and Appeal 


ToLepo, Feb. 20—-A study made 
by National Family Opinion Inc. 
indicates that premiums reach 25% 
of American families. 

A representative cross-section 
of the national market was polled 
by the research organization dur- 


ing a three-month period ended 
Nov. 30, 1951. Three-fourths of the 
1,619 families responding did not 
receive any premium during this 
period. 

of the 


|@ Results survey high- 


Southern 
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A 


Journal 


806 PEACHTREE STREET, N. E., ATLANTA 5, 


The only automotive 
publication which literally 
blankets the prospering 
South and Southwest. 

16 million cars! Write for 
full market dota. 


ABC 
NBP 


lighted the wide variety of pre- 
miums used, indicating that “pre- 
mium items of established popu- 
larity are comparatively few in 
number.” 

For example, 32.7% of all pre- 
miums received consisted of 118 
miscellaneous items, the great ma- 
jority of them mentioned only 
once. 

Silverware was in first place, 
accounting for 16.8% of the total, 
while wash cloths took second 
place with only 4.6% of the total. 
Scissors, with 4.1%, occupied third 
place. 

A breakdown of families receiv- 
ing premiums showed little devia- 
tion from percentage rankings ac- 
cording to geographic areas, popu- 
lation densities or income group. 


s For example, of all the families 
receiving premiums, 41.4% lived 
in rural areas, while 39% of 
American families live in rural 
areas. The greatest difference ap- 
peared in the Pacific Coast states, 


| families. 
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which have 9.8% of the popula- 
tion but 13.3% of the premium re- 
ceivers. 

In the urban class, cities with 
population of more than 1,000,000 
had 14.5% of the premium receiv- 
ers, compared with a census rank- 
ing of 12.4%. Cities of 100,000 to 
500,000, with a census mark of 
13.1%, had 14.3% of the premium 
receivers. 

Premium families were concen- 
trated in the $2,000 to $5,000 in- 
come group. The census puts 55.5% 
of the population in this group 
and the survey showed that 60.4% 
of those receiving premiums were 
from this group. The below-$2,000 
group has 30.3% of the population 
but only 22.6% of the premium 
The above-$5,000 class, 
with a census listing of 23%, re- 
ceived 17% of the premiums. 


s The study revealed that children 
comprise a great deal of the pre- 
mium market. While two-thirds 
of those receiving premiums were 


ing Sparrows Point 


Sparrows Point now turns out more than 
5,000,000 tons of this vital metal a year and 
they have just finished a $30,000,000 expansion 
program. This great plant helps make Baltimore 


bigger . . 


Jac Adams, a Sparrows Point worker, is a new- 


Big, bustling Baltimore is a booming industrial 
center of many different industries. The world’s 
second largest steel plant is here . . . the sprawl- 


. More prosperous. 


plant of Bethlehem Steel. 


comer to Baltimore. He helped make it bigger, 


too. Jac is one of 25, 


000 Bethlehem employees, 


he’s part of a $90,000,000 payroll (that's triple 
the 1940 payroll of $32,000,000 to 19,000 work- 
ers). And Bethlehem’s huge operation is only 
a portion of bigger, richer Baltimore's new 


spending power! 


Baltimore's excellently diversified, steadily active 


industry makes the Nation's 6th largest city big- 


ger and richer than 


ever. Sell Baltimore .. . 


advertise to the largest evening and Sunday cir- 


culation of The 
American. 


Baltimore News-Post and 


Jac Adams 


Bethlehem Steel 


Build A 
Bigger, Richer 


Baltimore 


Largest Evening and Sunday 
Circulation in Baltimore 


Baltimore News-Post 
ad American 


Represented Nationally by Hearst Advertising Service 


homemakers, children under 10 
years of age formed the next larg- 
est group, constituting 21.4% of all 
who received premiums. Also, 
19.2% of all premiums were of- 
fered specifically for children. 
Rings, airplanes and dolls pre- 
dominated, with comics books, 
badges and mugs following in les- 
ser volume. 

The survey showed clearly that 
“the old folks’ are neglected in 
the premium market. The 65- 
years-and-over group makes up 
9.3% of the population, yet this 
group accounted for only 3.2% of 
those receiving premiums. Those 
families with a homemaker in the 
25-34 years of age group got the 
greatest number of premiums 
| (29.5%). This is partially ex- 
plained by the fact that such fam- 
jilies have the largest number of 
ees living at home. 


|@ The research organization noted, 
| however, that the homemaker was 
|the one who answered the survey 
| and “would naturally know more 
about the premiums that she re- 
ceived than those of the other 
members of the family.” 

National Family Opinion re- 
ported that those who received 
premiums generally expressed sat- 
isfaction. It concluded that “a pop- 
ular premium is a powerful mer- 

| chandising force.” 

A picture of the variety of pre- 
| miums offered can be gained from 
the following list of miscellaneous 


ones reported by respondents: 


Wrapping 
Recipe Book 
Dog Tags 
Umbrella 
Spatuia 

Waffle Iron 
Beater 
Christmas Carc 5 
Perfume 
What-Not Shelf 
House (Wooden) 
Bracelet 

Cookie Jar 
Percolator 
Balloons 

Scoop 

Figurine 
Christmas Book 
Binoculars 
Candle Holder 
Pearls 

Scatter Pins 
Pie Server 
Belt 

Flashlight 

Pads 

Shaker 

Gun 

Wallet 

Baby Blanket 
Can Opener 
Fryer 

Heater 
Raincoat 

Lamp 

Knife Sharpener 
Plastic Animals 
Airplane Pkg. 
Books 


Toys 

Press Cloth 
Lighter 
Watch 
Utility Bag 
Table Cloth 


Pillow Cases 
Plastic Spreader 
Water Bottle 
Shoulder Strap 
Cake Turner 
Cowboy Hat 
Tray 

Cream Pitcher 
Cleaver 

Crystal 
Writing Paper 
Lipstick 


Fingernail cleaner 
Photo 

Towel Holder 
Stamp Album 
Ball 

Magic Kit 
Sweat Shirt 
Arcraft Car 
Picture Cards 


Thermometer 
Prints 

Plastic Boat 
Measuring Cup 
Coffee Pot 
Disney Book 
Thread Box 
Scale 

Grill 

Brooch 

Space Cadet 
Membership Kit 
Jar Opener 
Jars ‘refrig.) 
Dusting Paper 
Toe Rubbers 
Boomerang 
Pressure Cooker 
Clock 

Teddy Bear 
Thermos 
Pastry Cloth 
Handcuff 
Fryer 

Baster 
Rosterette 
Penguin Server 
Coloring Book 
Toy Watch 
Spice Set 

Mix Spoon 
Handkerchief 
Broiler 

Paper Napkins 
Masks 
Puppets 
Shaker 
Stockings 
‘Skillets 
Poacher 

Cake Tins 
Candy 

Playing Cards 
Ladle 

Toys 


|Storecast Adds 13 Sponsors; 
Appoints Richard Jungers 


Storecast 


Corp. 


of America, 


point of sale merchandising and 
promotion organization, has added 
13 new sponsors, and has ap- 
pointed Richard Jungers, formerly 
with Welch Grape Juice Co., as 
Chicago field supervisor, to suc- 
ceed Edward C. Cotter, newly ap- 
pointed midwest divisional man- 
ager. 

New sponsors include Beech- 
Nut baby food (via Kenyon & Eck- 
hardt); Nestle’s cookie mix (via 
Buckley Organization); Hudson 
napkins (via Biow Co.); Yes tis- 
sues; Wakefield Alaska King crab 
meat; Za-Rex fruit syrups; Sol- 
ventol cleaner; Air-Scent deodor- 
ant; Corn Blossom chicken fricas- 
see; Waldorf bubble bath; Red 
Breast salmon and Sanalac pow- 
dered milk. 
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@ Serves a daily audience three times greater than that of any other station in 


the Capital District of New York State. (Albany, Troy and Schenectady) 


@ Over 1/3 greater than the combined audience of the area's next ten top- 


rated stations, 


@ WGY is the only NBC station in the area and the WGY audience rating for 


NBC programs is impressively larger than the national average. 


@ THE CAPITAL OF THE 17TH STATE: Only WGY covers all 54 counties 


50,000 Watts 


A GENERAL ELECTRIC STATION + SCHENECTADY, N. Y. 


in eastern New York and western New England—a substantial market 
area including 22 cities where more people live than in 32 other states 


and where more goods are purchased than in 34 other states. 


REPRESENTED NATIONALLY BY NBC SPOT SALES 
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50 Big Agencies Billed 


$1,567,000,000 in 195] 


(Continued from Page 1) 
tabulation are: Ross Roy 
Inc., Doremus & Co., Ketchum, 
MacLeod & Grove. Reinstated in 
the bracket are Abbott Kimball 
Co., and D. P. Brother & Co. 
The only agency not appearing 
in 1951 which appeared in 1950 
is Duane Jones Co., for reasons 
adequately covered in AA 


year's 


@® Herewith 
ings: 

J. Walter Thompson Co. again 
lea the biilings parade, wiin es- 
umated total dilungs 01 $148,0UU,- 
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tne second slot, and separ- 
by nv nore nan a coupie Ol 


Migiivss in Gomesiuc Dilling irom 

t-running inompson, is Young 
@ Buvicam. At vest guess, Y&'s 
we: Diiling probably ranges 
ar@und >114,v00,.vu—and Ils dom- 
es piling IS around $110,000,- | 

in iyov, AA esumated Y& at! 
Mm@e tnan 9¥zZ,Vvv,Vvuv. 


mis past year was Y&R’s big-| 
in oOlllung, and it racked up| 
#iZavie new business. Lhe big con-| 
widutor to Y&R was ‘hompson, | 
irom whom Y&n got Ligin Na-| 
Wouai Watch and General Cigar’s 
White Uwt. lt also got VDaystrom 
eurniture irom W. W. Ayer, Argus 
Camera, Pine Gros, and Rockwood | 
@ Vv. it Was tne lop agency in TV 
biluing, and its single major loss 
Was Packard, which went to Max- 
on at year-end. Y&R has about 
iovu employes. 


® Hard on the heels of the two top 


agencies came Batten, Barton, 
Durstine & Osborn, riding the 
most phenomenal new business 


streak in the postwar period. Last 
year, BBDO billed $104,115,330. As 
usual, this is practically all dom- | 
estic billing, and it contains no} 
projected fees, collateral charges) 
for copy and art, fees on ads in 
noncommissionable media or any 
other type of billing. BBDO’s 1950 
billing was $87,379,526 

The biggest acquisition during | 


the year was the bulk of the 
Schenley business, from  Biow. 
But BBDO also acquired White 


Sewing Machine Corp., Treet and 
Blue Star biades, Anahist, Zenith 
hearing aid and Amity division of 
Amity Leather Products. It lost 
Servel and Jelke. BBDO has 1,400 
employes. 


N. W. Ayer & Son, Philadelphia, 
is estimated to have billed $85,- 
000,000 in 1951. This is Ayer’s| 
record year, just as 1950 was,| 
when AA estimated that Ayer 


billed $79,000,000. Ayer has added 
a 21% increase in 1950 to a 1242% 
increase in 1951, and thus has 
boosted its billings more than a 
third since 1949 

Ayer produced considerable new 
business, but most of the expan- 
sion came from existing accounts. 
Among the new accounts—Amer- 
ican Cyanamid’s Lederle division, 
Champ hats, Cannon bedspreads, 
the industrial division of Tele- 
chron, a new drug product and 
two new food products which have 
yet to be announced. The notion 
at Ayer is that '53 and °54 will be 
big years 


McCann-Erickson billed $81,- 
000,000 in 1951, including foreign 
billing. In 1950, its total billing 


was $67,000,000. Last year was an} 


excellent new business year for 
|McCann, which added such ac- 
counts as Lever Bros.’ Pepsodent 


and Shadow Wave Home Perma- 
nent; California Wine Assn.; Frank 
Fehr Brewing, Gruen Watch Co. 


Collender Co. and the advertising 
committee of the Norwegian Can- 
ning Industry—plus an “important 
new account not yet announced.” 

It lost one major account— 
Puerto Rican Rum Institute, and 
resigned three smaller accounts— 
among them Griesedieck’s Hyde 
Park. McCann has 1,550 employes. 


Foote, Cone & Belding billed 
$69,000,000 in 1951, compared with 
$61,000,000 in 1950. It continued 
to be the top-billing agency in 
Chicago, carrying $33,000,000 last 
year in its Chicago office, com- 
pared with $13,000,000 on the West 
Coast, $16,000,000 in New York, 
and $7,000,000 for the internation- 
al division. It lost Anahist and 


Pepsodent, resigned Emerson Rad- | 


io and Rheem Mfg., but acquired 
Minneapolis-Honeywell, Hoffman 
TV, Scranton Lace and Libby’s 
pineapple—the last two from 
Thompson. It has about 1,100 em- 
ployes. 


Benton & Bowles billed an es- 
timated $52,800,000 in 1951, com- 
pared with AA’s estimate of $44,- 
000,000 in 1950. The agency added 
Benson & Hedges’ Virginia Rounds 
from Kudner, Mutual Life from 
|Doremus & Co., Bellows & Co. 
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whisky. Tide continued to be ad- 
vertised aggressively. B&B has 700 
employes. 


Ruthrauff & Ryan billed an es- 
timated $50,000,000 in 1951, com- 
pared with the $45,000,000 AA es- 
timated in 1950. It was a record 
year for R&R, which last month 
celebrated its 40th anniversary. It 
gained Yale & Towne Mfg., Ser- 


Grant Advertising, Chicago, 
billed $42,000,000 in 1951, Presi- 
dent Will Grant says, compared 
with the $40,000,000 reported in 
1950. About half of Grant’s bill- 
ing is international. He attributes 
the billing to increases by practi- 
cally all major accounts, plus ad- 
dition of new accounts in foreign 
fields. Has “more than 1,000” em- 
ployes. 


vel, Old Reading Brewing, Jacob) 


Schmidt Brewing, 
ucts and Druggists Supply Corp.— 
among others. It iost Garrett 
wines, Silver Star and Duridium 
blades, Red Top Brewing, Lady 


Esther and Ken-L-Ration. It has} 


710 employes. 


Biow Co., New York, billed an 
‘estimated $42,000,000 in 1951 
compared with the estimated $32,- 
000,000 in 1950. It added Lady 
Esther from R&R, got Hudson 
Pulp & Paper from the Duane 
Jones split-up, added Terre Haute 
Brewing and Gunther Brewing. It 
lost some of Schenley at mid-year, 
resigned the rest of it at year-end. 
Biow’s mushrooming billing is less 
ja reflection of its new business 
activity this year than a culmina- 
tion of extremely successful new 
business activity since 1947. It has 


(regained after several years of| from Albert Frank-Guenther Law.| 375 employes in New York, San 


wandering), Brunswick-Balke- 


It resigned Schenley’s Old Stagg 


| Francisco and Hollywood. 


Linco Prod-| 


Billings of 50 Advertising Agencies 
in the $10,000,000 & Up Group 

Rounded, usually, to the nearest $1,000,000 (000,000 omitted). Copyright. 1952, by Adver- 

tising Publications Inc. Quotation or reproduction prohibited. 

— 1951 1950 1949 1948 1947 1946 1945 1944 
1. J. Walter Thompson Co. $* 158.0 $130.0 $121.0 $115.0 $103.0 $82.0 $78.0 $i2.u 
DN OE I aiciicecnccsesscssnecsssssnctvonasoinze "114.0 "92.0 85.0 *75.0 *65.0 *59.0 53.0 51.0 
3. Batten, Barton, Durstine & Osborn ........ 104.1 87.0) B14 121 59.0 31.0 40.0 30.0 
4. N. W. Ayer & Son .... *85.0 *79.0 *69.0 “687.0 64.0 953.0 41.0 33.0 
S. McCamm-Bricks0mn ......ce.c-sescssssseccsosesecserseres 81.0 67.0 60.0 54.0 51.0 46.0 40.0 31.Uu 
6. Foote, Cone & Belding... 69.0 61.0 S14 92.6 952.0 40.0 31.0 310 
Fie TINIE BY TINIE, esses nconscvsiecinesesinnentesasosasins *a2.5 "44.0 "39.0 "04.0 *27.0 23.0 “20.0 15.0 
NT Oy TI snes cscecsscsceerttesicccees 50.0 “49.0 “38.7 36.0 54.0 02.0 02.0 28.0 
9. Biow Co Mae 42.00 *320 *310 *28.0 ZoU ZoU 220 Luu 
D. GORENG BIOTIN cncccnsncccssscsincncecssisrrnceones 42.0 40.0 40.0 37.0 31.0 20.0 16.9 100 
11. Dancer-Fitzgerald-Sample ........ 40.1 37.5 370 31.0 36.0 31.0 200 235.0 
BZ. Hoomgns & BeR art ......ccscecesccosoresssrscvesvssees 39.0 38.0 28.0 26.0 21.0 19.0 18.9 15.0 
13. William Esty Co. ccccccccccccoccesse “39.2 *32.0 *32.0 *3U.0 27.0 18.0 *14.0 14.0 
14. Kudner Agency ................ "34.5 *34.0 2yo0 *20.0 *16.0 140 lov lov 
15. Erwin, Wasey & Co. *315 *2i7.a 24.0 *23.0 *19.0 *1959 18.0 liv 
16. Cunningham & Walsh occcc.ccccsccccosscscccocosscees 30.6 20.0 269 204 29.0 19.3 18.0 2uu 
17. Compton Advertising ............ccccecseeee 30.0 26.0 220 22.0 21.0 20.0 21.0 22.0 
17. D’Arcy Advertising Co. .......cccccccccceeee su. 260 200 240 Zv0 20.0 2UU0 low 
19. Ted Bates & Co = 28.4 20.0 210 18.0 i490 169) Low — 
20. Campbell-Ewald Co. "26.0 *+30.0 *20.0 *11.0 "isu 140 “13.0 1LLv 
20. Leo Burnett Co. ....... aos 26.0 22.0 1i0 14.0 Zu 1lUw ia — 
22. Mason Ine. .......c...00.00 aiietscdieccamecaie zi0 0 2290 2090 21.6 LY 140 lav 100 
23. Fuller & Smith & Ross ........... Zow 23.0 22.0 20.0 180 150 iZuvu iiw 
24. Geyer, Newell & Ganger «0.0.0.0... 20.0 18.9 168 140 120 10.0 60 — 
24. William H. Weintraub & Co. wo... co 20.0 19.0 10.0 1.0 — = = 
26. Sullivan, Stauffer, Colwell & Bayles "19.9 *17.5 2.9 10.0 4.0 — - — 
27. MacManus, John & Adams oooeccceccccccocs 16.0 lio 15.0 11.0 "90 *80 a2 46 
27. Brooke, Smith, French & Dorrance ..... 180 168 190 119 WU BU WU — 
29. Cecil & Presbrey ..... ks deantaaasioddeiaiieicmnane® "16.00 "19.0 *10.0 8.0 o- -—- — 
30. Lennen & Mitchell 17.9 16.0 19.0 *14.0 130 19.0 19.0 11.0 
31. Gardner Advertising Co. wo... 16.9 13.1 14.0 2.0 10.0 *8U 329 4.4 
32. Cockfield, Brown & Co. . 1o.4 14.8 12.7 10.0 8.0 70 2.0 — 
Be I 0 CO  csesceicincnincistianiseneorietincts 19.9 140 13.0 12.5 15.0 *15.0 “15.0 13.0 
i I Eo ccc. cennaginnigemnnniaienn 193 Isl 128 9.8 _-_ — — — 
35. Needham, Louis & Brorby ............:000 19.0 115 125 120 100 100 *80 48 
35. Sherman & Marquette 2.0.0.0... ; 15.0 140 180 110 110 90 o2 a0 
37. Grey Advertising ...............0csesccceeveses 14.5 "13.90 12.0 100 10 95 80 — 
38. MacLaren Advertising Co. Ltd. . 13.2 11.5 — — — — 

39. J. M. Mathes Inc. ... siitdianeetiniaanondallial 12.5 11.3 11.0 11.0 11.0 110 105 — 
39. Al Paul Lefton Co. ....... Sin 125 110 105 106 105 105 — — 
41. Russel M. Seeds Co. ..........00:+4. 12.0 11.0 10.3 9.0 9.0 90 10.0 10.0 
4B. Warwick 6 Ligier ...ccccccnccsscccccsscscccsencsss 115 10.0 *9.0 — — _— ene —_ 
43. Ward Wheelock Co. *10.3 *10.2 10.0 10.0 70 60 6.0 — 
44. Doremus & Co. 10.2 8.7 - _ — 
45. Campbell-Mithun , 10.0 = — - ie _— _ 
45. Abbott Kimball Co. ......... 10.0 9.0 —_ — a ne 
45. Ketchum, MacLeod & Grove 10.0 — — —_ — am = 
45. Roche, Williams & Cleary 10.0 10.0 10.0 10.0 10.0 100 83 7.3 
45. D. P. Brother & Co. .... 10.0 11.9 — — _— - 
45. Fletcher D. Richards Inc. . 10.0 9.7 on = = ae 7 
Canadian and foreign billings are included 
*Estimated by AA 
tRevised figure 


| Dancer-Fitzgerald-Sample, New 
| York, billed $40,100,000 in 1951, 
jup from $37,500,000 in 1950. The 
jincrease came both from new ac- 
| counts and from substantial in- 
creases in existing business. It 
added American Chicle’s Clorets, 
Warner-Hudnut, and Mission Dry 
Corp., as well as Ekco’s Minute 
Mop, Hydrox, Dexter Co., and the 
Sperry products division. It lost 
no accounts. It has 351 employes. 


Kenyon & Eckhardt, New York, 
billed $39,000,000 in 1951, com- 
pared with the $38,000,000 re- 
ported in 1950. This seems a fairly 
conservative report for K&E, 
which had full-year billings on 
Piel’s (which bought Trommer) 
jand PM. It added the Sinclair 
Plan and Mennen Co. (men’s toi- 
letries). K&E lost Kellogg’s corn 
flakes, but had billing through 
31. Employes number 600. 
| 


William Esty Co., New York, is 
estimated to have billed $35,200- 
}000 in 1951, up from an estimatea 
$32,000,000 in 1950. Esty continuea 
to be a dominant agency in tele- 
vision. During the year it lost 
Coigate’s Super Suds to Cunning- 
nam & Walsh, but Colgate said 
tsty would be given a new prod- 
uct, It has 300 employes. 


Kudner Agency billed an estim- 
ated $34,500,000 in 1951, up trom 
| the $34,0U0,0UU estimated last year. 
Vuring the year, Kudner lost Ben- 
son & Hedges, out aaded Sonotone 
in Novemoper, and Schick enterea 
f'V. The agency has 310 employes. 


Erwin, Wasey & Co. billed an 
estimated $31,9Uuv,JuU in 1951, 
compared with the $2/,500,00U es- 
umated tor 195U. Tne agency has 
snown gals each year in volume 
jana net profit. Vomestic accounts 
| added inciude four Sateway Stores’ 
| products, National Schools, Haas- 
tarucn, Griesedieck Western 
| Breweries’ Hyde Park, McKes- 
json & Robbins’ Cnapin & Gore 
|orand, Magnus, Mavee & Keynard, 
land Hadacol (t-W began witn 
|Hadacol, resigned it when lt 
}couldn’t agree with its manage- 
— and was asked by the court- 
appointed trustee to take on the 
laccount again). It added six ac- 
counts abroad—tnree in Canada, 
three in England. It lost Pinkham 
| Medicine Co., R. B. Semler, Pull- 
}man-Standard and McColl-Fron- 
tenac Oil Co. It is reported to have 
about 850 employes. 


Cunningham & Walsh, New 
York, billed $30,675,000 in a siz- 
able gain from the $25,360,000 
|billed in 1950. Among the new 
accounts added in 1951 were Sen- 
eca Textile, Narragansett Brew- 
ling, McCall’s, Pan American 
Coffee Bureau (radio), and Super 
Suds. When Colgate gave Super 
Suds to C&W, Kirkman & Son was 
shifted away to Hoyt, and C&W 
lost the Hartford Insurance Com- 
panies to Marschalk & Pratt. It 
has 275 employes. 


Compton Advertising, New 
York, billed $30,000,000 in 1951, 
gaining from $25,676,000 in 1950. 
It had a notable new business 
year, adding M. K. Goetz Brewing 
Co., the Hubinger Co., a part of 
Campbell Soup Co.’s billing, and 
Cochrane Foil Co. It lost no ac- 
counts. It has 375 employes. 


D'Arcy Advertising Co., St. 
Louis, estimates its billings for 
(Continued on Page 68) 
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FOOTE, CONE & BELDING 


answers some questions frequently asked 


i 
How does this agency rank in size with 


other advertising agencies 7 
Le 


According to Apvertistnc Ace — Foote, Cone & Belding stands among the 
top ten U.S. agencies in domestic advertising volume. It also has a considerable 
volume of foreign advertising. 


2 
Doesn’t this make Foote, Cone & Belding 


a very large agency 7 


Volume-wise, this is a large agency. But there is no production line in its 
operation. 

Each of the offices of Foote, Cone & Belding (excepting only Ho!lywood) is 
a complete, fully staffed, operating office. The Hollywood office is a radio and 
television production office, and the home of the agency’s Pacific Coast motion 
picture unit. 

The offices in New York, Chicago, Los Angeles, San Francisco and Houston 
each are responsible for the creative work on their assigned accounts. The 
number of accounts in each office is relatively small and while there is a great 
deal of cooperation between offices on account problems, the direct responsibility 
of each is limited, with a resulting high degree of concentration on individual 
client assignments. 


) 
What is the policy of the agency 


regarding size of accounts 7 


Foote, Cone & Belding has no limit on size of accounts. 

It does, however, have a firm policy on the kind of accounts which it will 
solicit or accept. 

Perhaps this can best be stated by setting down the agency’s single standard: 
to plan and work for nothing short of leadership; to be won or maintained decently 
and at a profit—for every product and every service with which it is concerned, 

This leadership may be regional or national. 

In the latter category it may be noted that a number of our clients — who as 
leaders are large advertisers today — began with Foote, Cone & Belding as very 
small advertisers. On the other hand, the agency has consistently declined to 


advertise products or services at any volume where leadership was not the goal. 


4 
Does Foote, Cone G Belding specialize 


in any particular kind of accounts ? 


No. The agency’s efforts currently are directed toward the selling of products 
or services through department stores, greeting card shops, drug stores, cigar 
stores, food stores, super-markets, specialty shops, stationery stores, jewelers, 
delicatessens, filling stations, garages, restaurants, liquor stores, bars, appliance 
dealers, plumbing and heating contractors, architects and builders, soda foun- 
tains, paper merchants, printers, hardware stores, mail order . . . and travel 
agents; to men, women and children in cities and towns and on farms; and to 
business and industry. 
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5 
Who are the clients of 
Foote, Cone & Belding ? 


The clients of Foote, Cone & Belding are the following (listed under the office 


of direct responsibility) : 


NEW YORK 

Bourjois, Inc. 

British Overseas Airways Corporation 

Chanel, Ine. 

Federation of Swiss Watch 
Manufacturers 

General Foods Corporation 
Post Toasties, Post’s Krinkles, 
Instant Postum, Postum Cereal, 
Coffee Flavor Postum, Calumet 
Baking Powder, La France Bluing, 
Satina Ironing Aid 

Samuel Goldwyn Productions, Inc. 

Barbara Gould, Ine. 

International Latex Corporation 
Playtex Girdles, Playter Pillows 

Kroy, Ince. 
Wool Shrink-proofing 

Liebmann Breweries, Inc. 


Rheingold Extra Dry Lager Beer, 


Rheingold Ale 
McKem & Vanta Divisions of Shawmut 

Mills, Inc. 

Children’s Wear 
New York Central System 
Pacific Mills 

The Worsted Division 
RKO Radio Pictures, Inc. 
RKO Theatres Corporation 
Seranton Lace Company 
Swiss National Travel Office 
Van Raalte, Ine. 


CHICAGO 
American Bakers Associat‘on 
Armour and Company 
Beatrice Foods Co. 
Meadow Gold Dairy Products, 
La Choy Chinese Foods 
Delco Appliance Division, General 
Motors Corporation 
First National Bank of Chicago 
Frigidaire Division, General Motors 
Corporation 
Hall Brothers Incorporated 
Hallmark Greeting Cards 
International Cellucotton Products Co. 
Kotex, Kleener, Kurb, Quest, Fibs, 
Delsey 
Kimberly-Clark Corporation 
Libby, MeNeill & Libby 
Pineapple Produets 
Minneapolis-Honey well Regulator 
Company 
Montgomery Ward & Company 
Northwestern University 


The Toni Company, a Division of Gillette 
Safety Razor Company 
Toni Home Permanent, Toni Creme 
Shampoo, Tonette, Bobbi Home 
Permanent, Prom Home Permanent 
Hiram Walker Incorporated 
Imperial Whiskey, Walker's De Lure 
Straight Bourbon Whiskey, Meadow 
Brook Rye Whiskey 


LOS ANGELES 


Acme Brewing Company 

All-Year Club of Southern California 
Tourist Promotion 

Automatic Pencil Sharpener Co. 

B B Pen Company, Ine. 

Bullock's, Ine. 

California Fruit Growers Exchange 
Sunkisi Citrus Fruits, By-products 

Cole of California, Ine. 
Beach and Swim Wear 

Free Sewing Machine Company 
National Sewing Machine Company, 
New Home Sewing Machine Company 

Hoffman Radio Corporation 

Hughes Aircraft Company 

Lockheed Aircraft Corporation 

Pacific Mutual Life Insurance Co. 

Purex Corporation, Ltd. 
Purer, Trend, News 

Security-First National Bank of 
Los Angeles 

Union Oil Company of California 

Western Oil and Gas Association 

SAN FRANCISCO 

Acme Brewing Company 

Anglo California National Bank of 
San Francisco 

Californians Ine. 
Tourist promotion 

Fairfax Bread Company 

Roma Wine Company 

Safeway Stores, Inc. 
Nu Made Mayonnaise, Duchess Salad 
Dressing, Lunch Bor Sandwich 
Spread, Sno-White Salt, Jell-well 
Desserts; Institutional 

S & W Fine Foods, Ine. 

Southern Pacific Company 

Western Beet Sugar Producers, Inc. 


HOUSTON 
Emsco Derrick & Equipment Company 
Gulf Brewing Company 
Grand Prize Beer 
Hughes Tool Company 


The agency maintains service branches in Portland, Oregon, and in Dayton, Ohio. 


6 
Does Foote, Cone & Belding specialize 


in any single advertising medium ? 
° c 


No. During the nine years of its operations the agency has placed approximately 


30 per cent of its media volume in newspapers, 30 per cent in magazines, 30 per 


cent in radio and television, and 10 per cent in outdoor and transportation 


advertising. 


= 


To what extent does the agency enter 
into the complete marketing picture of 


the products with which it is concerned ? 


To the greatest extent possible. 


Foote, Cone & Belding does not consider advertising a thing apart. 


For one thing, we believe that advertising without merchandising is doomed 


to failure. Merchandising without merchandise is an impossibility. And the 


best merchandising in the world without good merchandise — made right, sized 


right, and priced right competitively, never can be successful. 


We think the same is true with respect to advertising. 


The best advertising in the world can only do part of the selling job, and it 


can only do part of a one-time selling job unless all the other elements in the 


marketing picture fit and stay in place. 


It is this agency's constant endeavor to help to see that they do, 
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8 
What is the extent of the agency’s 


operation in the area of merchandising 7 


Foote, Cone & Belding believes in the closest possible tie-up between advertising 
and merchandising; never plans or makes advertising without merchandising 
firmly in mind. 

Merchandising is directed by men with deep experience in the fields of their 
assignment, usually on the retail side. For example, merchandising on one 
account is directed by a former branch manager for a leading grocery chain; 
on another by a former merchandise manager in a department store chain; 
on another by a former sales manager. 

Generally, Foote, Cone & Belding makes merchandising plans in cooperation 
with its clients’ own merchandising departments. Frequently, however, it makes 
them independently as part of the marketing plan, and in some instances the 
agency actually supervises the entire merchandising operation. 


9 
What is the extent of the agency's 
operation in the fields of trade 


and consumer education ? 


For one of its clients, Foote, Cone & Belding supervises the entire trade relations 
and educational program among a group of more than 30,000 retailers. 

For several others it has planned and produced complete consumer education 
programs. 

For still others, it acts as consultant. 

A result of the latter activity: one of the most widely distributed motion 
pictures in the history of consumer education was planned and its making 
supervised by this agency; another for the same advertiser is a current release. 


10 
What is the extent of the agency's 
operation in the various 
fields of research ? 


The research staff of Foote, Cone & Belding is one of the largest in any agency. 
It participates directly in all account planning activities and works in these 
eight vital problem areas: 

a. New product development and market testing. 

b. Sales and sales trend analyses. 

c. Competitive sales and sales trend analyses. 

d. Sales forecasting. 

e. Study of the number, kind and location of prospects and buyers. 

f. Analysis of media audiences to determine the most efficient means of 

reaching these prospects and buyers. 

g. Study of the habits, tastes and motivation of prospects and buyers. 

h. Analysis of advertising copy appeals, and advertising performance. 
Primary responsibility for the research activities on each account is assigned 
to a Research Supervisor. He is responsible with the Research Department 
for planning, executing and interpreting all studies that are made for individ- 
ual clients and for maintaining current data on competitive activities and 
business trends as they affect the client’s advertising and sales plans. 

Research and media go hand in hand and are usually responsible to the same 
administrative executive. This is an outgrowth of our belief that the facts 
needed for efficient marketing and media planning are inseparable. 

Thus market, copy and media research are all parts of a single structure — 
with each single part, in turn, dependent upon the other two. 

In addition to its own facilities, Foote, Cone & Belding uses most of the 
regular research services that contribute knowledge in any of these areas. 


11 
Is Foote, Cone & Belding experienced in 
the use of the Nielsen Indices, Industrial 


Surveys Consumer Panel Data, etc. ? 


Yes. Many of the agency’s clients are Neilsen subscribers and Nielsen Index 
data are a matter of continuous study. This is true also with the Industrial 
Surveys material—which was first purchased in the agency field by Foote, 
Cone & Belding. 

Nielsen and Industrial Surveys meetings are attended by both account 
supervisors and executives, and by marketing and research staff members, who 
work also with a large number of other organizations engaged in marketing and 
consumer research — on a project basis. 
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12 
How much originality and versatility has 
the agency demonstrated in creating 


advertising for its clients? 


That Foote, Cone & Belding uses no single advertising technique is attested 
by a number of items from current production: 


Item. A continuing campaign in magazines, addressed to men, in which each 
advertisement contains less than twenty words, leads all competitors in the 
Starch noting figures. 


Item. A continuing campaign in magazines, addressed to women, in which each 
advertisement contains more than 400 words of text, leads all advertising 
except motion picture advertising in the Starch read-most figures. 


Item. The continuing motion picture advertising campaign in magazines that 
leads the next above. 


Item. A large space campaign in newspapers which annually produces more 
contest response than any single contest ever recorded. 


Item. A continuing small space campaign in daily newspapers in twenty-five 
cities, in which the copy is localized for each. 


Item. A continuing campaign in magazines that leads its field in the Gallup- 
Robinson impact studies. The same campaign in comic supplements, which is 
the best read formal campaign in this medium — according to Starch. 


Item. A continuing campaign in comic supplements in comics style which Starch 
consistently rates first of all comics advertising. 


Item. A continuing campaign in trade papers that consistently rates first in 
impact in its field according to trade surveys. 


Item. A continuing campaign in magazines and newspaper supplements which 
attracts hundreds of thousands of lines of free dealer tie-in advertising in the 
face of the principal competitor’s fifty-fifty cooperative deal. 

Item. A campaign in magazines and newspapers that attracts the highest 
readership noted for a continuing presentation ef the American economic 
system. 

Item. Two continuing campaigns —in newspapers, magazines and supplements, 
that actually demonstrate product use—in print. 
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What about outdoor advertising ? 


Foote, Cone & Belding is one of the largest contractors for outdoor space; buys 
it direct; and uses posters on a national, regional, local and spot basis. 


Item. A spot poster campaign planned and produced by this agency recently 
helped to secure (a) initial distribution and (b) a tie for first sales position for 
one of the most competitive of all products in that product’s most competitive 
market — without other local advertising. 


14 
What about broadcast advertising ? 


The clients of Foote, Cone & Belding are large users of radio and television 
time, and the agency both supervises and produces programs, through its 
special broadcasting units in New York, Chicago and Hollywood. 

With the growth and increasing cost of television, this agency has tended 
toward the supervision of package programs and the production of the com- 
mercial segments. Whether this trend will continue we do not know, or even 
whether certain programs now under development by us will be agency- or 
packager-produced. 

What we do know is that many of the clients of Foote, Cone & Belding are 
being well served by television and radio both—through entertainment and 
instruction, and by commercial messages, live and on tape and film, of which 
we are immodestly proud. These are seen and heard both regionally and 
nationally. 

Some of the television programs that carry these messages are Arthur Godfrey 
and His Friends, Your Show of Shows, Pulitzer Prize Playhouse, Hallmark 
Hall of Fame, Stop the Music, Kate Smith, Crime Photographer, Meadow 
Gold Ranch, Clifton Utley, Roy Rogers, Captain Video. 

Radio programs include Arthur Godfrey, Hallmark Playhouse, Dial Dave 
Garroway, Roy Rogers, Hopalong Cassidy, Mr. Chameleon, Hollywood Star 
Playhouse, Grand Central Station, This is Nora Drake, When a Girl 
Marries, The Second Mrs. Burton, Renfro Valley, Jack Kirkwood, Tex and 
Jinx, Bob and Ray, Grady Cole. 
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q How do the products or services advertised 
| through Foote, Cone & Belding stand 


against competition ? 


Foote, Cone & Belding has sixty-two clients—not counting the several inde- 
pendent motion picture producefs whose pictures are distributed through 
RKO Pictures, Ine. 

The forty-six clients of this agency who offer consumer products or services in 
competition with similar products or services currently hold undisputed sales 
leadership in thirty-eight instances. 


Nine of these are products of four multiple-product companies. 


16 
What is the agency’s operational 


procedure on accounts ? 


Foote, Cone & Belding operates on the principle of vertical units, with perma- 
nently assigned people working under supervisors who together are responsible 
for the accounts’ direction in each office. 

Units consist of a supervisor, account executive (or account executives, in 
the case of multiple-product lines), assistant account executives, and per- 
manently assigned members of the marketing, research, media, merchandising, 
copy, broadcasting, art'and mechanical departments. 

’ The agency has no contact department. Contact with clients is maintained 
by all members of the units, under direction of supervisors and account execu- 
tives. Copy plans, for example, are discussed with clients with copy supervisors 
and copywriters present; broadcasting plans with supervisors, writers and 
producers. 

Another department that is deliberately missing in Foote, Cone & Belding 
is a trade paper department. 

Trade paper and dealer advertising —of which this agency does a very great 
deal, is created and produced by the same account people who create and pro- 
duce the accounts’ consumer advertising, and with the same thought and care. 


17 
What is the agency’s own 


cape organization plan? 


Foote, Cone & Belding is a corporation in which only active members of the 
organization may be stockholders. The corporation has thirteen Directors, of 
whom three form an Executive Committee. 

Five of the directors are active in the New York office, four in Chicago and 
four on the Pacific Coast, and they are responsible for operations. 

Foote, Cone & Belding has a large and important subsidiary, Foote, Cone 
& Belding, Ltd., London, where a staff of more than 120 men and women 
prepare and place advertising for a number of the agency’s American clients 
together with some fifteen other American and British concerns. 

The agency also maintains offices in Montreal, P. Q., Canada, and Bienne 
and Zurich, Switzerland. It has affiliates in other countries throughout the 
world. 


18 
What is the agency's philosophy about 


itself in the business structure ? 


Foote, Cone & Belding believes in profits and the profit system. 

We believe that advertising and selling are necessary to maintain the compe- 
tition in business that is fundamental in a free dynamic society. 

No one decreed the American standard of living. Competition in business 
made it and competition keeps it high. Where there is no such competition 
there is no such standard. Where there is no incentive there is no competition. 
When the worker cannot buy the product he produces (if he wants to) there is 
no incentive. When he can—where the more he produces the better he lives, 
he has incentive. 

This is the American way of life; the American philosophy of low prices, of 
more and better things for more people. 

It is the basis of business for profit that profits everyone. 
We like our part in it. And we take it seriously. 
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in Sales Mgm't. Surveys. 


..» DEFINITELY A 70azor MARKET! 


PEORIA JOURNAL STAR 962 
Daily Coverage Ratio-to-Homes . . mn 


| 51st in POPULATION* 
‘BEST TEST MARKET But 


Mi i. ° : 
whines. 10th in Per Capita INCOME™ 
+ +» tay Ageacy and ‘ 
Abvsntaing Cesiiaiows in the 100M to 500M Pop. Group 
*Sales Management 1951 Survey of Buying Power 
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Daily Circulation Exceeds 100,000 


PEORIA 


JOURNAL STAR > 


Nat'l. Reps... WARD-GRIFFITH CO., INC. 


Advertising Age, February 25, 1952 


Agency Billings... 


| (Continued from Page 62) 

|the 1951 calendar year at some- 
where between $30,000,000 and 
$31,000,000 (the agency fiscal year 
jends March 31). AA’s figure for 
1950 was high, should have been 
$28,000,000 instead of $29,000,000. 
|The agency added the Friedman- 
'Shelby division of International 
Shoe Co., and in 1952 will have 
the billing of G. S. Suppiger Co. 
|(Brooks catsup and other prod- 
}ucts). However, the principal ex- 
pansion came from its handful of 
accounts—Coca-Cola, Anheuser- 
|Busch, General Tire, Glenmore, 
James Lees & Sons, Olin Indus- 
tries. D’Arcy has about 400 em- 
ployes, 50 of them in Mexico. 


Ted Bates & Co., New York, 


billed $28,750,000 in 1951, com- 
pared with the $25,000,000 billed 


| in 1950. The increase was largely | 


'due to augmented appropriations 


Defense Transport Director 7 e K ° Kuudson 


Endorses 


TRAFFIC WORLD'S 
16th Perfect Shipping Annual 


“The collective effort of shippers and transportation agencies (rail, truck, water 
and air) to reduce the bill for loss and damage in the handling of freight and 
to cut, by this means, the cost of transportation to the country at large as 
evidenced by the Perfect Shipping Campaign, is commendable. 

“Undoubtedly the support lent to this campaign in the past by the annual issues 
of TRAFFIC WORLD, given over to practical discussion of methods used to 
reduce the appalling cost, to industry and the transportation agencies, of freight 
loss and damage, has been effective. 

“Continuation of the effort, this year, and in every year to come, should bring 
a measurable reduction in the bill that is regretted by every one. In these 
Perfect Shipping Annuals, TRAFFIC WORLD is doing something about it for 
the 16th consecutive year.” 

James K. Knudson, 

Director, Defense Transport Administration 
and I.C.C. Commissioner. 


m7, 
: ye q 
T aa at y 
WwW) Wi— 


VV 
These 16 Perfect Shipping Annuals have Earned 
High Acclaim from the Transportation Industry 
et 
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Advertise to an Expanded Market 
in this Year-round Reference Book 


For advertisers whose products or services have to do with transportation and ship- 
ping, TRAFFIC WORLD'S 16th Perfect Shipping Annual is a special once-a-year 
sales opportunity because of its year-round use. The expanded market it reaches, 
provides an accumulated impact of 16 such consecutive annuals. 

Besides the expanded market coverage, the Annual carries expanded editorial 
content of well-illustrated editorial features and news pertaining to transportation, 
freight packing, freight handling, warehousing, distribution, shipping room supplies 
and equipment, transportation equipment, and other related subjects. 

These extra editorial “How” features will have a “defense and war” flavor to the 
extent of enlightening and helping in current and future shipping and transportation 
problems. 

WRITE FOR FOLDER AND COMPLETE DETAILS. Send for tell-all folder 
on this Annual with allied data, including a copy of last year’s Annual. Also avail- 
able are copies of the 16th Perfect Shipping Emblem for use in your advertisement. 


TRAFFIC WORLD 


22 West Madison St., CHICAGO 2, Phone Financial 6-0012 


NEW YORK 17—253 Broadway SAN FRANCISCO—821 Market St. 
Digby 9-4050 YUkon 2-2338 


in ——. pe 


J. K. KNUDSON, 
Director, 
Defense Transport 
Administration 
and I. C.C. 
Commissioner 


as late as” 


March 24 


Pei a eats 
Apply 


70,000 Transportation Buyers 


who read and use this Annual assures 
you coverage of top industry buying 
power. 


Copies going to regular $24-a-year 
subscribers, plus several thousand ad- 
ditional copies sold in advance of 
publication at average price of 50c 
per copy. 


of clients, including Minute Maid 
Corp., on which full-year billings 
were received. Bates has 310 em- 
ployes. 


Campbell Ewald Co., Detroit, is 
estimated to have billed $28,000,- 
000 in 1951, down somewhat from 
the $30,000,000 billed in 1950. 
(AA’s estimate was too low). 
The 1951 drop of $2,000,000 
was primarily due to smaller 
expenditures by Chevrolet. The 
client rolls were changed prim- 
arily by the addition of Rheem 
Mfg. Co., American Magazine, and 
Flagg Bros. division of General 
Shoe, added late in the year by 
the Chicago branch. C-E has 356 
employes. 


Leo Burnett Co., Chicago, billed 
| $28, 000,000 in 1951, up some $6,- 
| 000,000 from the $22,000,000 re- 
|ported in 1950. Increased billing 
|plus the addition of Chas. Pfizer 
& Co., Crane Co., Kellogg’s corn 
flakes and Durkee Famous Foods 
| were responsible for the increase. 
Thus, Burnett becomes the second 
agency in Chicago to FC&B, and 
continues one of advertising’s most 
spectacular new business gains: 
In 1945, Burnett billed only $7,- 
500,000. Leo Burnett has 347 em- 
ployes. 


Maxon Inc., Detroit, billed more 
than $27,000,000 in 1951, up from 
$22,500,000 in 1950. It was a not- 
able new business year—Packard, 
|Mohawk Carpet and the seating 
|division of Shwayder Bros., all in 
|the fourth quarter. Most of the 
| gains came from bigger billings on 
|Peter Paul, Snow Crop, Gillette, 
/H. J. Heinz. The agency lost Drew- 
lry’s and International Sewing 
Machine. Maxon employs 260-265, 
of whom 150 are in Detroit. 


Fuller & Smith & Ross, Cleve- 
| land, billed $25,000,000 in 1951, 
compared with $23,000,000 in 1950. 
| Expansion, plus new business, ac- 
counted for the increase. Among 
the accounts added were Ander- 
|son Oil Co., Pullman-Standard Car 
Mfg. Co., American Society for 
Metals, and Manning Maxwell & 
Moore. White Sewing Machine Co. 
left F&S&R for BBDO. F&S&R 
has 420 employes. 


Geyer, Newell & Ganger, New 
York, billed “slightly over $20,- 
000,009” in 1951, up from the $18,- 
500,000 reported in 1950. The ac- 
count list was much the same 
throughout the year, with expand- 
ing budgets accounting for the in- 
crease—it had full-year billings 
on United Aircraft. It lost Hat 
Corp. of America, and Sloane- 
Blabon Corp. moved, in an agency 
consolidation shift, to Thompson. 
GN&G has 250 people. 


William H. Weintraub & Co., 
New York, billed $20,000,000 in 
1951—up 5% to 7% for the year. 
AA’s estimate of $15,000,000 for 
1950 was obviously too low, and 
should have been around $18,700,- 
000. The agency lost no accounts 
during 1951. It added two “med- 
ium-size” accounts—Ralph H. Mil- 
ler Co. and Gold Meda! Candy 
Corp. It now has a staff of 278. 


Sullivan, Stauffer, Colwell & 
Bayles, New York, had a fine year 
in new business for 1951 and a re- 
ported increase of some $2,000,- 
000, up to an estimated $19,500,- 
000, based on new accounts and 
expansion on Pall Mall and others. 
In 1950, AA estimated SSC&B at 
$17,500,000. The agency reports 
its first full year of billings for 
Rise, Carter Products’ new push 
button shave cream, Simoniz Co. 
and Speidel Corp. Billings for 
Rubsam & Horrmann Brewing Co. 
(R&H beer) started last summer 
and for American Chicle Co. in the 
fall. Loss of McCormick & Co., 
which went to Cecil & Presbrey, 
does not affect 1951 billings. The 
agency has about 180 employes. 


MacManus, John & Adams, De- 


| troit, billed “in excess of $18,000,- 


(Continued on Page 72) 
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she ain’t... 


3 to 1 Is Tractors-Owned Score 
of Midwest Unit Subscribers 
Over Farmers in Other States 


You'd look far to find the “old gray 
on a Midwest landscape today. The prog@uc- 
tion job in the “richest farm market in’ the 
world” long ago became too much for her. 

Of all tractors in the U. S., better than 
36 per cent are owned by farmers of the 4 
8 Midwest states. 


THEY'RE IN THE MONEY... 
AND THEY'RE IN THE MARKET 


@ More than double the income. 


” 


@ More than double the investment in 
and buildings. 
@ Three times the tractor ownership. 


That’s how the 1,276,107 Midwest Unit oh 


scribers compare with farmers of the 40 r 
states. 

In any appraisal of the 8 Midwest states as 
a market for your products and services, two 
additional facts stand out: (1) the Midwegt is 
predominantly a rural market; (2) more farm- 
ers depend on their local farm papers for 
information of all kinds than on any other 
medium. Buy the Unit—one order, one plate 
at a substantial saving in rates. 


Cpt ROP R pee mast pring Ss 


its 
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Forum Paper 


‘J 


RICHEST FARM MARKET IN THE WORLD 
f a ba ; am \ 


OFFICES OF MIDWEST REPRESENTATIVES AT: @ 
250 Park Avenue, New York . . . 59 East Madison Street, Chicago 
Russ Building, San Francisco . . . 1324 Wilshire Bivd., Los Angeles 
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Any system of interconnected lines, 
spread out in the right places, 

can serve as a net. The bigger it is, 
and the stronger its mesh, 


the better a net works. 


Of all the nets serving U.S. 
advertisers, the biggest and strongest 
is the radio one called Mutual. 


Here are 550 connection-points 


in 48 states (nearly double 


any other net’s) and at each 


of these points are local-level 


experts unmatched in ability at 


catching and holding listeners. 


Measured by listeners, the Mutual 


net is catching a steadily larger 


SpsPPPLh ag 


share of radio audience than 

a year ago—day and night, all 
week long. (N.R.I., Jan.-Nov.,’50 vs. 
Jan.-Nov.,’51—latest available.) 


Measured by advertisers, the Mutual net 


is the only one to win a gain in 


radio billings—up 12%,’51 over ’50. 
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Measured by competitors, the Mutual 


\ 


pattern is now inspiring imitative 


\S 


efforts by all other radio nets. 
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Measured any way you please, the 


R\\ 


i 


Mutual net is ready to help you haul in 
new profits for ’52. Come aboard with 
Mister PLUS...and learn how 


this net can work for you. 


the MUTUAL net 
of 550 affiliates 
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Rice, 


Agency Billings... 


(Continued from Page 68) 
000” in 1951. With two automotive 
accounts—GM’s Pontiac and Cad- 
illac divisions—MJ&A moves with 
the automotive tide. Last year’s 
automotive spending was substan- 
tial, but not as spectacular as in 
the two preceding years. Mac- 
Manus, John & Adams billed $17,- 
500,000 in 1950 and it now has 
180 employes. There were no im- 
portant changes in accounts. 


Brooke, Smith, French & Dor- 
rance, Detroit, billed about $18,- 
000,000 in 1951, up from $16,800,- 
000 the preceding year. Although 
Reo Motors’ trucks went to Will- 
iam Hart Adler, BSF&D picked 
up Wyandotte Chemical from 
Ayer, and the Fiberglas and Plas- 
kon divisions of Libby-Owens- 
Ford. None of these had much ef- 
fect on ‘°51 billings. It resigned 
the State of Maine potato account 
Mullins Mfg., Ironrite, Maine Sar- 
dine Packers and Barclay divi- 
sion of Hiram Walker all ex- 
panded. Goebel Brewing went into 
the West Coast market. 


Cecil & Presbrey, New York, 
billed an estimated $18,000,000 in 
195i, against an estimated $15,- 
000,000 in 1950. Its radio and TV 


4 _ expanded, as Bymart, Syl- 


iia, Amm-i-dent and others 

ved more confidently into the 

lium. Among the accounts ac- 
@Wred were John Robert Powers 
Ppducts, Red Top Brewing, Mc- | 
mick teas, spices and agricul- 
al products, and Nemo Foun- 
ons. The agency lost Nestle 
Chas. Scribner's Sons. It has 
employes. 


nnen & Mitchell, New York, | 
od an estimated $17,500,000 in| 
1, compared with $16,000,000 
nated in 1950. It had expanded 
ings on Lorillard, including a! 
year of cigar promotion. It! 
named by R. T. French for | 
»w product. John F. Trommer 
was bought by Piel Bros., and | 
L&M. Esquire Inc. and News-| 
k also left the agency. L&M has 
employes. 


rdner Advertising Co., St.) 
is, had $16,500,000 in 1951 bill- 
, up from $13,100,000 reported 
950. The increase resulted from 
ansion of existing accounts. It 
Tost Cook Chemical Co. and Stoke- 
ly-Van Camp. It has 210 employes. 


Cockfield, Brown & Co., Mon- 
treal, billed $15,700,000 in 1951, 
compared with $14,800,000 in 1950 
It acquired Hatch & Co. Ltd., Gay- 
lord Products of Canada Ltd., 
David & Frere Ltd., the Rubber 
Assn. of Canada, Abitibi Power 
& Paper Co. Ltd., Provincial Paper 
Ltd., Harriet. Hubbard Ayer of 
Canada Ltd., Canada _ Packers 
Ltd., Canadian Industries Ltd., the 
chemicals division of Alchem Ltd. 
and Trans-Canada Pipe Lines Ltd 
It resigned Catelli Food Products 
Ltd. and Miles Laboratories Ltd. 
(Alka Seltzer division). It has 
365 employes and tops the list 
of Canadian agencies represented 
in AA's roundup 


Donahue & Coe, New York, 
billed $15,500,000 in 1951, com- 
pared with $14,000,000 in 1950. No 
accounts were lost, and Holland- 
America Lines, Puerto Rico Visi- 
tors Bureau and Stoppers Inc 
were added when Walter Weir 
Inc. merged with D&C in the fall. 
The agency has 175 employes 


Ross Roy Inc., Detroit, billed 
$15,374,000 in 1951, compared with 
$13,130,000 in 1950. These are dif- 
ferent figures than those previous- 
iy published by AA, but Ross Roy 
is an unusual agency, and here's 
the explanation: Ross Roy works 
on a fee basis on merchandising, 
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direct mail and sales promotion. ; ployes. billed $15,000,000 in 1951, up $1,- 000 in 1951. It had another fine 
In 1951, “billings” amounted to 000,000 from the 1950 figure. The new business year, adding Schen- 
$8,132,000, while capitalization of| Needham, Louis & Brorby, Chi- agency has only four accounts, ley billing, Kaywoodie, MacGreg- 
income for the other part of the cago, billed $15,000,000 in 1951, having acquired Nestle in August. or sportswear, and Anchor Hock- 
business amounted to $7,242,000. compared with $11,500,000 in 1950,|Otherwise it has Colgate-Palmol- ing. It has 235 employes. 

In the previous year, “billings” and said in its annual report ive-Peet (Halo, shave cream, Ajax) 

accounted for $6,719,000. The bill- | that it is likely to do $19,000,000 cleanser, Veto, Cashmere Bouquet. MacLaren Advertising Co. Ltd., 
ings proportion of the agency’s in 1952. The agency acquired Nes- and Colgate tooth powder), a siz- Toronto, billed $13,218,000 in 1951, 
work has been increasing, while|co Inc. from Roche, Williams & able chunk of Quaker Oats, and compared with 1950’s $11,430,000. 
the fees have been relatively stat- Cleary; Household Finance and Oscar Mayer & Co. It has a staff The agency reports it added no 


ic. The totals for the past four | Marathon Corp. from LeVally. The of 145 in two offices. major accounts, nor did it lose any, 
years are: 1951, $15,374,000; 1950,| agency has 200 employes. the increase coming from expan- 
$13,130,000; 1949, $12,814,000; 1948, Grey Advertising, New York, is sion of existing clients. It has 230 


$9,776,000. Ross Roy has 325 em-| Sherman & Marquette, Chicago, estimated to have billed $14,500,- employes. 
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J. M. Mathes Inc., New York, |ican Biltrite Rubber Co. 


billed $12,500,000 in 1951, com- 
pared with $11,300,000 in 1950. It 
added Coolerator in October, got 
Northam Warren, and lost the Eu- 
ropean Travel Commission and 
Preen. 


Al Paul Lefton Co., Philadel- 
phia, billed $12,500,000 in 1951, up 
from the $11,000,000 reported in 
1950. Billings of clients increased, 
but the agency also added Welch’s 
wine, RCA Service Co. and Amer- 


Russel M. Seeds Co., Chicago, 
billed $12,000,000 in 1951, up from 
the $11,000,000 reported in 1950. 
The agency added Bowes Indus- 
tries, Helene Curtis, Walt Disney, 
the Skelton show, Norge, United 
Pharmacal, and later Admiral. 
Sheaffer and Brown & William- 
son budgets were up. Seeds has 
a contract with Skelton, and ap- 
parently uses a capitalization for- 
mula to compute total billings. 


Warwick & Legler, New York, 
billed “between $11,500,000 and 
$12,000,000" in 1951, compared 
with the $10,000,000 reported in 
1950. The agency lost no accounts, 
but its account expenditures in- 
creased and it added Los Angeles 
Brewing Co., Kingan & Co. and 
Ex-Lax. It has 135-140 employes. 


phia, is estimated to have billed 
$10,300,000 in 1951, compared with 
the estimated $10,200,000 in 1950. 


A portion of the Campbell soup 


73 


Campbell-Mithun, Minneapolis, 


business went to Compton, and /|billed “over $10,000,000" last year 
Wheelock lost Adam Hat at year-|and says that AA’s 1950 estimate 
end, but it acquired Adam Scheidt | of $7,500,000 was “much too low.” 
Brewing and Campbell expanded. | It added Trane Co. from Tatham- 


Doremus & Co., New York, 
billed $10,230,261 in 1951, com- 


Laird. 
Abbott Kimball Co., New York, 


pared with $8,664,424 in 1950. It|billed “about $10,000,000” in 1951, 
added Otis, McAllister & Co., Kip-| “about the same as in 1950,” when 
Ward Wheelock Co., Philadel-| linger Washington Agency and 


Doehler-Jarvis Corp. It lost Mos- 


| 


AA estimated the agency at more 
than $9,000,000. Abbott Kimball, 


ler Safe Co. and Bellows & Co.| however, had a good year at new 


Doremus has 158 employes. 


The Chronicle’s “Best Circles’’ 
circulation is geared closely 
with today’s market development 
pattern...the trend to the suburbs. 
And the character of 

The Chronicle selects for you 
the better-prospect, better- 
fixed families...throughout 
the 50-mile-radius Trading Zone’ 
and in preferred City Zone districts! 


Guest Editor Ewald 
—agency man pinch-hits for The Chronicle’s Leon Pinkson, 
dean of U.S. automobile editors 


Elimination of Countless Traffic Snags 


—pioneered by The Chronicle’s Pinkson 


Union Square Garage 


—pioneered by The Chronicle’s Pinkson 


Bayshore Highway 
—pioneered by The Chronicle’s Pinkson 


—pioneered by The Chronicle’s Pinkson 


The Chronicle 


roadway Tunnel 
—pioneered by The Chronicle’s Pinkson 


trated in 


Golden Gate Bridge, San Francisco Bay Bridge 


*Over 70% of market popula- 

tion... three-fourths of motor 

car registrations...are concen- 
ing Zone 


CHICAGO + PHILADELPHIA - DETROIT * ATLANTA - SAN FRANCISCO * LOS ANGELES 


business, adding Schieffelin & Co., 
Steuben division of Corning Glass 
Works and Holland Herring Fish- 
eries Assn., but losing Northam 
Warren. It has 104 employes. Dur- 
ing the year, G. Lynn Sumner 
and son closed their agency and 
joined Kimball with several ac- 


| counts. 


| Pittsburgh, billed 


| 1950, 


Ketchum, MacLeod & Grove, 
“over $10,000- 
000” in 1951, on AA’s formula, In 
the agency reported “be- 
tween $7,500,000 and $10,000,000.” 
The increase in 1951 in dollars— 


‘though not percentage-wise—was 


Sales 


Activity 


at 


that’s w 
you like about 
the South’s 


Baton Rouge 


Name your index—and Batpn 


Rouge stands out as a qualify 
market. Take retail sal 
285% in a decade. Take eff. 
tive buying income: $5167 


family and $1519 per capita, 
each 15% above the U. S. av- 
erage. Take bank deposits— 
up 370.5% in a decade. Take 
industrial expansion—$127 
million will be spent in 1952 
by just 12 of Baton Rouge’s 
industrial firms. Take popula- 
tion—up 257% in a decade. 
With exclusive NBC and 
local programming, reaching 
the largest overall audience of 
any station in the market. 


WJBO effectively delivers one 


| of the nation’s fastest growing 


trading areas. For sales ac- 


tivity of your own, come South 


5,000 watt affiliate in Baton Rouge, La 


WBRLIFM) 


AFFILIATED WITH THE STATE-TIMES AND MORNING ADVOCA 
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FURTHER DATA FROM OUR NATIONAL REPRESENTATIVE SIM 
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WSYR 


‘COVERS ALL OF 


Rich Central New York 


well represented)—on agricultural center—oa distribution 
center. Booming department store sales should be your tip- 
off. It is worth your best selling efforts—applied over the 
station that blankets the market, WSYR 


WSR ACISE 


Central New York is a big target for any national 
advertiser. it is a stable, diversified market—an 
industrial center (all 20 industrial classifications 


the greatest in any single year 
in the agency’s history, George 
Ketchum, president, commented. 
It lost no major account. KM&G 
was Westinghouse’s agency in the 
historic TV experiment in col- 
laboration with the NCAA. 


Roche, Williams & Cleary, Chi- 
cago, again reports billings “in ex-| 
cess of $10,000,000” in 1951—the | 
same amount and phraseology em- | 
ployed in 1950. The agency added 
Deepfreeze and Py-O-My in April, 
the same month it lost Nesco. It 
has about 100 employes. 


D. P. Brother & Co., Detroit,| 
reports that in its fiscal year 1951 | 
it billed $10,006,244. Comparable | 
billings in 1950 were $11,941,059, | 
the agency says. AA omitted D. P.| 
Brother from the listings last year. 

Fletcher D. Richards Inc., New | 
York, billed “more than $10,000,- | 
000” in 1951 and was estimated at | 
$9,700,000 in 1950. It added Peter | 
Fox Brewing Co., Chicago, and | 
American Machine & Foundry. It 
lost Schieffelin. It has 160 em- 
ployes. 
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Agencies Which Billed 
$5,000,000 to $10,000,000 in 1951 


(Listed Alphabetically) 
Copyright, 1952, by Advertising Publications Inc. 


Anderson & Cairns 

Aubrey, Finley, Marley & 
Hodgson 

Beaumont & Hohman 

W. Ear! Bothwell Inc. 

Bozell & Jacobs 

Brisacher, Wheeler & Staff 

Buchanan & Co. 

Buchen Co. 

Calkins & Holden, Carlock, Mc- 
Clinton & Smith 

Caples Co. 

Harry B. Cohen Advertising Co. 

Doherty, Clifford & Shenfield 

Doremus & Co. 

Dorland Inc. 

John C. Dowd Inc. 

Ellington & Co. 

Ewell & Thurber 

Federal Advertising Agency 

Gray & Rogers 


Mather 
Hirshon-Garfield 
Charles W. Hoyt Co. 
Hutchins Advertising Co. 
Kastor, Farrell, Chesley & Clif- 
ford 
Joseph Katz Co. 
Lambert & Feasley 
MacFarland, Aveyard & Co. 
Marschalk & Pratt 
McConnell-Eastman & Co. 
McKim Advertising Ltd. 
Meldrum & Fewsmith 
John F. Murray Advertising 
Agency 
Robert W. Orr & Associates 
Pedlar & Ryan 
L. W. Ramsey Advertising 
Agency 
Knox Reeves Advertising 
Sterling Advertising 


Tatham-Laird 
Geoffrey Wade Advertising 
Weiss & Geller 


Henri, Hurst & McDonald 


Griswold-Eshleman Co. 
|| Hewitt, 


Ogilvy, Benson & 


42 Ad Agencies Billed 
$5-10,000,000 in 195] 


AA Study Finds Largest 
N neo t ne ; , reorganized, and still headed by 
umber Ever in ‘Medium Duane Jones, it is moving at about 


Group for Past Year & $2,008,000 clip. 

Scheideler, Beck & Werner—a 
|Copyright, 1952, by Advertising| group largely formed out of the 
| Publications Inc. Quotation or re- Jones agency—began with $5,- 
| production expressly prohibited. | 500,000 in billing. For a four- 
| | month period, its business life in 

New York, Feb. 21—Last year 1951, its billing would have been 
there were 42 agencies in the| Under $2,000,000—and it is not 
$5,000,000 to $10,000,000 bracket, | listed for that reason. 
|five more than the number re-| It perhaps should be noted that 
| ported in 1950. several of the agencies in this 
| Of 1950’s group, five billed| group are within easy striking dis- 
| more than $10,000,000 in 1951, and| tance of the $10,000,000 mark: 
|are to be found in the over $10,-| Geoffrey Wade Advertising, Jos. 
| 000,000 section—Ross Roy, Flet-| Katz Co., Hirshon-Garfield, Henri, 
|cher D. Richards, Abbott Kimball | Hurst & McDonald, Ellington, Do- 
|Co., Ketchum, MacLeod & Grove, herty, Clifford & Shenfield, and 
}and Albert Frank-Guenther Law.| Bozell & Jacobs. 
| There were nine new agencies in 
| the group—Anderson and Cairns;|® Here are the agencies in this 
Calkins & Holden, Carlock, Mc-| bracket, in alphabetical order: 
Clinton & Smith; Harry B. Cohen 
Advertising Co.; John C. Dowd Anderson & Cairns, New York, a 
Inc.; Gray & Rogers; Hewitt, Ogil-| merger of Anderson, Davis & 
vy, Benson & Mather; McConnell,| Platte and John A. Cairns & Co., 
Eastman & Co.; and John F. Mur-| billed an estimated $6,000,000 in 
| ray Advertising Agency, which has | 1951. It increased its radio-TV 
never previously been listed. Bri- | billings substantially during the 
sacher, Wheeler & Staff, which re-| year, notably for Masland carpets, 
ported $11,800,000 for 1950, did| Rootes Motors (Hillman Minx 


not supply figures this year, but|cars), General Shoe Corp. 
is estimated below the $10,000,000 | (Friendly shoes), and Columbia 
mark. Tobacco Co. (du Maurier cigarets). 


| While it resigned the carpet ac- 
s Another agency has arbitrarily | count of Alexander Smith & Sons 
been inserted in this group—the|Co., which billed $1,000,000 an- 
Duane Jones Co., which was bill-| nually, A&C added the Barrett di- 
ing at the rate of more than $11,-| vision of Allied Chemical & Dye 
000,000 annually when internecine | Corp., Dobeckmun Co. (cellophane 
warfare broke out, and the agency | and plastics), Utica Knitting Mills, 
resigned or lost all its accounts.| Atlantic Products Corp. (Val- 
Figured on an eight-month basis,| A~-Pak sport luggage and golf 
‘the Jones agency would have| pags) and Facit Inc. (Swedish 


BENTON & BOWLES, INC. 


PRESTO 


CAKE FLOUR 
through 


50,000 WATTS 
through 


| calculating machines). It employs 
| 93 in its New York office and an 
| additional 10 in its branch offices, 
|}operated as Anderson, Smith & 
| Cairns Ltd., in Montreal and Tor- 
onto. 


| Aubrey, Finley, Marley & Hodg- 
|son, Chicago (formerly Aubrey, 
| Moore & Wallace), had $5,250,000 
}in billings in 1950 and remained 
| at approximately that figure last 
| year (“if I had to go to court to- 
| morrow I couldn’t say for sure yet 
what the figure was,” James Aub- 
rey, chairman, told AA). The agen- 
cy lost International Harvester’s 
industrial power advertising, but 
continued on IH refrigerators, and 
other accounts increased their bill- 
ings. 
i (Continued on Page 78) 
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king studios 


a DElaware 7 -0400 


detroit 
1928 guardian bldg. 
new york 
34 east 5ist street 


artwork 


the lorgest staff of top artists . . . 
anywhere! If your order is for a line 
of lettering you'll have the finest, 
for a four color illustration— superb. 


photography 

the roll call reads like o list from 
Who's Who in the field. Behind 
scenes is a completely equipped 
kitchen, stylists, set builders—every- 
thing geared to perfection. 


display 
creative men steeped in the art of 


merchandising offer complete fol- 
low through from idea to distribution. 


Under one fabulous roof (which we 
admit is ours) you'll find every available 


business .. 


service in the creative advertising field. Once y 
try one or all of our many facilities we féel 
it’s only natural that you'll come back to us agaim. 
so many ways (some we're sure you do 
n know about) we can handle the biggest 
dgcount or the small budget-minded accou 
that thinks BIG and wants the be 
Take a quick look at the servic 
listed below—then let’s talk this ov 
We'll be so happy to show you how it’s 
real value to you to make your 


. our business. 


motion pictures 
original idea, script writing, story 
boords, art to final film. Experts in 
every depaortment—oll under one 
roof. 


slide films 
sales training or promotional films 


planned or your idea produced 
vividly, visually. 


television 


co baby growing in a big way. 
Have you seen “Old American Barn 
Dence”? Thot's just one of ovr 
package shows. ae 


publications 


Accent on detail here. Highly spe- 
cialized minds (you'd hate to meet 
in a poker gome) prepore and pro- 
duce training, sales and mainte- 
nance manvols. 


modestly 
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* Home Power, of course, when you talk 
about the New York Journal-American 
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F you’re out to better your sales record 
in New York, more power to you... 
Home Power, that is, through the home-going 
Journal-American. 
Carried into the home, the Journal- 
American is read and shopped by every 
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member of more than 700,000 heavy-earning, 
heavy-spending families . . . far more families 
than you can reach through either of the two 
other evening newspapers. 

Take, for example, New York’s eight 
best suburban counties . . . first in buying 
potential and retail sales. According to the 
latest ABC audit, the Journal-American sells 
more newspapers there than the two other 
evening papers combined. 

You’re bound to sell more if you're 
homeward bound with the home-going 
Journal-American! 
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\ HEARST NEWSPAPER] 
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Agency Billings... 


(Continued from Page 74) 
Beaumont & Hohman, Chicago, 
reported 1951 billings of $6,073,- 


¢ 000 compared with 1950 billings | 
of $5,512,000. The increase was) 
almost entirely due to the McKes- 
son & Robbins campaign with 
four other manufacturers—a kind 
oo of windfall. No major accounts 
were added or removed. Beaumont 


& Hohman has 110 employes in 12 
U. S. offices. 


W. Earl Bothwell Inc., New 
York, billed just over $5,000,000 
in 1951, up from just under $3,- 
000,000 in 1950 (the agency very 
nearly doubled its billing last 
year). Its major clients expanded 
budgets, and the agency 
good new business year, racking up 
Holland House Sales Co., 


had a| 


Burry | 


Biscuit Corp., Tetley Tea Co., Kiwi} 


\D-VER 


Using 


mas! 


Lis Eis 


‘AD VE TES be 


in Selected Areas! 


shoe polish, Kenwill Corp.'s Magi- 
koter (the last three from Duane | 
Jones), Previews Inc., Dulaney) 
Frozen Foods, Rhinelander Brew- 
ing and others. The Pittsburgh of- | 
fice—the home of the agency some | 
20 years ago—was discontinued in| 
1951. In its second year under new | 
management, the agency figures | 
it ought to hit the $7-8,000,000) 
mark. It has 64 employes. 


Bozell & Jacobs, Omaha, billed | 
$9,370,000, compared to 1950 bill- | 
ings of about $7,000,000. It lost 
no major accounts, and added! 
Samarkand Rug Co., Barton Dis- 
tillers, Maico Co., International 
Gift of the Month Club, among 
others. It had increased billings 
on Wall Street Journal, and Mu- 
tual Benefit Health & Accident 


Assn. helped, and it had first-year | 
full billings on Cedergreen Frozen | 
Pack Corp., Skinner Mfg. Co., and | 
Northern Natural Gas. Morris E.| 
Jacobs, who heads the agency, be-| 
lieves 1952 billings will reach $11,-| 
000,000. It has 150 employes. 


Advertising Age, February 25, 1952 


Brisacher, Wheeler & Staff, San 


Francisco, refused to supply data, | 


but is estimated as belonging in 
the $5-$10,000,000 bracket. The 
agency has a long list of accounts, 
the largest probably being Van 
Camp Sea Food. 


Buchanan & Co., New York, 
billed $8,000,000 in 1951, com- 
pared to $7,500,000 in 1950. It 
gained Link Aviation, and lost 
Rainier Brewing in San Francisco 
to Brisacher, Wheeler & Staff. It 
has 125 employes. 


Buchen Co., Chicago, billed 
about $9,700,000—approximately 
the same amount as 1950. It added 
Mansfield Tire & Rubber Co. and 
smaller accounts, and lost no client 
affecting 1951 billing. It has 115 
employes. 


Calkins & Holden, Carlock, Mc- | 


Clinton & Smith, New York, billed 
more than $8,000,000 in 1951, with 
no comparable billing for 1950, 


when the agency was formed. It! 


added Marshall Field & Co. in- 


The 17 most important 
2 Negro markets 
© New York * Chicago 
/ * Philadelphia * Detroit 
* Cincinnati * Los Angeles 
* Baltimore © St. Lovis 
“J * Sen Francisco * Birmingham 
: * New Orleans * Memphis 
} * Atlanta * Cleveland 
* Houston © Pittsburgh 
* Washington, D.C. 


THE SATURDAY EVENING 


§ Now delivering over 


500,000 


COPIES PER ISSUE 


“PUBLISHERS OF EBONY - TAN - JeT 


in the achive 
Negro tatket/ 


Continued circulation growth now at the all time high 
of over 500,000 copies per issue shows the outstand- 
ing dominance of EBONY in the 15 billion dollar 
Negro market. EBONY MAGAZINE is the widest 
read Negro pubiication in the world. Its forceful pic- 
ture story editorial technique attracts and holds read- 
ers and gets sales results for national advertisers. If 
you are looking for more sales in a tremendously 
expanding, money-spending market, then your national 
advertising is incomplete without EBONY coverage! 
Have an EBONY representative callon you with an eye- 
opening story on this sensational publishing success. 


Johnson Publishing Company, Inc. 


1820 S. MICHIGAN AVE,, CHICAGO + SSW. 42nd ST., NEW YORK + 427 W. Sth ST., LOS ANGELES 


| Stitutional, Fieldcrest Mills, and 
the Stokely division of Stokely- 
Van Camp. It lost Kaye-Halbert 
Corp. It has 85 employes. 


Caples Co., Chicago, which was 
estimated by AA at “about $5,000,- 
000,” is again estimated as belong- 
ing in the $5-$10,000,000 group. 
The agency has an _ iron-bound 
policy against releasing figures. 


Harry B. Cohen Advertising Co., 
New York, is estimated to have 
billed $5,500,000 in 1951, up from 
$3,500,000 in 1950. It added Pear- 
son Pharmacal’s Ennds and Lydia 
Pinkham Medicine Co., had in- 
creased billing on Grove Labora- 
tories and Utica Club beer, and 
Vitamin Corp. of America was 
running full throttle when Cohen 
| resigned it in November. He also 
| lost Sanapak (Doeskin Products). 
Cohen has 83 employes—compared 
to 45 last year. 


| Doherty, Clifford & Shenfield, 
|New York, billed $9,100,000 in 
| 1951, compared to $7,900,000 in 
| 1950. During the year it added 
| Borden’s instant coffee, and got 
| Pharmaco Inc. (Feen-a-mint and 
| Chooz) when the Duane Jones 
| agency exploded. DC&S has 126 
employes. 


Doremus & Co., New York, had 
its biggest year in 1951—report- 
ing a 16% gain, according to W. 
H. Long Jr., president. Applying 
this percentage to reported 1950 
billings—$6,500,000—would give 
Doremus in excess of $7,500,000 in 
1951. During the year, the com- 
pany adopted a profit-sharing plan 
| with pension features. It lost Mu- 
| tual Life to Benton & Bowles. 


Dorland Inc., New York, billed 
between $5,000,000 and $6,000,000 
in 1951 as it did in 1950. It lost no 
major account, added Charis Corp. 
and Cohn-Hall-Marx’ men’s divi- 
sion. Dorland has 42 employes. 


John C. Dowd Inc., Boston, and 
Dowd-Redfield-Johnstone in New 
| York billed $6,000,000 in 1951, up 
| from $4,500,000 in the preceding 
| year. The agencies added 11 ac- 
counts, among them S. Stroock & 
Co., Northeast Airlines and Reeves 
Soundcraft Corp. The agencies 
have 53 employes in Boston, 55 in 
New York. 


Ellington & Co., New York, re- 
ported billing of “about $8,000,- 
000” in 1951, compared to $7,- 
000,000 in 1950. Added a number 
of accounts, including Bayuk cig- 
ars from Neal D. Ivey, but billing 
won't begin on,.most of these until 
1952; the gain? are primarily due 
to the accounts acquired late in 
1950. Ellington has 126 employes. 


| Ewell & Thurber, Chicago, billed 

$5,480,620 in 1951, up from $4,696,- 
| 597 in 1950—when AA overstated 
| its billing by some $300,000. Ex- 
{pansion of existing accounts is 
| credited with the gain. It has 90 
| employes. 


| Federal Advertising Agency, 
|New York, billed $6,000,000 in 
| 1951, compared with $8,000,000 in 
1950. Federal—which dropped 
| from the $10,000,000 and up group 
last year—lost Pan-American Cof- 
fee Bureau and Schenley’s Cream 
of Kentucky. 


| Gray & Rogers, Philadelphia, 
| moved up to $6,069,203 in 1951, 
| compared with the $4,662,000 re- 
ported to AA in 1950. This figure 
| (for 1950) was reported by the 
agency this year as $5,000,000. The 
| big factor in the gains reported 
| this year was new business; Gray 
& Rogers tacked on 14 major ac- 
|counts during the year, including 
| Aberfoyle Mfg. Co., Berylium 
| Corp., Hunt & Winterbotham, and 
| Raymer Pharmacal Co. It lost Al- 
| lied Florists of Greater Philadel- 
| phia. It has 115 employes. 
| 
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Ten Fat Years 


for the 


South - 


The Progressive Farmer has performed a vital role in 
this great progress. Better farm management, crop diversi- 
fication, farm mechanization and farm electrification are 
keynotes of the editorial policy of the South’s leading maga- 
zine. Today this policy bears fruit, as Southern farm families 
set the pace for the rest of the country. 


Leading advertisers recognize The Progressive Farmer’s 


*The South is predominantly 
rural in population and trade. 


New census figures reveal amazing facts about the tremendous growth of 
the rural South* During the 10 years prior to the 1950 census, the rural South... 


gained 12.5% in owner-operated farms 
compared to a gain of .7% for the rest of the U. S. 


gained 235.8% in electrified farms 
compared to a gain of 56.6% for the rest of the U. S. 


gained 13.7% in farm-owned automobiles 
compared to a loss of 4.7% for the rest of the U. S. 


gained. 153.9% in farm-owned trucks 
compared to a gain of 86.1% for the rest of the U. S. 


gained 222.3% in farm-owned tractors 
compared to a gain of 107.6% for the rest of the U. S. 


powerful influence in the up-and-coming rural South. The 
Progressive Farmer leads all U.S. farm magazines in gains 
in advertising linage, 1950 over 1949, 1951 over 1950...and 
in total post-war gains. 

It will pay you to GROW SOUTH! Place more of your 
advertising in The Progressive Farmer to sell 1,190,000 
prosperous Southern rural families. 


Glidden Grows South! 


“Our sales records show the tremendous growth of the 
rural South as a market for paint, food and the many 
other items we manufacture. Also, The Glidden Company 
purchases raw materials in large volume from Southern 
agricultural areas, and we are fully aware of the 
improved financial condition of the Southern farmer. 

We know that we are now obtaining just a portion of the 
potential volume in the area. Our production and marketing 
plans for 1952 include vigorous efforts to develop our 
position in the South in order to capitalize on the 

great opportunity which exists.”’ 


DWIGHT P. JOYCE, President 
The Glidden Company 


The SOUTH subscribes to The Progressive Farmer - 
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Griswold-Eshleman Co., Cleve- 
land, billed close to $7,500,000 in 
1951, up from $7,000,000 reported 
in 1950. It added Farm & Ranch 
Publishing Co., and lost Thomp- 
son Products. It has 92 employes. 


Henri, Hurst & McDonald, Chi- 
cago, is estimated to have billed 
$8,000,000 in 1951; the agency re- 


ported a 16% gain over 1950. It 
had full-year billings on Thor 
Corp., and added the Chicago, 


Rock Island & Pacific Railroad Co 
from Caples. It has 125 employes 


Hewitt, Ogilvy, Benson & 
Mather, New York, billed $6,215,- 
773 for 1951's calendar year. In 
fiscal 1950 it billed $4,890,000. The 
agency had expanded billings on 
Helena Rubinstein, Sun Oil Co 
and Chase Bank, and experienced 
a notable new business year, add- 
ing Cohn-Hall-Marx, S. Augstein 
& Co., British Travel Assn., McKet- 
trick-Williams, Blousemaker Inc 
and Fawcett Publications. It lost 
Lea & Perrins and Station WPIX 
It has 85 employes. 

Hirshon-Garfield, New York, 
billed “a little over $8,000,000,” in 
1951, about the same figure re- 
ported in 1950. It added BVD, 
Bonoi! Packing Corp., and U. S 
Time—all of which were added at 

ear-end, It lost Champ Hats and 
fn Sportswear (David Don- 
). Champ will be replaced by 
Inannounced new account. The 
agéncy has 125 employes. 


arles W. Hoyt Co., New York, 
bilfed $6,922,375 in 1951, compared 
to $5,700,000 in 1950. The agency 
at#fibutes the increase to both ex- 
pa@sion and new business. Among 

new accounts were Jamaica 
Te@rist Bureau, Kirkman division 


OFF Colgate-Palmolive-Peet from 
ningham & Walsh in a C-P-P 
fle, and O-sy1 division of Lehn 

@Wink (the latter two accounts 


billing in 1952). It has 100 


loves 


utchins Advertising Co., Roch- 
r, reported billings “in excess 
Of 9$5.000,000" in 1951, the same 
HM reported in 1950. Philco was |! 
ying aggressively, and the agen- 


ty@dded five new accounts—Dol- | 
linger Corp., H. B. Graves Co., E. | 
J.eScheer Co. Projansky Inc.,| 


Lower your 
production 
costs 


Add to the quality of 
your point-of-sale 
displays, car cards, 
calendars, price cards 

: with 
FALPACO 
COATED 
BLANKS 


Ask your distributor 


for samples and prices 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18, N.Y 
MILLS—FITCHBURG, MASS 


Howe & Bassett, all of Rochester 
It lost Electromode Corp., and has 
77 employes. 


Kastor, Farrell, Chesley & Clif- 
ford, New York, billed $5,300,000 
in 1951, compared to $5,100,000 
in 1950. It added several new ac- 
counts—Pierce’s Proprietaries, 
Royal China, Crown Luggage, Ar. 
Winarick Inc., which introduced a 
new product, Fore (a before and 
after shave lotion). The agency 
lost no accounts, and has 52 em- 


ployes 


Joseph Katz Co., Baltimore, 
billed $9,000,000 in 1951, holding 
even with 1950 billings. The agen- 
cy lost Ex-Lax and Air King, but 
new business, Mr. Katz told AA, 
made up for the losses. Among the 
new business: Seamprufe Inc., 
Tele-King, Comfy Mfg. Corp., 
Tilghman Sales Co. 


Lambert & Feasley, New York, 
billed “about $6,000,000,” up from 
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$5,000,000 reported in two pre- 
vious years. Little of the gain was 
due to new business, most coming 
from expansion of existing ac- 
counts; the agency had full-year 
billings on J. A. Wright & Co. and 
DeVilbiss Co., and United Dis- 
tillers turned loose a new drive 
for J. W. Dant bourbon. It has 60 
employes. 


MacFarland, Aveyard & Co., 
Chicago, billed approximately $5,- 
000,000 in 1951—the same amount 


| Drewrys Ltd., 


AA estimated it billed in 1950. It 
added United Wallpaper and 
and lost no ac- 
counts. It has 60 employes. 


Marschalk & Pratt, New York, 
is estimated to have billed about 
$6,500,000—up from the $5,000,000 
estimated last year. It lost no ac- 
counts, and added Hartford Fire 
Insurance Co. and Hartford Acci- 
dent and Indemnity Co., as well 
as Sargent & Co. It has 75 em- 
ployes. 


; 
} 
; 
! 
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ar saved.. 
... but the facts 


to saving Metal 


Vision and planning 
pay off for Saco-Lowell. 
Investing more than $1,- 
000,000 a year for five 
years, this leading textile- 
machinery manufacturer has 
retired 1,743 machines, 
replaced them with 27% 
fewer, but more productive, 
new ones. Here, more than 
200 discarded machines 
attest to modernization 
progress at Saco-Lowell. 
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McConnell, Eastman & Co. Ltd., 
Toronto, is estimated to have billed 
$6,500,000 in 1951. The agency, 
represented in this compilation 
for the first time, added 34 ac- 
counts last year, ranging from 
Gotham Hosiery Co. of Canada 
Ltd. to the Community Chest of 
Greater Winnipeg. The agency has 
125 employes. 


McKim Advertising Ltd., Toron- 
to, which in 1950 reported billings 
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000, and in 1949 reported $7,000,- 
000-$8,000,000 billings, did not re- 
ply to AA’s questionnaire or tele- 
grams, but is presumed to be in 
this group. 


Meldrum & Fewsmith, Cleve- 
land, billed $8,200,000 in 1951. In 
1950, the agency reported $6,800,- 
000. While it lost Durkee Famous 
Foods division of Glidden to Leo 
Burnett Co., it gained Pilsener 
Brewing and Thompson Products. 


John F. Murray Advertising, and magazines also are used. 
Agency, New York, whose client 
list includes Ives-Cameron and Robert W. Orr & Associates, 
Whitehall Pharmacal Co., has esti- New York, billed $6,201,296 in 
mated billings of more than $5,- 1951, increasing from $5,371,000 in 


| 000,000 in 1951. The same figure 1950. It added Pan-American Cof- 


is probably a close one for the fee Bureau, although the new bill- 
1950 billings, which were not pub- | ing doesn’t start until April of 
lished in AA last year. Whitehall, this year. It has 78 employes. 
through Murray, continues as a 

large spender in radio, both net-| Pedlar & Ryan, New York, is 
work (four daytime serials, plus estimated to have held even at the 
NBC’s “tandem”) and spot (more $6,000,000 estimated by AA in pre- 


between $5,000,000 and $10,000,- National Supply Co. was resigned.| than 700 stations) 


Newspapers | vious years. 


S ...51,000,000,000 a year 


on how to do it are well on the way 


working more than this in machining costs alone 


In business, nothing builds courage and vision like 
facts. And no group of men in industry are better 
supplied with the facts on how to lower costs and 


increase efficiency than the production executives . 


who manufacture America’s vast array of metal 
products. 

These facts come to them in the pages of 
AMERICAN MACHINIST... a Magazine whose great 
editorial power builds superior advertising values 
for you, and for every advertiser who sells to the 
giant Metalworking INDUSTRY. 

A good example of this editorial power is 
AMERICAN MACHINIST’s reporting on the vital sub- 
jects of mechinery replacement and a wider adop- 
tion of high-speed machining: 

In late 1949 . . . after completing the most ex- 
tensive editorial research ever undertaken in the 
metalworking field*. .. AMERICAN MACHINIST gave 
Metalworking the startling facts about the obso- 
lescence of this industry’s production facilities .. . 
with 42% of its 3,000,000 major production ma- 
chines 10 or more years old. 

In more than 60 brilliant articles and special 
reports since late 1949, AMERICAN MACHINIST has 
printed the facts on what machine-tool replace- 
ment, and a full utilization of the tremendously 
increased machining speeds of which modern ma- 
chine tools are capable, could mean in lowering 
production costs and boosting output dramatically. 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 
MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND THE ASSOCIATED BUSINESS PUBLICATIONS 


Machine-tool manufacturers will tell you that 
the editorial pages of AMERICAN MACHINIST have 
been a major force behind Metalworking’s spec- 
tacular drive to replace old machines with new. 

Metalworking’s production executives will tell 
you that AMERICAN MACHINIST has spurred them 
to try ... and to adopt increasingly . . . the high- 
speed machining techniques which can easily cut 
$1,000,000,000 a year from this industry’s present 
machining costs alone.** 

And over 600 advertisers will tell you that the 
big, and highly responsive, readership its editorial 
power attracts has made AMERICAN MACHINIST 
a great advertising force in selling to America’s 
biggest industry. 

Thousands more metalworking men subscribe 
to AMERICAN MACHINIST than to any other metal- 
working magazine. Advertisers invest more dollars 
in its pages than in any other metalworking pub- 
lication. The advertising values its editorial vital- 
ity generates will sell your products at lower costs. 
Ask our representative in any McGraw-Hill office 
for all the reasons why. 


*The American Machinist Mid-Century Inventory of Metal- 
working Production Equipment. Copies of this only in- 
ventory of its kind are available on request. 


**Ask us for a copy of “Machining Costs a Billion a Year 
Too Much.” 
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, LL. W. Ramsey Advertising 
Agency, Davenport, la., and Chi- 
cago, reports 1951 billings of $6,- 
754,000. This compares with a fig- 
ure of $6,365,178 in 1950 (a year 
for which Ramsey previously re- 
ported billing of $7,000,000). The 
agency added Sawyer Biscuit Co 
(western division), Meeter Bros 

| & Co., and Kaukauna Dairy Co. 


| Knox Reeves Advertising, Min- 
neapolis, billed $6,090,776 in 1951, 
| up from $5,989,225 in 1956. This is 
due to expansion of existing ac- 
| counts. Knox Reeves, which han- 
dles a sizable portion of Genera! 
Mills billing, has 97 employes 


Sterling Advertising Agency, 
New York, reportedly billed be- 
| tween $5,000,000 and $5,500,000 in 
'1951 although this figure is not 
broken down between actual bill- 
ings and fees charged certain of 
its fashion clients. The agency re~ 
ports a total of about 100 employes. 

Tatham-Laird, Chicago, billed 


$7,278,516 in 1951, compared to 
5,059,887. Existing accounts—no- 


| tably Parker, Toni and Swanson— 


showed increases. Two new ac- 
counts were added: Max Factor 
Cosmetics and Geo. Wiedemann 
Brewing Co. It resigned Trane Co., 
which went to Campbell-Mithun 


Geoffrey Wade Advertising, 
Chicago, was estimated (as Wade 
Advertising Agency) at $9,000,- 
000 in 1950. It did approximately 
the same amount of billir in 
1951. Billings on Miles La 
tories—which comprises the 
of Wade’s business—rose 
what. The Encyclopaedia B 
nica, acquired in 1950, wa 
signed. 


Weiss & Geller, Chicago, 
$5,000,000 in 1951, up about $1, 
000 from 1950. This agency is 
ly two agencies, one in 
York, the other in Chicago. 
increased billing of the Ch 
agency is due primarily to th 
pansion of Wine Corp. of Am 
and Reid-Murdoch. 

In New York, Weiss & 
billed $2,500,000 in 1951. It a 
Aquascutum of London and 
Nedicks account is expandin 


More for your Money 
No matter how you look ct it 


yernsninas OU 


your Advertising 
works harder 


Yes, ods have average life of 120 days 
omong the better Home Furnishings Deolers 
who have 65% of the buying power of this 
3% billion field. And, BIG king-sized page 
gives 30% more dominance to your soles 
story. Sells the Dealers and the Dealers’ Cus 
tomers. 


FURNITURE 
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158 Under-$5,000,000 
Agencies Tell Volume 


Carl S. Brown Co., New York, 
_ | billed $2,000,000 in 1951. It was 
107 in Under-$1,000,000 formed late in 1950. The year was 
marked by the launching of Tod’l, 
a new baby skin care preparation, 
1952, Advertising and no accounts were added or 


51 in $1-$5,000,000, 


Groups Report Billings 


Copyright, 
Publications Inc, Quotation or re- 
production expressly prohibited 

New York, Feb. 21—Growth 
among agencies in the $1,000,000 
to $5,000,000 bracket during 1951 


‘was general, the ADVERTISING AGE 


survey of billings shows. In this 
report, 51 agencies which billed 
over $1,000,000 and less than 
$5,000,000 during the year are 
shown, in contrast to the 39 which 
were in this bracket last year 

Of the 51, 45 showed an increase 
for the year, while only four 
showed a decrease, and compar- 
able figures were not available for 
the other two, because they did not 
have full-year billings in 1950. In- 
cidentally, eight Canadian agencies 
are included in the group, a larger 
number than has ever previously 
been shown. 

Close to the $5,000,000 mark 
Were seven agencies: James 
Thomas Chirurg Co., with billings 

$4,750,000; Morey, Humm & 
J stone, which billed $4,500,000; 
ROW, Potts-Calkins & Holden, which 
hi€#4,680,620; Chas. Dallas Reach 
Cee just under the wire with $4,- 
( 00; C. J. La Roche & Co., with 
billings of $4,750,000; Spitzer & 
a in Canada, which billed $4,- 
50G)000; and another Canadian 
cy, Walsh Advertising Co., 
se billings hit $4,642,455 


should be remembered that 
cies included in the under- 
0,000 category are those which 
voluntarily supplied their 
es to ADVERTISING AGE. The 
of $5,000,000-and-larger agen- 
is complete, embracing every 
cy which ADVERTISING AGE 
ves to have done $5,000,000 or 
in billing in 1951. But in 
under-$5,000,000 bracket, the 
is not complete; only those 
cies which responded to a 
tionnaire are included 
tails for each agency, listed 
abetically, are as follows 


illiam Hart Adler Inc., Chi-| 
Cago, billed $1,693,408 in 1951, 
gaining from $1,259,394 in 1950, 
and adding the accounts of Reo 
Motors (truck division); Club 
Aluminum Products (Club Art 
Craft Division); and Spring Pack- 
ing Corp. Adler has 22 employes 


John Falkner Arndt & Co, 
Philadelphia, billed $4,300,000 in 
1951, compared to $3,333,000 in the 
preceding year, with the increase 
due to expansion of existing ac- 
counts and new business. Arndt 
has 80 employes 


Baker, Johnson & Dickinson, 
Milwaukee, billed $1,066,383 in 
1951, against $814,677 in the pre- 
ceding year. It added Weber Brew- 
ing Co., Loewi & Co., and Georgia 
Packing Co., and lost none. It has 
20 employes. 


Biddle Co., Bloomington, IIl.,| 
billed $1,758,806 in 1951; $1,340,-| 
000 in 1950. It opened a Chicago} 
office during the year, and added 
Arcady Farms Milling Co., Mid- 
west Body Co., and Myers-Sher- 
man Co., while losing Ideal Dis- 
penser Co. at year-end. It has 36 
employes. 


Botsford, Constantine & Gard- 
ner, San Francisco, moved billing 
up 19% to $3,000,000 in 1951, 
with Jantzen, Pendleton, Rosen- 
blum and Western Hotels expand- 
ing. New business included Poul- 
try Producers of Central Califor- 
nia, Perfect-fit Mfg. Co. and 


| 


lost. 


E. H. Brown Advertising Agency, 
Chicago, billed $3,630,526 in 1951. 
In 1950 it billed $3,344,936. It 
added Automatic Canteen Co., 
Consumer Co., Golden Mix, Lock- 
port Cotton Batting Co., and Sta- 
tion WLS. Brown has 42 employes. 


Byer & Bowman, Columbus, O., 
billed $2,515,841 in 1951, up from 
$2,088,178 in 1950. A number of 
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accounts expanded, and Pollock 
Paper Corp. was added in March It | 
has 35 employes. 


Cayton Inc., New York, billed 
$2,165,000, compared to $2,050,000 
in 1950. TV billings increased 20%, 
and Fairbanks Co., Virginia Metal 
Products Corp. and Arlite Indus- 
tries were added, while ReClean 
Corp. was lost. Cayton has 19 em- 
ployes. 


James Thomas Chirurg Co., 
Boston, billed $4,750,000 in 1951, 
compared with $4,000,000 in 1950, 
the increase being due both to ex- 
pansion and new business. The 
agency—which has offices both in 
Boston and New York—has 60 em- 
ployes. 


Coordinated Advertising Corp., 
New York, billed $1,750,000 in 
1951, president Lester L. Wolff 
reports, compared with $750,000 


Muirson Label Co. 
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in the preceding year. It has 17 
employes. 


Critchfield & Co., Chicago, billed 
$1,800,000 in 1951, up from $1,474,- 
000 in 1950. It added Burlington 
Brewery Co. 
Breweries. 


and Washington | Necchi 


1952 


100,000 in 1950. It added a number 
of new accounts last year—Es- 
| quire and Coronet, United Dis- 
tillers, Marcus Breier, Max Factor 
Signature Products, American 
Lead Pencil, Blanchette-Mack, 
Sewing Machine Corp., 
Weldon Farm Products and Em- 


pire Brushes. It lost Croton Wat-| 


Doyle Dane Bernbach, New| ches, and has 43 employes. 


York, billed $2,600,000 in 1951 
(and currently is operating at a 


H. W. Fairfax Advertising Agen- 


1951, compared to $1,000,000 in 
1950. It has 21 employes. 


Harry E. Foster Advertising 
Co., Toronto, billed $2,650,000 in 
1951, compared to $2,050,000 in 
1950. The Foster agency has 78 
employes. 


Bert S. Gittins Advertising, Mil- 
waukee, billed $2,000,000 in 1951, 
compared to $1,850,000 in 1950. It 


$3,000,000 clip) compared to $2,-!ey, New York, billed $1,400,000 in added Borden Co.’s soy and feed 


supplements department, and 
Manitowoc Equipment Works. 
Gittins has 35 employes. 


Monroe Greenthal Co., New 
York, billed $3,750,000 in 1951, 
down from the $4,280,000 reported 
in 1950. The agency lost Dough 
Boy Toys, replacing it with Billnor 
Toys. The motion picture accounts 
—which are a substantia! part of 
this agency’s billing—were fairly 
quiet early in 1951, but picked up 


NOW, 


for the first time, 
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toward the end of the year. More 
radio and TV activity marked 
1951. Greenthal has 65 employes 


Gunn-Mears Advertising Agen- 
cy, New York, billed $1,097,418 in 
1951, compared to $944,626 in 1950, 
the increase largely due to expan- 
sion of existing accounts. It has 25 
employes. 


Hamilton Advertising Agency, 
Chicago, billed $1,148,568 in 1951, 
compared to $1,146,647 in 1950. It 
has 14 employes. 


Hart-Conway Co., Rochester, 
billed “approximately $1,000,000” 
in 1951, compared to $921,026 in 
1950. It added no major accounts, 
nor did it lose any. It has 14 em- 
ployes. 


H. Hartman Co., New York, 
billed $3,000,000 in 1951, compared 


| to $2,500,000 in 1950, due to ex- 


pansion and to the addition of 
Churchill and Old Heirloom bour- 
bon. It has 25 employes. 


Henry J. Kaufman & Associates, 


Alex Osborn tells 


HOW TO GET 


KNOW YOUR AD READERSHIP 


in the great Los An eles market! 


In all the West, only the Los Angeles 


Herald-Express is studied each month by the 


Starch Continuing Survey of Newspaper Readership. 


This is your chance to KNOW how many people in 


the great Los Angeles market read your ads and associate 


them with your product. Ever since January, 1952, 


advertisers have been able to find out—with this service. 


Use this ideal testing ground in an ideal test market. 


This is another example of how the Los Angeles 


Herald-Express helps you get the 


full power of the press! 


HERALD-EXPRESS 


Represented Nationally by Moloney, Regan and Schmitt 


| 
| 
| 
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| cent Peale has said, “This 


lee forth 101 ways to 
develop _creativeness 


| job, and be a better per- 


“oe Mite Dh ghee ang 


AHEAD IN 
ADVERTISING 


N° matter what your 
N+ your success de- 
| pends largely on your abil- 
ity to think up good 
ideas. Build up your idea- 
wer and you 


but speed up 


getting 
can't he 


ton, Durstine and Os 

born — show you how. 

ae brand-new book. 
ake Up Your Mind,’ 


ALEX OSBORN 


As Dr. Norman Vin- 


book is absolugely sound. 
Anyone who follows its 
advice will do a better 
son America’s 
This revealing new famous pr 
book shows how most of 

us are using less than HALF of our 
potential. And it describes the brain-d 
exercises which we can have fun practici 
day long, to the end that we can 
and more creative 


How to Think Up Advertising | 
Here are just a few of the things this 

can help you do better 

Thinking up New Campaign Ideas 

Smoothing Client (or Customer) Re- 

lations 

Hitting the 


Suggestion-Box Jackpor 
‘Brainstorming’ at conferences 
Writing for Publication 

Getting a better job in advertising 
Selling ‘Creatively 

Solving Advertising Problems 


How to be Still More Creative 


Many talented advertising people reach a 
“placeau,’’ mainly because they fail to keep 
on developing their latent creative power. Mr 
Osborn sets forth 101 interesting ways w 
flex creative muscles—not only in your job, 
but also in your hobbies, sports, travel, con 


versation, writing, home chores, marriage 
eager in your relations with your 
usiness associates. He shows how your 


‘knack"’ for ideas—stimulated by these prac 
tical exercises—can greatly improve whatever 
you do, no matter how well you do it now 

Says Dr. Rudolph Flesch: “It's a fine book 
interesting and sacoqyene It certainly has much 
to offer any read 

WAKE UP YOU R MIND is brand-new 
contains 2643 idea-crammed pages. It can do 
much for your career in advertising. It might 
even change the whole course of your life. 


Read it 10 Days FREE 

Mail the coupon (without money) and you 
will receive “Wake Up Your Mind’ for 10 
days’ free reading. Unless convinced it can 
help you to be even more creative—as well 
as get more out of life—just return the beok 
jand owe nothing Charles Seribmer’s Sons 
R% 142, 597 Fifth Avenue, New York 17, 


597 Fifth Avenue, New ‘York 7, N.Y. 
Please send me WAKE UP YOUR 
MIND by Alex Osborn for 10 cn 
FREE reading. Within that time, I will 
either remit $3.00 plus — few cents 
mailing charge or return the book 


Address 


City State 

SAVE! If you entiaee payment, we pay 
mailing charges ¢ return privilege 
[) CHECK here to read Mr. Osborn’s 
former book, YOUR CREATIVE POW- 


ER, for 10 days FREE. A_ best-seller! 
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Only $3.00 if you decide to keep it. 
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Washington, billed $2,191,371 in 
1951, down slightly from the 
$2,195,630 in 1950. Henry Kaufman, 
managing partner, notes that 1951 
began as the biggest year in the 
agency's history, promising a 20- 
30% increase, but management 
changes and container shortages 
caused curtailments and postpone- 
ments. Added in 1951: Eton Pub- 
lishing Co., Mechanization Inc., 
National Business Publications and 
Atlantic Brewing. Lost: P. J. Nee, 
Bradfield and S.S.S., and Laurel 
Race Course. Kaufman has 39 em- 
ployes 


The accompanying story, 


group. 


Lang, Fisher & Stashower, 


Cleveland, billed $1,579,225 in 
1951, compared to $1,320,006 in 
1950. It added International 


Molded Plastics and Paravox, lost 
none. It has 25 employes 


reporting on 


Only Those Who Replied Are Listed 


the billings of 158 


agencies whose 1951 total was under $5,000,000, represents the 
fourth—and most successful—attempt to secure figures for this 


All of the figures shown here were submitted to ApvERTISING 
AGE in answer to questionnaire forms sent to all listed advertising 
agencies. It should be clearly understood that the accompanying 
list does not pretend to be complete; on the contrary, it includes 
only those agencies which volunteered their figures. 

This is not the case with agencies billing $5,000,000 or more. 
The list of agencies billing $5,000,000 to $10,000,000, and the 
list of those billing more than $10,000,000, appearing in this issue, 
are complete lists developed by personal contact, cross-checking 
and investigation, as well as by questionnaire 


C. J. LaRoche & Co., New York, 
reports $4,750,000 for 1951 as com- 
pared with $4,300,000 the year be- 
fore. The increase attributed 
to increased budgets on present 
accounts and the addition of 
Chunk-E-Nut Products, Philadel- 
phia, and Charles Marchand Co., 


Adamo Co., and had 
Products from March 
It has 36 employes. 


signer and 
Dictograph 
was to October 

Morey, Humm & Johnstone, New 
York, billed $4,500,000 in 1951, up 
sizably from the $3,500,000 billed 


New York. LaRoche expects to go in 1950. It added John Wood Co., 
over the $5,000,000 mark this year,| Art Metal Construction Co., and 
having added a new product which! some Burlington Mills billing. It 


it will announce shortly. The 


agency has 55 employes 


has 61 employes. 


R. D. Northrop Co., Boston, 
Lavenson Bureau of Advertising, billed $1,711,086 in 1951, com- 


$1,549,541 in 1950, 
largely due to the expansion of 
existing accounts. It lost Colonial 
Tanning Co., and has ten employes. 


jladelphia, billed $1,058,202 in with 

1, compared with $754,046 the 

vious year. Its accounts ex- 
panded, and it udded seven new 

s. including Thrivo Co., and 
N@tional Waterproof Papers. It has J. R. Pershall Co., Chicago, 
IWemployes billed $1,854,119 in 1951, compared 
Py to $1,761,753 in 1950. It added 
Kawneer Co., Kalamazoo Stove & 
Furnace Co., and Horders Inc. It 
has 30 employes 


pared 


ames Lovick & Co., Ltd., Van- 
ver, B. C., billed $3,500,000 in 
1991, compared to $2,500,000 in the 
ceding year. It added B.C. 
lephone Co., Sun Publishing Co. 
and Simonds Saws Canada 
It lost no accounts, and has 
employes. 


Piedmont Advertising Agency, 
Salisbury, N. C., billed $1,021,646 
in 1951, up from $803,420 billed in 
1950. Expansion plus the acqui- 
sition of two smaller accounts 
helped. It has five employes. 


alcolm-Howard, Chicago, 
ed $1,700,000 in 1951, com- 
ed with $1,350,000 In the pre- 
ing year. It has 20 employes. 


R. J. Potts-Calkins & Holden, 
Kansas City, billed $4,680,620 in 
1951, compared to $4,551,980. In- 
crease largely due to expansion; 
the agency added four accounts— 
Black, Sivalls & Bryson, Townley 
Metal & Hardware, Kelly-Ryan 
Equipment and Locke Stove Co. It 
lost Muehlebach Brewing and Am- 
brose Wine Co. It has 72 employes. 


falter MeCreery Inc., Beverly 
Is, Cal., billed $1,709,854 in 
1, compared to $2,045,079 in 
0. The decline is attributed to 
two accounts in the 
w York office—Commercial 
dit Co. and Denver Chemical 
Co. The agency added Marie De- 


loss of 


Price, Robinson & Frank, Chi- 


“All type jobs... 
big or small... 
get top handling 
at WARWICK’ 


“Your excellent service has prompted us 
in several instances to recommend your 
firm to associates desiring ‘really good type 
jobs.” We have found that whether our 
iob ih large or small, a complicated de sign 
assignment or mere ly the « lose adherence 
to our instructions, your service is 
uniformly rapid and satisfactory. We feel 
that we owe vou and your staff a vote of 
thanks for making our lot a little easier.” 
NORMAN V. ROSZEL 

Wilson Advertising Agency 

Tulsa 3, Oklahoma 


Mail vs a trial order today — it will be back overnight? 
See for yourself how Warwick's Air Mail service gives 
Advertising Agencies, Printers, Artists and Manvu- 
focturers in 27 stotes and Mexico the fast service 
they require. New type specimen book ovoilable. 


WARWICK 


TYPOGRAPHERS 


cago, billed $3,500,000 in calendar 
1951, and is now moving at a 
$5,000,000 clip. It added Swerl 
Products division of Allied Chemi- 
cal; J. P. Smith Shoe Co.: Ency- 


clopedia Britannica Films; the pig- 
ment division of Reynolds Metals 
and Chase Candy Co. In 1950 it 
billed $2,196,208. 


Ronalds Advertising Agency 
Ltd., Montreal, billed $3,012,926 in 
| 1951, up from $2,690,029 in 1950. 
Existing accounts’ 
| Coll-Frontenac begins billing in 
| 1952. The agency has 70 employes. 
Chas. Dallas Reach Co., Newark, 
billed $4,900,000 in 1951, up con- 
siderably from 1950, for which a 
revised figure shows billing of 
$2,900,000. The increase is largely 
due to new business, notably Kreu- 
ger Brewing and _ International 
Latex; Hensler Brewing was re- 
signed. Reach has 70 employes. 


Charles L. Rumrill & Co., Roch- 
ester, billed $3,000,000 in 1951, an 
increase over the $2,300,000 billed 
in 1950. “Much of the increase,” 
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expansion is) 
credited with the increase, and Mc- | 


}expansion of 


on which we had the full impact 
of billing in 1951. These ... in- 
cluded ...Stecher-Traung, Fasco, 


|portions of Eastman Kodak, 


Stromberg-Carlson telephone di- 
vision, Neisner Bros. stores, Roch- 
ester Laboratories, Shuron Optical 
Co. and others.” Rumrill has 65 
employes. 


Schram Co., Chicago, billed 
$1,114,119 in 1951, compared to 
1950 billings of $823,650. The 
quarter-million increase is due to 
clients and new 
business; no accounts were lost. It 
has eight employes. 


Schwimmer & Scott, Chicago, 
billed $3,000,000 in 1951; its 1950 
billings were $2,500,000. S&S 
added Ideal Pictures, United Tele- 
vision, Holland Bulb and American 
Vitamin Associates. AVA it held 
only for three months, a period in 
which the company collapsed; now 
taken over by Thyavals Inc., the 


C. L. Rumrill, president, notes, is} new company started a drive in 
“due to the accounts we secured | midwestern markets in late Janu- 
during the latter part of 1950, and | ary. S&S has 65 employes. 


The Oregonian gives you sales 
leadership with greatest circula- 
tion 3 ways: City homes, City & 


RTZ and Totai. 
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Smith, Taylor & Jenkins, Pitts- 
burgh, billed $1,832,012 in 1951, 
compared to $1,578,925 in 1950. 
New small clients, plus the addi- 
tion of Brockway Glass Co., as- 
sisted in the gain; ST&J also ac- 
quired Fisher Scientific Co., on 
which billings began in 1952. The 
agency has 30 employes. 


Spitzer & Mills Ltd., Toronto, 
billed $4,500,000 in 1951, up 
slightly over 1950. The agency 
added Dr. Chase Medicine Co., and 
had a full year’s billing on John 
Inglis Co. Ltd. It lost Bradings 
Brewery. 


Harold F. Stanfield Ltd., Mont- 
real, billed $3,579,837 in 1951, 
compared to $2,879,537 in 1950. It 
added Austin Motor Co. Ltd., 
Corning Glass Co., and H. Simon 
Sons Ltd. It lost the Bank of Nova 
Scotia at year-end. Stanfield has 
86 employes. 


Stevenson & Scott Ltd., Mont- 
real, billed $1,950,000 in 1951; it 
billed $1,580,000 in 1950. Expan- 


sion of present clients accounted 
for the bulk of the gain, although 
acquisition of medium and small 
accounts added $150,000. It has 47 
employes. 


Stewart Bowman Macpherson, 
Vancouver, B.C., billed $1,400,000 
in 1951, compared to $1,200,000 in 
1950. It added Hudson’s Bay Co., 
Red Top Ltd., Renfrew Electric 
Co., Wolf Electric Tools Ltd., the 
City of Calgary and other accounts. 
It lost Westminster Paper Co. Ltd. 
It has 46 employes. 


Tracy-Locke Co., Dallas, billed 
$2,500,000 in 1951, up from $1,850,- 
000 in 1950. Existing accounts ex- 
panded, and the agency added 
Texas & Pacific Railway and Dun- 


can Coffee Co. (it got Duncan’s | 


Maryland Club, the premium 
blend, in March, the remainder in 
September). The agency has 38 
employes. 


Van Auken, Ragland & Stevens, 
Chicago, billed $1,153,418 in 1951, 
compared to $929,206 in 1950, due 


| 


to expansion of clients’ budgets. It 
neither added nor lost accounts, 
and has 27 employes. 


M. Belmont Ver Standig Inc., 
Washington, billed $1,083,000 in 
1951, compared to $737,000 in 1950. 
Increased activity, plus more than 
$300,000 in new billing, added to 
the rise. Arthur Murray dance 
studios in Washington and Vir- 
ginia, National Skillgames Inc., 
and Institute of Positive Living 
were added. Ver Standig has ten 
employes. 


Walker & Downing, Pittsburgh, 


billed $4,300,000 in 1951, up from | 


$3,500,000 in 1950 (when the 
agency reported $4,500,000 to AA, 
down from $4,800,000 in 1949). 
During 1951, most expansion came 
from present clients, although 
there were new additions, and one 
small account was lost. The agen- 
cy employs 37 to 54 employes, us- 
ing extra help at times. 


Walsh Advertising Co. Ltd., Tor- 
onto, billed $4,642,455 in 1951, up 


from $3,550,614 in 1950. Acquired 
British Industries Fair, Canada 
Wire & Cable Ltd., Ekco Products 
Ltd., Federal Department of La- 
bor, Canadair Ltd. Canadian 
Fairbanks Morse Ltd., Catelli 
Food Products. Resigned B. F. 
Goodrich Rubber Co. Has 90 em- 
ployes. 


West-Marquis Inc., Los Angeles, 
billed $2,633,928, compared to 


BS 


$1,973,801 in 1950. It added seven 
accounts, including Pacific North- 
ern Airlines and Gladding, Mc- 
Bean & Co., the latter being re- 
signed in November. West-Mar- 
quis has 60 employes. 


Zimmer, Keller & Calvert, De- 
troit, billed $2,700,000 in 1951, a 
gain of $100,000 from 1950 billing. 
It had increases in two accounts, 
but lost Fruehauf Trailer in June. 
It has 32 employes. 


Agencies Billing 
Under $1,000,000 


| Agencies in the under-$1,000,- 
000 class had a generally good year 
| in 1951, as did most agencies. This 
|year ADVERTISING AGE received 
| billings figures from 107 such 
|agencies, compared with 95 last 
year. 

Of the total, 84 showed in- 
creases over 1950, ranging from 
very small gains to very large ones. 
| Only 13 of the agencies reported 


— The Oregonian reaches 


MORE WOMEN... 


than any other 
Selling medium 


in the Oregon Market 


Retail grocers get cash register 
action with The Oregonian. That's 
why 277 advertising grocery 
stores use it every week, against 
229 in the 2nd paper! 


More support for your product... 


by more grocers... 
to more readers in 


PORTLAND, OREGON 


Largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


ttn the Oregonian <.... 
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decreases in billings (there were 
15 decreases last year), and figures 
for ten agencies were not compar- 
able, principally because’ the 
agencies were formed in 1951, or 
did not operate during the full 
year of 1950. 

Here is the summary for the 
year 1951 in this bracket, with 
all agencies listed alphabetically, 
without regard to geographic lo- 
cation: 


Ad Scribe, North Canton, O., 
billed $25,600 in 1951, compared 
with $37,160 in 1950. Owner R. L. 
Rainey has two parttime clerical 
employes, reports that fewer fee 
assignments were received in 1951, 
although the agency lost no ac- 
counts; expects 1952 to reach 195! 
level. 


Andrews Agency, Milwaukee, 
billed $884,000 in 1951, compared 
with $647,696 in 1950, due lagge- 
ly to the expansion of existing/ac- 
counts—although the Dumore ©o., 
Racine, was added in December 
Andrews has 32 employes. 


Arenel Agency, Shoemakers 
Pa., billed $21,800 in 1951, its 
year of operation. It has two 
ployes. 


Battistone, Bruce & Don 
New York, was formed in 
ber, 1950. In its first year of o 
ation it billed about $120,000, 
added X-acto Crescent Pr 
Co. It has six employes. 


Batz-Hodgson-Neuwoehner 
vertising Agency, St. Louis, b 
$655,569 in 1951, up from $50 


= 
45 tHe © 


76th in RETAIL sates 

among Sales management's’ 

162 Metropolitan County Areas 
+ 


If your radio campaign is 

based on the first 100 markets 

according to Retail Sales vol- 

° ume-—then over 234,000 
Quad-Citians are buying above 
your standard. 

be WHBE has worked with mind, 

; body and its facilities to assist 
in the progress and growth of 
the Quad-City area to a major 
market position. 


; 


' 
Les Johnson, V.P. and Manoger y 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery Kmodel Ine 
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billed in 1950. The agency lost no 
accounts, added Scullin Steel Co., 
Fulton Iron Works, RF Spaghetti 
Co., and Tobin Hamilton Shoe Co. 
It has 15 employes. 


Belden & Hickox, 
billed $529,292 in 1951, up slight- 
ly from $522,347 billed in the pre- 
ceding year. It lost no accounts, 


added Round Chain companies, | 
Graybar Electric Co.’s northern 
Ohio distributor. It employs five 
people. 


| Baton Rouge, La., 


Cleveland, | 


Herbert S. Benjamin Associates, portant changes in billing for this 
billed $223,979 | agency, which has five employes. | 
in 1951, compared to $210,625 in 


1950. Added six accounts during| Channing L. Bete Co., Green- 


| the year, including Billups Petro-/| field, Mass., billed $744,129 in 1951 


and Rose Oil Co., and|—a decline from the $1,160,833 
including Southern) billed in 1950. The decline is due 
and|to “less volume from two major 
The | clients”; the agency lost no ac- 
j}counts during the year, added 
Fonda Container Co. in December. | 


leum Co. 
lost five, 
Equipment & Tractor Co. 
Commercial Securities Co. 
agency has 14 employes. 


Berman & Bettenbender, Chi- 
cago, billed $32,643 in 1951, com-| Better Advertising Co., Dallas, 
pared to $31,720 in 1950. No im-| billed $78,378 in 1951, compared | 
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We have 


the Right Combination... 


MARKET IN TEXAS 
A market of 1,600,000 people with 
an annual effective buying income 
of $2,225,000,000. 


%& COVERED BY TEXAS’ 
LARGEST NEWSPAPER 
Over 215,000 net paid Sunday and 


over 235,000 (M & E) net paid 
daily. 


This is the kind of combination that is necessary to sell your 


products 


a rich, ready-and-able-to-buy market with prov- 


en newspaper coverage. In the metropolitan Fort Worth area 
there are 113,700 families with an annual buying income of 
$505,215,000. The 100-county trading area consists of 536,000 
families with an annual buying income of $2,225,000,000. 
This is distributed among food, drug, automotive, furniture, 
household, radio, general merchandise, wholesale and other out- 
lets. The daily and Sunday Star-Telegram i is read and accepted 
deep in the hearts and minds of these families. Tell them what 
you have to sell through the Star-Telegram. 


WRITE Amon Carter, Jr., 


National Advertis- 


ing Director, for complete market and circula- 


tion analysis. 


Barton 


AMON G CARTER, publisher 


LARGEST 
CIRCULATION 
IN TEXAS 
without the use of 
schemes, premiums or 


contests — “Just a 
Good Newspaper” 


Advertising Age, 


February 25, 1952 


Agencies Which Billed 
Less than $5,000,000 in 1951 


(Listed Alphabetically) 
Copyright 1952, by Advertising Publications Inc 


AGENCIES BILLING $1,000,000 to $5,000,000 


William Hart Adler Inc. 

John Falkner Arndt & Co. 

Aubrey, Finlay, Marley & Hodg- 
son 

Baker, Johnson & Dickinson 

Biddle Co. 

Botsford, Constantine & Gard- 
ner 

Carl S. Brown Co. 

E. H. Brown Advertising Agen- 
cy 

Byer & Bowman 

Cayton Inc. 

James Thomas Chirurg Co. 

Coordinated Advertising Corp. 

Critchfield & Co. 

Doyle Dane Bernbach 

H. W. Fairfax Advertising 
Agency 

Harry E. Foster Advertising Co. 

Bert S. Gittins Advertising 

Monroe Greenthal Co. 

Gunn-Mears Advertising Agen- 
cy 

Hamilton Advertising Agency 

Hart-Conway Co. 

L. H. Hartman Co. 

Henry J. Kaufman & Associates 

Lang, Fisher & Stashower 


Lavenson Bureau of Advertis- 
ing 

James Lovick & Co. Ltd. 

Malcolm-Howard 

Walter McCreery Inc. 

Morey, Humm & Johnstone 

R. D. Northrop Co. 

J. R. Pershall Co. 

Piedmont Advertising Agency 

R. J. Potts-Calkins & Holden 

Price, Robinson & Frank 


Ronalds Advertising Agency 
Ltd. 
Chas. Dallas Reach Co. 


Charles L. Rumrill & Co. 
Schram Co. 

Schwimmer & Scott 

Smith, Taylor & Jenkins 
Spitzer & Mills Ltd. 

Harold F. Stanfield Ltd. 
Stevenson & Scott Ltd. 
Stewart Bowman Macpherson 
Tracy-Locke Co. 

Van Auken, Ragland & Stevens 
M. Belmont Ver Standig Inc. 
Walker & Downing 

Walsh Advertising Co. Ltd. 
West-Marquis Inc. 

Zimmer, Keller & Calvert 


AGENCIES BILLING LESS THAN $1,000,000 


Ad Scribe 

Andrews Agency 

Arenel Agency 

Battistone, Bruce & Doniger 

Batz-Hodgson-Neuwoehner Ad- 
vertising Agency 

Belden & Hickox 

Herbert S. Benjamin Associates 

Berman & Bettenbender 

Channing L. Bete Co. 

Better Advertising Co. 

Ben Bezoff & Co. 

Ralph Bing Advertising Co. 

Blitz Advertising 

Bonsib Advertising Agency 

Bill Bonsib Advertising Agency 

Leo P. Bott Jr., Advertising 

Bracy & Bracy 

Richard T. Brandt 

R. C. Breth Inc 

S. M. Brooks Advertising Agen- 
cy 

Burnett & Logan 

Byron H. Brown & Staff 

Jack Cable & Associates 

Campbell-Sanford Advertising 
Co. 

Cargill & Co. 

Allan J. Copeland Advertising 

Couchman Advertising Agency 

Craigie Advertising Agency 

Cummings & Hopkins 

Wesley Day & Co. 

Ira E. DeJernett 
Agency 

De Martini Associates 

Charles F. Dowd Inc. 

Edwards Agency 

Evans & Associates—Advertis- 
ing 

Fairbairn & Co. 

Firestone-Goodman Advertising 
Agency 

Norman Frankel Advertising 

Curt Freiberger & Co. 

Joseph M. Gapstur, Advertising 

William Gent Advertising Ltd. 

Gilbert Advertising Agency 

Sidney B. Gorchov Advertising 

Gramercy Advertising Co. 

Grubb & Petersen Advertising 
Agency 

Gulf State Advertising Agency 

Torkel Gundel Advertising 

Hall & Co., Richmond 

Hansen-Tipton Co 

Harper Co. 

Helmer & Halbach 

A. Hemsing, Advertising 

David S. Hillman Inc 

Hopcraft-Keller 


Advertising 


Howell Advertising Agency 

Iversen-Ford Associates 

William E. Jary Co. 

Ray C. Jenkins 
Agency 

Jones & Brakeley 

June & Co. 

Keller-Crescent Co. 

W. S. Kirkland Advertising 

Nat M. Kolker Advertising 
Agency 

Lannan & Sanders 

Carl Lawson Advertising 

Lee-Stockman Inc. 

Lindsey & Co. 

Henry A. Loudon Advertising 

Lowe & Stevens 

Marcus Advertising Agency 

J. W. Martin Inc. 

Willis S. Martin Co. 

Merchandising Inc. 

George T. Metcalf Co. 

Miller Agency Co. 

Myron Miller & Associates 

Moore & Co. 

Mullen-Nicolin Advertising 

R. T. O’Connell Co 

Pace-Wiles Inc. 

C. V. Parkinson Associates 

David Pollock Agency 

E. J. Presser & Co. 

Don Procter Advertising 

Ramsthal Advertising Agency 

Edward W. Robotham & Co. 

Roizen & Rich 

Gil Sayward Associates 

Hunter Scott Advertising Agen- 


Advertising 


cy 

J. B. Sebrell Advertising Agency 

K. C. Shenton Advertising Serv- 
ice 

Shrout Associates 

Robert Stevens Advertising 

James A. Stewart Co. 

Stockinger Co. 

Strang & Prosser Advertising 
Agency 

Syers, Pickle & Winn 

Tilds & Cantz 

Towe-Hoover Advertising 
Agency 

Town Advertising Associates 

Town Crier Agency 

Tri-State Advertising Co. 

W. L. Vomack 

Virgil A. Warren Advertising 

White Advertising Agency 

Charles A. White Jr. & Co. 

John R. C. Williams Advertising 
Agency 
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...when we Create your 


aduentivimg at the point-of-sale 


\ [“f\ ™< oy 

VD  Monivsien May we have a representative call? Write 
CHICAGO | Chicago Show Printing (o., 2640 N. Kildare, Chicago 39; 

400 Madison Ave., New York. Offices in principal cities. 
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« Lithographed displays for indoor and outdoor use 


* we 
« Cardboard Displays * Cloth and Kanvet Banners and Pennants » Mystik Self-Stik Labels 
* Animated Displays * Mystik Self-Stik Displays * Econo Truck Signs Hiuvertising at the POINT-OF- SALE 


¢ Stanzall Outdoor Signs * Mystik Can and Bottle Holders * Booklets and Folders 
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with $61,000 in the preceding year 
It is a ~ne-man agency, owner 


Russ Jurgens reports 


Ben Bezoff & Co., Denver, billed 


$233,000 in 1951, compared with 
$180,000 in the preceding year, 
adding two accounts and losing 


one in the process. It has six em- 
ployes. 


Ralph Bing Advertising Co., 


Cleveland, billed $142,641, show- 
ing a sizable increase from the 
$98,729 billed in 1950. It added 
the Plymouth dealers of Greater 
Cleveland in December, and has 
five employes. 


Blitz Advertising, Portiand, Ore., 
billed $222,000 in 1951, compared 
with about $100,000 in the pre- 
ceding year. The increase was due 
to new accounts (six were added 


last year) and no losses; it has 
eight employes. 


Bonsib Advertising Agency, Ft. 
Wayne, Ind., bilied $524,225 last 
year, against $406,942 in the pre- 
ceding year, due to “expanding 
accounts.” It has seven employes. 


Bill Bonsib Advertising Agency, 
Denver, billed $299,491 in 1951, 
with the expansion of existing ac- 


effective selling 


Arthur Meyerhoff agency 
states: “Experience has proven 
that car cards provide one of 
the effective ways of 
selling Brach’s candies. That's 
why Brach uses them year 
after year.” 


most 


Murray & Malone Co. 
712 Ontario Ave. West 
Minneapolis 2, Minn. 


Minneapolis-St. Paul « Duluth-Superior + San Antonio | 


A 


counts credited 
from the $137,000 billed in 1950. 
Bonsib has nine employes. 


Leo P. Bott Jr., Advertising, Chi- 
cago, billed $150,000 in 1951, com- 


pared to $122,308 in 1950. The ex- | 


pansion is largely due to new ac- 
counts. The agency has five em- 
ployes. 


Bracy & Bracy, Cleveland, 
billed $34,770 in 1951, with no 
comparable figures for 1950. It has 
one employe, owner Frances M. 
Bracy reports. 


Richard T. Brandt, Cleveland, 


| billed $388,741 compared to $336,- 


301 in 1950. It has five employes. 


R. C. Breth Inc., Green Bay, 
Wis., billed $201,000 in 1951, com- 
pared to $192,000 in 1950, the in- 
crease largely credited to “in- 
creased rates of magazines” al- 
though it added Miller Electric 


| Mfg., and lost Brillion Iron Works. 


It has seven employes. 


S. M. Brooks Advertising Agen- 
cy, Little Rock, Ark., billed $936,- 


/ NOTHER circulation record is set by SEVENTEEN 
Magazine! Net sales, conservatively estimated at 1,030,000, make 
this the largest January issue in SEVENTEEN’s history. 


IGGEST factor in this new record is the news- 


Stand increase of 89,000 over last year. Consistently, over 80% of 


SEVENTEEN ’s copies are bought over-the-counter. Nor are 


SEVENTEEN subscriptions forced, cut-rate, sold in combination. 


IRCULATION growth and vigor are nothing new at 


SEVENTEEN. Sales for the year 1951 topped any previous high. 
Continued circulation peaks make SEVENTEEN, more than ever, 
your best buy. 


seventeen sells’ 


NEW YORK - 


BOSTON 


+ CHICAGO + HOLLYWOOD 


* ATLANTA 


for the increase , 


dvertising Age, February 25, 1952 


636 in 1951, compared to $885,932 
in 1950. It added two accounts in 
1951, lost none, has six employes. 


Byron H. Brown & Staff, Los 
Angeles, billed $192,500 in 1951, 
compared with $139,485 in 1950. 
|It added three accounts—Tubing 
Appliance Co., Haldeman Corp. 
and Trailer Coach Assn.—and re- 
signed smaller accounts to permit 
time for solicitation of new busi- 
ness. The agency has four em- 
ployes. 


Burnett & Logan, Chicago, 
billed $367,000 in 1951, adding 
three accounts in the construction 
field—including Manilow Con- 
struction Co., which should bill 
$150,000 locally in 1952—to boost 
its billing from 1950’s $247,000. It 
lost no accounts, now has six em- 
ployes. 


Jack Cable & Associates, Hous- 
ton, billed $187,547 compared with 
$147,120 in the preceding year, the 
increase due almost altogether to 
expansion of existing accounts— 
j}although the Texas Freight Co. 
was added in December. The agen- 
cy has three employes. 


Campbell-Sanford Advertising 
Co., Chicago, billed $155,000 com- 
| pared to $145,000 in 1950, and 

credits “rate increases” for the dif- 
ference. No major accounts added 
|or lost. C-S has five employes. 

| Cargill & Co., Richmond, billed 
| $240,270 in 1951, compared to $64,- 
| 203 for nine months of 1950 (the 
| agency was established on March 
| 15 of that year.) It lost no ac- 
| counts, and has six employes. 


Allan J. Copeland Advertising, 
Chicago, billed $125,000 last year, 
|compared to $100,000 in 1950. It 
|added Lincoln Village Shopping 
| Center, lost no accounts, and has 
four employes. 


Couchman Advertising Agency, 
Dallas, billed $605,400 in 1951, 
compared to $576,680 in 1950. It 
added Farm & Home Savings & 
| Loan Assn., lost Cabells Inc., and 
has five employes. 


Craigie Advertising Agency, 
Minneapolis, billed $433,000 in 
1951, compared with $280,000 in 
1950. It picked up part of the 
Minneapolis Brewing account, and 
General Corp.’s Calcinator among 
others, while losing Red & White 
Stores in Minnesota and Wiscon- 
sin. It has nine employes. 


Cummings & Hopkins, Detroit, 
| billed $210,000 in 1951, compared 
|to $185,000 in 1950. It neither 
added nor lost any major accounts, 
| but existing accounts expanded. It 
| has six employes. 


Wesley Day & Co., Des Moines, 
billed $110,000 compared to $75,- 
000 in 1950, with the increase due 
both to expansion and to the ad- 
dition of three accounts—Fairfax 
Engineering, Henry Gear Shift 
Co., and Magnetic Sound Inc. It 
has three employes. 


Ira E. DeJernett Advertising 
Agency, Dallas, billed $270,000 
compared to $250,000 in the pre- 
vious year. It lost no important 
accounts, nor did it add any, with 
existing accounts providing the 
rise. It has six employes. 


De Martini Associates, Phila- 
delphia, billed $143,000 in 1951, 
compared with $51,000 in the pre- 
ceding year. It lost none, but added 
six new accounts. It has three em- 
ployes. 


Charles F. Dowd Inc., Toledo, 
billed $292,111 compared to $293,- 
545, with little account shifting. 
It has five employes. 


Evans & Associates- Advertising, 
Ft. Worth, billed $675,728 in 1951, 
against $628,617 billed in 1950. 
Several smaller accounts were 


| added, with no major account 


changes 
ployes. 


The agency has 14 em- 


| Fairbairn & Co., West Hartford, 
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care of that. 


it used to be. Not in Iowa, anyway. 
Something the experts call “recent develop- 
ments in agricultural technology” has taken 


One interesting result has been an increase | 
in friendly family feuding. Used to be that 
Junior learned the business at his father’s 
knee. Now the kid hops home from his high 
school ag class, or pulls his nose out of a farm 
paper, and sasses the old man back. 

Makes it stick, too. 
May even pretend to ignore the upstart. But, 


anda 


Sure, Paw grumbles. | 


IOWA KIDS GET INK ON THEIR NOSES 


They Study WF & IH In School, Swipe It From Pop At Home 


“Book farming” is not the term of ridicule | doggone it, the youngster is pretty good at 
keeping up with today’s complex goings-on— 


lot of his ideas really work. 


Which makes us pretty proud. Because 
we're told that most of lowa’s 
vocational agriculture teachers use WF&IH 
as a reference, a classroom teaching tool. 
And because we know that rural route copies 
get dog-eared in a hurry by hands too young 
to mark a ballot. 

That’s important to WF&IH advertisers, 
too. Future farmers, after all, 
buyers. 


more than 200 


are future 
And present influencers. 


Published by Wallaces’ Farmer 


and lowa Homestead . . . 


Leading Farm Publication in lowa . . 


Des Moines, lowa 


lowa Farm Women 
Use Pens Almost 
As Much As Pans 


Ask the brass at Wallaces’ Farmer 
and Iowa Homestead how many women 
editors they’ve got and all you'll get will 
be a blank stare. Because nobody knows. 

| Best-informed guesser on the staff, 
] naturally, is Zoe Murphy, WF&IH’s 
homemaking editor. She counts as a 
potential helper each of the 300,000- 
some gals who boss subscriber families. 
No telling how many have functioned as 
such in the past five years or ten, but 
the yearly total runs somewhere be- 
tween 3,000 and 5,000. 
What do these “assistant editors” do? 
bs Mostly, they keep Zoe supplied with 
: recipes (“receipts” if you’re an old- 
} timer). A look at the WF&IH editorial 
mail might easily give you the notion 
that Iowa is one big farm kitchen full 
of cooks with poised pencils. 

Like the time when Zoe wondered in 
; print about the best way to make a cup 
aes of coffee. In nothing flat she had some- 
‘ thing like 30,000 expert opinions. 

Farm women, who do their own cook- 
} ing, tend to be choosy about their food 

copy. They don’t like to be told to use 

{ one-eighth of a teaspoonful of this or 

} that, or a dash of some silly sauce im- 

ported from Timbuctoo. That WF&IH 

knows how to talk turkey to them is 

shown by readership figures: The 
“Cookery Corner” department, for in- 
i stance, had a “read most” rating of 69 
percent in the Continuing Study, 81 per- 
cent in our own latest survey. 

But Iowa farm women are more than 
just readers of Wallaces’ Farmer and 
Iowa Homestead. To them, our home- 
making department is more like an old 
i friend with whom to gossip across the 
kitchen table. 
ia And friends of their old friend — as 
dozens of WF&IH advertisers know — 
are their friends, too. 


| WF & IH TOP CHOICE 
OF FARM COOKS 


tn tn 


vom 
Form Pub. A «18% 
Newspaper A 10% = 

Farm Pub. B s>, 


The ladies didn’t lag long when inter- 
viewers from Iowa State College’s Statisti- 
cal Laboratory drove up a cross-section of 
Iowa farm lanes to ask: “Which farm 
magazine, farm paper or newspaper do you 


and meal planning?” Chart bars above 
picture the preferred picks. 


depend on most for information on recipes | 


Don’t blame Ray Kreft of Calhoun county, lowa (shown stuffing T-bones), if your 


beef budget is strained. 
keep your freezer full. 
farmers in any other state. 


Ray and other Iowa cattle feeders do their durndest to 
Together, they fatten more cattle for slaughter than do 


Bae fe BA PO; 


Question - of - the - week: How come 
some advertisers miss the importance 
of seasons when selling to farmers? 
We can help you with this one. Drop 
us a card and we'll send you a file size 
work chart that tells you what the 
lowa farmer is doing, and when. 


. . . 


Several advertisers and their agencies 
last year took advantage of a special Wal- 
laces’ Farmer and Iowa Homestead service: 
Split-run readership surveys to check one 
copy or layout idea against another. For 
dope on 1952 split-run issues, drop a line 
to WF&IH Ad Manager Milt Bock. 


Sh. & 


What’s a farm wife worth? A Uni- 
versity of Minnesota professor discov- 
ered that farmers whose wives pitched 
in wholeheartedly to help run things 
made an average of $2,760 a year more 
than those whose wives “did not coop- 
erate extensively.” So, figures the 
prof, a good farm wife is worth $69,000 
—the amount it would take at four 
percent to provide an income of $2,760. 


low 
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Speaking of farm wives, what food 
products do they buy? To get the answer 
for Iowa, WF&IH’s research department 
mailed quiz sheets (or questionnaires, in 
un-Flesched lingo) to 3,000 subscribers. 
Returns — which added up to a whopping 
59.1 per cent — are summarized in a 106- 
page report. A postcard will fetch you a 
copy. 


* . * 


Who says most farm paper subscrip- 
tions are pressure-sold? In one recent 
six-month period, WF&IH got 36,613 
subs via mail. A little more than 74 
percent of all subscription orders re- 
ceived during that time. 


Worried about your Cadillac’s gas con- 
sumption? Well, lowa farmers each year 
burn up an estimated 439,140,000 gallons 
of gasoline and other liquid petroleum 
fuels. That’s an average of about 2,160 
gallons per farm. Some 9,376,700 gallons 
of motor oil slip away each year, too —a 
per-farm average of approximately 46 gal- 
lons. 


‘STEAK ON EVERY 
'PLATE IS PLANK 
IN OUR PLATFORM 


If you want a Texas T-bone or a Colo- 
rado sirloin, you can get it—in Fort 
Worth or Denver. But not at the Stork 
Club in New York. 

Why not? Well, we hesitate to exp 
because Texans are tough. But 
truth is: So are their steaks. 

That’s no disgrace, we add hastily 
the lonesome cowboys of the Lone S 
State. They produce more beef cal 
than anybody. Mighty good ones, to 

But a frisky calf on the range i 
long way from being steak at the St 
Grass will make meat — but it’s to 
meat. To get the kind of tender, j 
beef you wish you could afford, so 
body has to stuff a critter full of 
right kind of feed. Corn, for instance 

Astoundingly, most corn is grown 
the corn belt. So that’s where m 
beef animals must be “finished” 
slaughter. 

The figures tell the story: On Ja 
ary 1, 1952 (at a moment when you 
I weren’t feeling so hot, probabil 
about 5,000,000 head of cattle were 
ing fattened for market on U. S. far 
Nebraska, the second-place state in t 
business, had 522,000 of ’em. Half 
million were in Illinois. And in low 
full 20 percent of the total — 1,003, 000 
head — were eating their way toward 
certain doom. 

Out here, where corn is a raw mate- 
rial for making meat instead of a liba- 
tion or a bum joke, cattle feeding is 
second only to hog production. The sale 
of finished cattle accounts for roughly 
30 percent of Iowa’s annual cash farm 
income. 

Nobody has bothered to add up the 
tonnage lately, but it’s a good guess that 
lowa farmers market well over a billion 
pounds of beef each year. Knock out the 
kids on Pablum and the old folks with no 
teeth and your share might be around 
10 pounds. 

If you haven't seen that much lately, 
don’t blame us. We're working almost 
twice as hard as anybody else to put beef 
in your butcher shop. 

Been doing pretty well at it, too, we'll 
admit. Well enough to make Iowa a top- 
hole market for the things we need for 
better farming and better living. The 
things you're selling, that is. 
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Conn., ~billed $239,462 compared | 
with $156,573 in the preceding | 


functions primarily as an adver- 
tising and sales consultant, spe- 


| Hall & Co. 
$285,940 in 


Richmond, billed 
1951, compared to 


year, due to expansion and to|cializes in creative work, and its| $275,000 in the previous year. It 


three new accounts—including 
Phoenix Insurance Co. Fairbairn 
has six employes. 


a A 


Firest G Advertising 
Agency, Minneapolis, billed $195,- 
540 in 1951, a slight gain from 
$193,567 in 1950. No important 
changes in accounts, just “lost a 
couple, gained a couple,” the 
president of this six-employe 
agency reports 


Norman Frankel Advertising, 
Atlanta, billed $114,505 compared 
to $70,280 in the preceding year 
It lost no accounts, and added G. H 
Rauschenberg Co. and Atlanta 
Laundries. It has four employes. 


Curt Freiberger & Co., Den- 
ver, billed $472,823, slightly be- 
low the $479,209 billed in 1950.| 
Regular accounts increased, the 
agency points out, but in 1950 it 
carried sizable political billing. It 
added B. K. Sweeney Mfg. Co., the 
University of Denver and Vincent 
Syrup Co., but lost Red Comet Inc 
It has nine employes 


Joseph M. Gapstur, Advertising, 
Ashland, O., billed $55,253 in 1951, 
compared with “slightly smaller”) 
billings the previous year. It 

ed Morton Specialties Co., Nor- | 

lk, O 


illiam Gent Advertising Ltd.,| 
onto, billed $325,000 in 1951, 
says 1950 billings were “non- 
parable.” This is the agency’s 
t year of business, but two ac- 
nts expanded markedly due to 
eases in sales. Gent has 12 em-| 
res 


bert Advertising Agency,| 
York, billed $190,000 in 1951, 
pared to $103,000 in 1950—the | 
it was organized. No major | 
unt changes. Gilbert has five 
loyes. 


dney B. Gorchov Advertising | 
mcy, Miami Beach, billed $175,- | 
in 1951, compared to $135,000 
previous year, and added two 
hotels. It has four employes 


amercy Advertising Co., New 
, billed $100,000 in 1951; it 
started in November of 1950 
dded eight accounts and had 


losses. However, Gramercy 


85 IMPORTANT 
_ INDUSTRIAL AND 
TRADE MARKETS 


paseo! market ® 
a Directo® 


Refer First to the 
(1952 MARKET DATA & 
_ DIRECTORY NUMBER 
| Industrial Marketing 


200 £. ILLINOIS ST. * CHICAGO 11, Ht 
~ 


income is usually from fees. It 
placed only $10,000 in commission- 
able space last year 


Grubb & Petersen Advertising 


Agency, Champaign, IIl., billed 
$214,851 in 1951, compared to} 
$165,111 in 1950. It lost no ac- 


counts, added Vickery Tape & Ma- 
chine Co., and Lowe Seed Co. It 
has nine employes 


Gulf State Advertising Agency, 


lost Jas. McSweeney & Sons, at 
| year’s end, and added no major 


Hansen-Tipton Co., San Carlos, 
Cal., billed $59,955 in 1951. It 
operated for only a few months the 
| preceding year. It added Rheem 
| Mfg. Co.’s Wedgewood division in 
April, and has two employes. 


Harper Co., St. Paul, billed $174,- 
000 in 1951, compared with $151,- 


| accounts. It has seven employes. | 


Advertising Age, February 25, 1952 


which contracted sharply, lost no 
accounts, and added Multiplex Ma- 
chinery Corp. in mid-year. It has 
two employes. 


David S. Hillman Inc., Los An- 
geles, felt the lack of political 
billing in 1951, when the agency 
billed $501,868 compared with 
$647,446 in 1950. It added the D. E. 
Sanford Co. account last fall. Hill- 
man has ten employes. 


Hopcraft-Keller, Detroit, billed | 


| $243,000 compared with $233,000 
in 1950, the increase due to expan- 


| added four accounts, and has four 
| employes. 


| William E. Jary Co., Ft. Worth, 

billed $105,000 compared with 
$65,000 in 1950, a rise which W. E. 
Jary Jr., owner, attributes to the 
}expansion of Pangburn Co. (the 
|South’s largest maker of box 
| chocolates) into magazines, and Ft. 
| Worth Steel & Machinery’s busi- 
ness paper drive. He added five 
new accounts, “but small billings.” 
He has four employes. 


Ray C. Jenkins Advertising 


Houston, billed $360,561, up con-|000 in the preceding year, and| sion of existing accounts. H-K has/ Agency, Minneapolis, billed $607,- 


siderably from $278,026 billed in 
1950. It added Station KXYZ and 
Shelby Biscuit Co.; it has seven 
employes, omitting partners 


Torkel Gundel Advertising, Chi- 
cago, billed $148,898 in 1951, from 
the $113,187 billed in 1950. It 
added four new accounts, lost 
none—among the four were Amer- 
ican Builder and Patterson Pub- 


| “new accounts—normal growth” 
} accounted for the boost. It has 
| nine employes. 
| Helmer & Halbach, Quincy, IIL, 
| billed $80,000 in 1951, its first 
| year. It has “24%” employes. 

A. Hemsing, Advertising, De- 
troit, billed $54,378 in 1951, com- 
pared with $51,707 in 1950. It had 


| eight employes. 


Howell Advertising Agency, El- 
| mira, N. Y., billed $200,000 in 1951 
| compared with $250,000 in 1950— 
due to the loss of “an important 
account.” The agency has 12 em- 
ployes. 


| Iversen-Ford Associates, New 
| York, billed $169,390 in 1951, 


lishing Co. It has three employes. one account which expanded, one| compared to $111,451 in 1950. It 


| 812 compared to $123,580 for five 
months’ operation in 1950. The 
agency started with 19 accounts 
and five people, now has more 
than 50 accounts and 13 employes. 


Jones & Brakeley, New York, 
billed $917,000 in 1951, compared 
to $613,000 in 1950. The increase 
is attributed to increased approp- 
riations of existing accounts and 
development of an active industrial 
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press relations division. It has 11 
employes. 


June & Co., Detroit, billed $600,- 
000 in 1951. 


Keller-Crescent Co., Evansville, 
Ind., boosted billing to $277,169 in 
1951, compared to $166,687 in 50. 
Added Bissman Mfg. Co. and 
Burch Plow Works in December. 
Has ten employes. 


W. S. Kirkland Advertising, 
Chicago, billed $160,620 in 1951 
compared with $119,000 in 1950. It 
added two new accounts—Pascal 
System and National Truck Leas- 
ing—and lost none. It has three 
employes. 


Nat M. Kolker Advertising 
Agency, Philadelphia, billed $350,- 
000 in 1951, compared to $275,000 
in 1950. Its clients expanded, and 
it added new accounts. It has nine 
employes. 


Lannan & Sanders, Dallas, billed 


1952 


$597,237 in 1951, a little better 
than even with $596,223 billed in 
1950, although Halliburton Oil 
Well Cementing Co. was lost. L&S| 
has 11 employes. 


Carl Lawson Advertising, Kan-| 
sas City, billed $195,000 compared 
to $152,000 in 1950; the increase | 
was due to expansion of existing 
accounts, and there were no major 


|changes in the account list. The 


agency has 11 employes. 


Lee-Stockman Inc., New York, 
billed $480,000 in 1951 compared 
to $565,000 in 1950. But 1950's bill- 
ing was marred by an account loss 
and a credit loss in that year. 
Existing accounts—plus weeding 
the account list to remove slow- 
pay clients—and new business 
helped the agency mark up a good | 
year. It gained National Can Co. | 
and Silent Crane & Hoist’s Lift- 
ruk division. It has 18 employes 
plus two part-time. 


Lindsey & Co., Richmond, billed 


$709,871 compared to $479,095 in 
1950, due to expansion of existing 
accounts and the addition of James 
G. Gill Coffee Co. and Smith- 
Douglass Co. It has 21 employes. 


Henry A. Loudon Advertising, | 


Boston, billed $804,000 compared 


with $517,000 in 1950, due to pres- | 


ent accounts and three new addi- 
tions: Marion Electrical 
ments Co., 
tronics, and New England Carbide 
Tool Co. It has 14 employes. 


Lowe & Stevens, Atlanta, billed 
$338,470 in 1951, up from $213,454 
in 1950. Old accounts expanded, 
and Southern Gas Corp., DeSoto 
Mfg. Co. and Roman Cleanser Co. 
were acquired. L&S has eight em- 
ployes. 


Marcus Advertising Agency, 


| Cleveland, billed $402,000 in 1951, 


compared with $250,000 in the pre- 
ceding year, due primarily to ex- 
pansion of existing accounts and 
some new business. Marcus has 


Instru- | 
Laboratory for Elec-| 


seven employes 


J. W. Martin Inc., Milwaukee, 
billed $114,898 in 1951, compared 
to $99,496 in 1950. 


Willis S. Martin Co., Ft. Wayne, 
billed $388,131 compared to $355,- 
731 in 1950. Existing clients’ ex- 
pansion caused the boost. Martin 
has 11 employes. 


Merchandising Inc., Newark, o.,| 
| billed $102,000, compared with 
$76,000 in the previous year, and 
expansion of existing accounts was 
the principal factor. The agency 
has nine employes. 


George T. Metcalf Co., Provi-| 
dence, billed $768,105 compared to 
$732,631 in 50, and marked a good 

| new business year in which seven 

accounts were acquired, including 
Machinists’ National Bank and 
Premier Thread Co. Mount Hope 
Finishing Co. was lost, when the 
company went out of business. 
Metcalf has 18 employes. 


It’s the only 3'4-million man-woman package 


or 


ify publications as 


“selective.” 


IME was when you could quickly ¢ 


Ap 


“big circulation” 


that screens readers for the BUY on their minds! 


lass- 


When, husbands and wives together, these 
very special people pore over BH&G’s 


| had $238,528 in billing in 1951, up 


But look at what has happened! Better 
Homes & Gardens has built a magazine 
that qualifies both ways. First, as one of 
the 3 biggest man-woman magazines—and 
second, as the only one that consistently 
screens readers for the kind of customers 
salespeople pray for! 


BH&G does this by publishing only what 
appeals to a very selective (but very big) 
audience. Not sensation seekers, not fiction 
or newsphoto fans—but the buy-minded 
families who find nothing more fascinating 
than BH&G’s cover-to-cover roundup of 
what to try—what to BUY—to get the 
most out of every phase of modern living! 


ideas and suggestions—and advertisements 
—they’re exploring their favorite market 
place with their trusted friend and buying 
counselor. 


And they have the means to convert their 
discoveries into purchases! 

So, naturally, it’s a great big help when 
you show your wares to these 3'2-million 
better-income BH&G 
for the BUY on their minds! 


families—screened 
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Miller Agency Co., Toledo, had 
billings of $257,347 in 1951, com- 
pared with $190,494, due mostly 
to account expansion. It has six 
employes. 


Myron Miller & Associates, 
Seattle, billed $23,304 compared 
to $11,000 in the previous year 
Dropped one account. Miller has 
two employes. 


Moore & Co. (formerly Moore 
& Beckham), Greenwich, Conn., 


from $145,086 in seven months of ~ 
1950. Added three accounts, in- 
cluding the Marble Industry Em- 
ployers Assn., and lest Woodruff 
& Sons’ grass seed division. It has 
eight employes. 


Mullen-Nicolin Advertising, 
Minneapolis, billed $105,000 in 
1951, its first year in business— 
marked by the addition of “good 
small accounts.” It has seven em- 
ployes. 


R. T. O'Connell Co., New York, 
billed $650,000 compared to $580,- 
000 in 1950. It added Atlas Ply- 
wood Corp., Dean Ross Piano Stu- 
dios and Pomatex Co., while los- 
ing Sapolin Paints, E. A. Woolsey 
Paint & Color, and Minwax Co. 
O’Connell has 15 employes. 


Pace-Wiles Inc., Huntington, W. 
Va., billed $87,801 compared, to 
$73,152. It added Pruicers Elkiiprn 
Sales Co. and C. I. Thornburg @e., 
while losing Long Super Mine @ar 
Co. It has four employes. 


C. V. Parkinson Associates, - 


hasset, N. Y., billed $432,868 in 
1951, compared to $750,000 billed 
in 1950—the loss being due largely 


to the loss of the print billing on 
Equitable Life. Expansion of sr 
er accounts helped cut the loss, 
agency said. It has 11 empl 
in two offices. 


+n 


David Pollock Agency, Se 
billed $200,002, slightly over 
$197,460 billed in 1950. It a 
Pacific Car & Foundry Co. 
Anderson & Thompson Ski 
and has four employes 


E. J. Presser & Co., Chari 
N. C., billed $100,000, compafed 
to $80,000 in 1950, due mostl 
expansion of existing busines 
J. Presser, owner, notes that 
agency—which has four employes 


/Y PIONEER ‘Wags 
Balloons : 


E. 


Your cereal sales soar 
high when high-flying 
PIONEER Qualatex 
“Floating Billboard” 
balloons give them a lift! Free balloons 
change kids’ “favorite” cereals — mothers’ 
buying habits, too, Other customers see 
your sales message. 

In one shopping area, city or state, you 
put new push behind any product you sell 
with low-cost PIONEER balloons as 
package inserts, tie-ons or self-liquidators. 


Printed in non-fading crackless pigments. 
The PIONEER Rubber 
WITH PIONEER QUALATEX 


Our Ad Service Department gives you 
Company, 108 Tiffin Road, 
need 
hoatne ® Ol us 


ideas, samples, imprint 2 
Willard, Obio, 


information. Write to 
BALLOON wu YOUR SALES 
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—is “strictly industrial,” and that| 1951; 1950 billing: $30,000. Expan-; Valley Lines. The agency has six 
nearly every account stepped up) sion of accounts is credited, plus employes, omitting the owner. 
billings by 20% for 1952. new business. Three employes. 
ol J. B. Sebrell Advertisi ency, 

Don Procter Advertising, Chi-| Edward W. Robotham & Co., Los Angeles, billed $623,000 in 
cago, lost Link-Belt Co. and Link-| fartford, billed $402,294 in 1951, 1951, compared to $500,000 in 
Belt Speeder Corp. in 1951, reports | compared to $346,887 in 1950, with | 1950. No major account changes for 
that the agency is closing, that its| the increase due largely to an ac-| this agency, which employs 33. 
1951 billings are “undetermined.” | eount acquired late in 1950. Robo- | 
It billed $24,000 in 1950. lthem hes 14 employes. 


Ramsthal Advertisin oney, , vice, Hartford, reports 1951 bill- 

West Bend, Wis., billed $75,000 in| .Rolzen & Rich, Buffalo, billed| ing of $150,831, compared with 

2 | $362,000, compared to $350,000 in| $215,667 in the previous year. A 

| the preceding year. It added Beck| number of accounts were added, 

| Brewing, Rich Ice Cream Co. and| including Atlantic Saw Co., Bal- 
Rich Products Corp. It has 14 em-| lard Oil and Swift Chemical. 

B | ployes. 


K. C. Shenton Advertising Ser- 


Publication, Catalog, 


House Organ Printing Shrout Associates, Chicago, 

| Gil Sayward Associates, Ft.) billed $256,000 in 1951, up from 

| Lauderdale, billed $135,252 in 1951, | 1950’s $220,000. International Sta- 

|compared with $91,090 in 1950. It| ple & Machine Co. was added. 

added a number of new accounts| Shrout employes number five. 

in the real estate and hotel field, | 

| and lost two hotels. It has 11 em-| Robert Stevens Advertising, Al- 

| ployes. buquerque, billed $322,693 in 1951, 

compared to $224,571 in 1950. It 

Hunter Scott Advertising Agen-| added six accounts, lost none. It 

| ey, Fresno, billed $198,711 in 1951,| employs six people. 

| against $125,000 in '50. It added| 

| Fresno Agricultural Works and 


MODERN, high speed 
letterpress and offset plant lecated 
in favorable wage rate area with 
good railrood connections to prin- 
cipal midwestern cities offers ad- 
vantages of quality, service ond 
price. We welcome the opportunity 
to confer on your printing problems. 


CENTRAL PRESS, Inc. 


MARION, INDIANA 


James A. Stewart Co., Carnegie, 
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Pa., billed $850,000 in 1951, com- 
pared to $600,000 in 1950. In- 
creased activity by existing ac- 
counts, plus the addition of Hach- 
meister, Firth-Sterling Steel & 
Carbide, and Alloy Rods Co. con- 
tributed. Stewart employs 28. 


Stockinger Co. (previously 
Lacher & Stockinger), St. Cloud, 
Minn., billed approximately $200,- 
000 in 1951, compared to $263,678 
in 1950. It added Cold Spring 
Brewing Co., which is a new oper- 
ation of a previous account, and 
dropped several local accounts. It 
has seven employes. 


Strang & Prosser Advertising 
Agency, Seattle, reports billing of 
$253,371 in 1951, compared to 
$292,596 in the previous year, pri- 
marily due to decreased activity 
by Puget Sound Power & Light 
Co. It added Seattle First National 
Bank, but billing didn’t start until 
1952. It employs eight. 


Syers, Pickle & Winn, Austin, 
Tex., billed $292,781 in 1951, 


GOING UP FAST! 


But 3/4 million lines gained in 1951 MUST be RESULTS! 


Smart advertisers are realizing more and more 


PEOPLE WHO BUY-READ THE P.-1. 


rt SEP 


ar . + ui wan 7] f 
ASS 5 (jee / 


Ww 
- « 


Oe SEATTLE 


POST-INTELLIGENCER 


ARST ADVERTISING SERVICE | 


j against $218,905, and added three 
| accounts—Scott & White Clinic, 
Seven Eleven Stores and Oak 
Farms Dairies. It has 15 employes. 


| 

| 

| Tilds & Cantz, Hollywood, Cal., 
| billed $267,455 in 1951, compared 
| to $178,394 in 1950. It added Print- 
jing Machinery Service Co. and 
| two other accounts, and has five 

employes. 

Towe-Hoover Advertising Agen- 
cy, Grand Rapids, started in busi- 
ness Aug. 1, 1951, and billed $27,- 
521 before the end of the year. It 
| has two employes. 


Town Advertising Associates, 
Hackensack, N. J., billed $249,736, 
compared to $232,724 in the pre- 
| vious year. Expansion of old ac- 
|counts and new business ac- 
| counted for the increase. It has 
| ten employes. 


Town Crier Agency, Council 
| Bluffs, Ia.,‘ figures “normal fluc- 
|tuation” accounted for its 1951 
| billings of $238,831 compared to 
| $240,024 in 1950. It has five em- 
| ployes. 


| Tri-State Advertising Co., War- 
|saw, Ind., reports that “actual 
| sales” in 1951 were $134,176 com- 
|pared with $102,446 for the pre- 
|ceding year—and expansion of 


W. L. Vomack, Brooklyn, billed 
$150,772 in 1951. Key accounts re- 
duced print expenditures in favor 
of direct mail, a decision traceable 
to high rates in the other media. 
The cutbacks dropped the agency 
from the $229,473 billed in 1950, 
although no aceounts were lost. It 
employs six. 


Virgil A. Warren Advertising, 
Spokane, billed $368,513, compared 
to $354,627 in 1950. Existing ac- 
counts expanded. The agency em- 
ploys 15. 


White Advertising Agency, Tul- 
sa, billed $750,000 in 1951, up from 
$540,000 in 1950. It acquired seven 
new accounts during the year, ag- 
gregating about $100,000 in new 
business, and dropped four. It em- 
ploys 12 people, two in Oklahoma 
City. 


Charles A. White Jr. & Co., 
Philadelphia, billed $143,496 in 
1951, compared with $122,167 in 
1950. A large account was inactive 
in 1950 but perked up in 1951, and 
other appropriations rose during 
the year. It has 11 employes. 


John R. C. Williams Advertising 
Agency, Pittsburgh, billed $196,000 
in 1951, up from $148,000 in 1950, 
with the increase due primarily to 
new accounts—among them Ideal 
Storm Sash & Screen (a division 
of Diamond Products) and Pitts- 
burgh Tube Co. The agency has 
five employes. 


Edwards Agency, Los Angeles, 
billed $125,000 in 1951, up from 
the $100,000 billed in 1950. The 
agency’s accounts expanded, and 
Zynolyte Sales Co., Mirror Bright 
Polish Co. and United Frozen Foods 
were added. The agency has two 
employes. 


Steigerwald Buys Labels Inc. 

A. M. Steigerwald Co., Chicago, 
designer and producer of labels, 
has bought Labels Inc., Minneapo- 
lis. 


Midvale Appoints Aldridge 


Midvale Co., Philadelphia steel 
manufacturer, has appointed A. E. 
Aldridge Associates, Philadelphia, 
to direct its advertising. 


Geare-Marston Moves 


Geare-Marston Inc., Philadel- 


phia agency, has moved to its own 


| existing accounts gave the in- 
| crease to this six-employe agency. | 


five-story building at 22nd & Lo- 
cust St. 


richest markets: 


Lake | 
County, 
Illinois 


Facilities available for production 


Nat'l Representatives. 


Planning an ROP FULL COLOR 
campaign in ‘52? 


Test it first in one of Americas’ 


Via 
The Gankeqan News-Sun 


and transparencies. Job estimates given on request. Address inquiries 
to Richard F. Kennedy, Nat'l Adv. Mgr. or Burke, Kuipers & Mahoney, 


Population: 1 80,000. 


Retail Sales: $167,- 
000,000. Food Sales: 
$42,000,000. 


Buying Income per family: 
$5,695 


(22nd rank Nationally) 


of full color plates, separations, 
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the most important 
magazine in the 


COUNTRY 


¢First in circulation where half the 
consumers of America live. 


¢ First in the hearts of the people of 
Rural America. 


¢ First in the minds of advertisers with 
products and ideas to sell ... for the 
farm ... for the home .. . for the family. 


Farm Journal, Inc., Phila. 5, Pa. 
Graham Patterson, Publisher 
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increased Rates, TV 
Aid Billings; Employes 
Per Million Decline 


New York, Feb. 21—The $1,567,- 
000,000 billed by the 50 giants of 
the agency business is largely at- 
tributable to two things: increase 
in rates by media and expansion 
into new media. 


you must have 
smaller ads 


YOU CAN GET 
MORE words 
MORE punch 
IN LESS SPACE 


when your Ad is typesk: lied 


by Walk. Proof on request 


Writeto JAY P. WALK 
11 £. Mubberd, Chicage 11 


| Agency Billings Up, 
m= But Costs Soar Too 


All during 1951, rate increases 
arrived with frightening frequency. 
And in the case of television, the 
long-awaited (and oft-predicted) 
readjustment of studio, talent and 
time rates took place. But in tele- 
vision, this was obviously only the 
beginning. 

It isn’t fair to imply that TV 
rates alone were increased. For 
example, of the 20 magazines 
which Publishers Information Bu- 
reau reported had $5,000,000 or 
more in advertising volume in 
1951, 18 had rate increases during 
the year 


e But it was true that TV was 
showing spectacular increases in 
the volume of sponsored programs, 
that some advertisers had boosted 
their budgets sizably to take care 
of adventures into video, and that 
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in the 


Another obvious facet 
in- agency billings picture is the con- 
creased markedly during the year.| tinued trend to the big agency. 

The bulk of commercial TV is| The concentration in the advertis- 
placed by the large agencies cov-|ing agency field—traditionally a 


advertisers— 
and spot 


the number of TV 
network, regional 


ered in the story starting on Page| business of small, independent 
1; they are the agencies with TV operators—is evident when the top 
departments, experience and five agencies place more than half- 
know-how. In a considerable num-|a-billion dollars in business. 

ber of cases, it was this TV savvy It is not surprising that agency 


which brought the new client to billings have mushroomed in the) 


the agency and thus swelled the| postwar period. Advertising is as 
billing. | subject to inflation as any other 
In the second place, 1951 was | commodity. But even cursory study 
largely a year of unrest, and there| of the billings table will indicate 
were many changes of accounts. | the sizable accumulation of busi- 
Surprisingly, many of these took|ness in the hands of a relatively 
place in the Midwest—tradition-| small segment of the agency busi- 
ally a more stable part of the|ness (Standard Advertising Regis- 
advertising scene than the New/ter’s Agency List now carries more 
York cockpit. }than 3,000 agencies). In 1950, AA 
| calculated that—on the basis of 
ws But the lesson of the billings|the 1948 census of business— 
table seems to be that it is not/ 23.7% of the 3,279 agencies re- 
the acquisitions of the current year| Ported were accounting for 79.9% 
which expand an agency’s volume! Of the billing. This takes in the 
—it is the new business of the| 778 agencies with billing of more 
previous year. The progress of the| than $666,000. 
new business man pays off a vear 
later with 


es Another 1,566 agencies, 


f the years people 


Official government figures* show that over 


have put down on the coun- 


ter for meat a remarkably constant percentage 
of the money they have to spend. The average 


for meat is around 5'% per cent of the total. 


In the boom year of 1929 consumers spent. 


cents for meat. | 


out of each dollar of spendable income. 5’ 


n the depression year of 1933 


Where tte Meat 


bey, £068... 


this figure was 5*/s cents. In the prewar year 
of 1939 it was 5°/10 cents. In 1950, the latest 
year for which figures are available, it was 5‘ 
cents. 

During this time, of course, meat prices 
fluctuated widely ... but well in tempo with 
changes in the level of general prosperity of 
the country. 


Ps Do Meat Packers’ Profits Influence Prices? 


The answer is... they do not. Again, official 


government figures* (plus a recent Dun and 


Bradstreet surve 


and a modest pre 
packer for meat. 


y) show that out of the aver- 


age 52 cents spent at the store for meat. the 
Bae retailer uses | cent to cover all overhead costs 


fit. and pays 442 cents to the 


Of this 4% cents, the packer pays out 3% 


cents for livestock, 19 20ths of a cent for all 


of his costs of doing business . . 


. labor. freight. 


taxes and many other expenses... and eartis 


AMERICAN ME 


1 20th of a cent as profit. This may be paid to 
investors for use of their money, or for im- 
provements, or both. The figures include the 
value of by-products as well as meat. 

The profit obtained by meat packers is so 
small that it has virtually no effect on the 
price of meat at retail. 

As a matter of fact, if packers made no 
profit at all, consumers would be unable to see 
any difference in the cost of living —either in 
good times or bad. 


*l. S. Depts. of Commerce, Agriculture, and Labor 


AT INSTITUTE 


Headquarters, Chicago * Members throughout the L. ». 


| billings between $133,000 and 
$166,000, did 17.7%. That is, 47.8% 
;of the agencies did 17.7% of the 
total billings. 

And 28.5% of the agencies do 
2.4% of the billing—these are the 
|935 agencies in the census report 
| with less than $133,000 in billing. 
| It would be surprising if the 1951 
| figures, when they eventually be- 
come available, do not show an 
intensification of the trend. 


e In this period, the old yard- 
sticks of agency measurement tend 
to slough away. Last year AA re- 
ported that the traditional rule-of- 
thumb on the ratio of employes to 
billing (i.e., 20 employes per mil- 
lion of billing) was no longer ap- 
plicable. 

This year, by reporting the num- 
ber of employes along with the 
billing, AA has tried to present 
for readers the present practice 
of agencies. It shows no precise 
pattern, and there are within it 
some striking contradictions. 
Compton and Cunningham & Walsh 
have identical billing, but Comp- 
ton has 100 more employes, or a 
third more. Dancer-Fitzgerald- 
Sample has a little more than half 
as many employes as Kenyon & 
Eckhardt, but a couple of million 
more in billing. 


e As was pointed out last year, 
there are some obvious explana- 
tions: how an agency’s billing is 
distributed is important—-since out- 
door and radio, for instance, can 
be handled with fewer people, and 
sizable outdoor and radio billing 
can account for some of the smaller 
agency payrolls. A second and im- 
portant factor is whether the com- 
pany has international offices (the 
combination of low pay, low skills 
and local labor laws often inflates 
employment abroad). A third fac- 
tor is the maintenance of branch 
offices—an agency with three, five 
or 11 branches tends to dupli- 
cate services, and has more em- 
ployes than its counterpart which 
has been able to confine its activ- 
ity to a single city. 

The smaller agencies, of course, 
tend to have more of their billing 
on a fee basis, and this sometimes 
is likely to distort the picture in 
|regard to payrolls. 


es But looking at the report of 
employes, it’s roughly true that 
the smaller an agency's billing, the 
more employes it takes to handle 


| each unit of it. The old rule of 20- 


people-per-million is still approxi- 
mated in the agencies under $1,- 
000,000, and to a degree in the 
$1,000,000 to $5,000,000 bracket. 

At the $5,000,000 point, the num- 
ber of employes-per-million begins 
to slope off, so that in this group 
of agencies the average begins to 
work down to a 15-people-per- 
million base. By the time an agen- 
cy is in the $10,000,000-and-up 
circle, it is likely to be approaching 
a ten-people-per-million average. 

This varies from agency to agen- 
cy, as the figures attest. But along 
|}with the inherent fact that the 
number of people empleyed by an 
| agency is likely to be governed by 
the type and variety of services it 
offers the client—particularly how 
much merchandising, research and 
sales promotion is done within the 
agency—there is growing evidence 
that the agency business can no 
longer support people in the old 
ratio. 


e In two decades, the agency busi- 
ness has moved from an immensely 
profitable business to one of rela- 
tively modest returns. The agency 
president of today is not only con- 
|cerned with many problems pecu- 
liar to present-day advertising 
which never plagued his predeces- 
sors 20 years ago, but he has been 
forced to become conversant with 
time and cost-accounting. In other 
words, he nas to watch his pennies. 
The biggest expense in the agen- 
cy business has always been people 
—the talent the agency employs, 
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who—with their thinking and ex- 
perience—are all the agency has to 
offer. The cost of art directors, 
copy writers and good account 
men has gone up steeply; equally 
dramatic, and perhaps more dis- 
turbing to the harried comptroller 
is the rise in the cost of clerical 


personnel—which the agency must | 


employ in droves. 

And so, despite record billings, 
and despite the rise in media costs, 
the ratio of people to billing has 
been compressed—a mute indicator 
that economies have been neces- 
sary. 


Li'l Abner Sparks 
GE Lamp Promotion 


CLEVELAND, Feb. 19—Li’l Abner 
has been hired by General Electric 
Co. to tell millions of bulb buyers 
from Seattle to Slobovia that “Yo' 
Kin Plainly See wif’ GE.” 

The GE lamp division’s spring 
sales campaign, March 1 to April 
19, will.get help from several of 
Al Capp’s comic strip characters 
in magazine, newspaper and dealer 
aid promotion. Copy, natcherly, 
follows the vernacular of the Dog- 
patch citizenry. 

Two-color page ads in Life 
March 10 and the April 8 Look 
are timed to coincide with the 
housewife’s spring cleaning chores 


@® Using the Capp characters, GE 
plans to capitalize on the interest 
of Americans who read the 700 


newspapers carrying the Dogpatch | 


doings. The promotion will be 
plugged six times in Nancy Sas- 
ser’s “Buy-Lines” on weekend 
shopping days. 

Trade paper insertions will be 
placed in Chain Store Age, in- 
cluding the drug, grocery and 
variety store editions, Electrical 


Wholesaling, Food Topics, Hard-| 


ware Retailer, Progressive Grocer 
and Super Market Merchandising. 
In most cases, the advertisements 
will be two-color. 

In addition to video commer- 
cials on the “Fred Waring Show” 
(CBS-TV, 9 p.m., EST, Sunday), 36 
radio stations from Boston to Hon- 
olulu will average six spot an- 
nouncements weekly for the cam- 
paign. 


WCBS-TV Names Lawrence 
Craig Lawrence, formerly gen- 
eral manager of WCOP, Boston, 
which recently was sold by Cowles 
Broadcasting Co., has been ap- 
pointed general manager of WCBS 
-TV, New York. Mr. Lawrence had 
been with Cowles for 19 years. 


Litho Group Elects Winship 

W. M. Winship has been elected 
president of the Lithographic 
Technical Foundation, New York. 
Other officers are: J. L. Landen- 
berger, v.p.; William J. Hogan, 
secretary, and George C. Kindred, 
treasurer. 


Klein Joins Don Heinrich 
Edward J. Klein, formerly pro- 
gram director of WWXL, Peoria, 
Ill., has been appointed radio time 
buyer and copy chief of Don Hein- 
rich Advertising, Peoria. 


Our newspaper is read in 

3 out of 5 homes in Nebraska 
and Western lowa—a market 
of 1% million people with 
2 billion dollars to spend. 


How One Cake Mix 
Achieved 70% Product 
Sales in Omaha 

in Four Months... 


When a new product starts from scratch and gets 70% of 
product sales in one market in just four months—most 
folks with products to sell sit up and take notice. 


How did they do it? Let D. L. Barber, sales manager 
of Duncan Hines Cake Mixes, tell you in his own words... 


“Having used the Omaha World-Herald for many years 
to promote Nebraska Consolidated Mills products, it was 
only natural that we turn to the World-Herald Food 
Section when we introduced our newest product 
— Duncan Hines Cake Mixes. 


“It will interest you to know that our distribution and 
sales in Nebraska and Western Iowa have far exceeded 
the goals set for this introductory period. Results of a 
survey conducted for us show that in Omaha alone, we 
achieved 70% of all retail sales by October 1, 1951. 


“We feel that the quality of our product, the magic of the 
Duncan Hines name, and the World-Herald Food Pages 
are an unbeatable combination, and we are backing this 
faith with a schedule of advertising in the World-Herald 
through 1952.” 


You, too, can build a sales success story for your product 
in Nebraska and Western Iowa. We have a fund of valuable 
market information available through the World-Herald 
or the nearest office of O’Mara & Ormsbee. 


Write or call today! 


Omaha World-Herald 


O'Mara & Ormsbee, National Representatives 


249,247 Daily — 253,394 Sunday 
(Publisher's Statement Sept. 30, 1951) 
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GE Offers Dealer Aids 


Electric, Louisville, is 


cure the kits in minimum lots of 
distributors at a dow displays and prizes to dealers 
In addition, the for point of sale display effort and 
, is offering special win- sales volume. 


A 33-Point Guide to Meet the... 


year with a specia) die-stamped 


who brings his mother or father 
into a retail store. Dealers may se- 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


aca “see 10-Year Challenge of 


which can be made into a complete 
rodeo. The rodeo kit 


‘sues ait ‘2nd-Stage Inflation’ 


American Institute of 
Management Issues 
‘Survival’ Report 

New York, Feb. 20—“There are 


three phases to an _ inflationary 
process. The first phase is charac- 


terized by enthusiasm, the second | 


by uncertainty and the third by 
despair.” 
With that terse explanation of 


the inflationary cycle, quoted from | 


Jackson Martindell, president of 
the American Institute of Manage- 
ment, the institute in a special 
report just issued, titled “Second- 
Stage Inflation and Survival,” out- 
lines “the basic thinking that 
should guide all business men dur- 


A 


jing the next ten years,” if they 
hope to meet successfully the 
| challenge of second-stage infla- 
jon, which the institute believes 
is now “the greatest single dan- 
ger confronting Americans. 


s “Second-stage inflation,” the re- 
port says, “which began in 1950, 
|is in reality a race against rising 
|costs. Legitimate business can no 
\longer profit from inflation. In 
ifact, costs have been mounting 
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becomes more restricted. There 
will be temporary interruptions 
from time to time over the next 
several years in the nature of re- 
cessions and readjustment periods. 
Such periods will primarily re- 
flect changes in business activity 
and particular industries and will 
have little permanent effect on the 
long term upward march of prices 
across the board. 


s “2. Do not anticipate a return 


lfaster than prices, which have|to prewar price levels. This is a 


been held down or slowed down by 
limited price control on the one 
hand and the danger of injuring 
markets on the other. 

“Higher taxes, including excess 
profits taxes, have siphoned off 
| increases in incomes of the usually 
| successful enterprises. Good man- 
agement and superior products are 
again at a premium. 

The report presents 33 points to 
= business men: 

Inflation will continue and 
small become accelerated as the 
volume of defense production in- 
creases and consumer production 


he 1951 lowa Radio Audience Survey* dis- 
closes that radio-set ownership in lowa is at a 
startling all-time high. Multiple-set homes are 
now in the majority in lowa, whereas in 1940 
less than one home in five had two or more sets! 


The following chart graphically illustrates why 
it is no longer valid to assume a single, ‘family 
radio” within the house —a premise on which 
much radio audience research has heretofore 
been based. 


INCREASE IN NUMBER OF USABLE SETS 
PER |OWA HOME 


(Top figures bosed on al! homes interviewed; 
other figures bosed on radio homes only.) 


1940 1945 1951 


SURVEY SURVEY SURVEY 
PERCENTAGE OF HOMES OWNING: 


1 or more radios... . 91.4% 97.9% 98.9% 
2 of more radios... . 18.2% 38.5% 50.3% 
3 of more radios.... 44% 9.1% %115.0% 


In addition, the 1951 Survey shows that 88.2% 
of all Iowa families own automobiles, of which 
62.7% have radios. lowans also own thousands 
of other * ‘non-home sets’ — in barns (14.6% of 
lowa barn owners have barn radios) and in 
trucks (9.7% of all lowa’s family-owned trucks 
have radios**). . 


Radio-set ownership is only one of many impor- 
tant topics covered by the 1951 Iowa Radio 
Audience Survey. Its 78 pages of reliable, helpful 
information make it “required reading” for every 
advertising, sales or marketing man who is in- 


terested in radio in general, and the Iowa market 
in particular. Incidentally, the 1951 Survey again 
reveals that WHO with its Clear Channel and 
50,000-watt voice is by all odds Towa’s most 
listened-to station. Write for your free copy today! 


** according to the 1949 Survey 


FREE & PETERS, INC. 


National Representatives 


*The 1951 lowa Radio Audience Sur- 
bos | is the fourteenth annual study of 

io listen ng habits in Iowa. It 
was conducted by Dr. F. L. Whan of 
Wichita University and his staff. It 

s basec 1 on personal interviews during 
Marc h and April, 1951, with 9,180 lowa 
families—all scientifically selected from 
owas cities, towns, villages and 
farms, to present a true and accurate 
picture of the radio audience in lowa 


virtual impossibility. Government 
must avoid such deflation because 
of disastrous consequences to our 
free society. Price increases re- 
sulting from permanently imbed- 
ded monetary inflation are here 
to stay. Even eventual over-pro- 
duction in particular industries 
will cause only temporary reces- 
sion because of indigestion. 

“3. Make or have made and 
keep current a study of the real 
economic earnings of your busi- 
ness. This is a must if forward 
planning and managerial policy is 
to mean anything during the next 
decade. 

“4. Reexamine your methods of 
cost analysis and accounting for 
costs. Profits will be overstated 
and misleading if all economic 
costs are not included in cost of 
sales or service. In this connec- 
tion, provide for all economic 
value of property being consumed, 
not merely recovery of original 
cost. Excess over conventional de- 
preciation expense can be treated 
as a reservation of income. If you 
are not on LIFO (last iin, first out) 
basis of inventory accounting, con- 
sider adopting it. This will tend 
to eliminate illusory inventory 
profits. 


s “5. Capital structures should be 
simplified and debt reduced. 

“6. Don’t fall for debt as an 
inflation hedge. Tax advantage 
and low cost of debt is an illusion 
in most instances, interest rates 
are on the rise and adherence to 
sound principles of financial man- 
agement is more important than 
ever. 

“7. Give your active support for 
sound tax laws. Taxation of cor- 
porate capital in guise of income 
should be eliminated by allow- 
ance for full recovery of economic 
value of capital consumption from 
taxable income (instead of depre- 
ciation expense only). 

“8. There is much more danger 
of excessive dividend payout dur- 
ing inflation than in periods of 
monetary stability. 

“9. High taxes should not be 
allowed to encourage extravagance 
within the business. 

“10. Mergers or acquisitions 
should be made primarily as an 
inflation protection measure. 


s “11. Production and sales pro- 
grams should be based on the 
knowledge that wide swings in 
supply and demand can occur even 
in the midst of a violent monetary 
inflation. 

“12. Increasing prime govern- 
|}ment contracts and their conse- 
|quent advantages have become a 
|must whenever possible. 

| “13. Market research becomes 
| increasingly important, due to rap- 
lidly shifting consumer attitudes 
{during inflationary times. 

| “14. Advertising must be in- 
creased and broadened, but must 
be adjusted to meet rapidly chang- 
ing conditions. 

“15. Product and production re- 
search and development must be 
increased, with emphasis on cost 
|reductions and recovery of cap- 
ital outlay in relatively short pe- 
riods. 

“16. Maintain an adequate li- 
quid asset ratio. Production inter- 
ruptions from work stoppages, or 
other causes, will probably re- 
quire a ratio as high as two to one 
‘at some period during the coming 
decade. 


s “17. Hourly wage rates are less 
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flexible than in the 1930s. Periodic|ond stage in many foreign coun- 


declines in production and em-|tries, is a period of economic chaos. 
ployment have had progressively | Government 
less effect on wage rates over ihe|spendable funds of individuals buy 
past 15 to 20 years. You should/less goods and services. Prices out- 
run incomes and the standard of 


not count on lowered labor com- 
ponent in unit costs even in mod- 
erate business recession. Govern- 
ment’s inflationary ‘full employ- 
ment’ policy will encourage trade 
unionists to hold the line on wage 
rates. This will act as a brake on 
price reductions in recessionary 
periods. 

“18. Increases in basic wage 
rates should be matched by great- 
er worker efficiency to the extent 
that the wage increases more than 
offset the decline in the dollar's 
buying power. 

“19. Every possible means to re- 
duce distribution cost must be 
found, including relocation of 
plants to the extent practicable. 

“20. Fiscal policies must allow 
for wide swings in _ periodic 
results—quarterly, semi-annually 
and even yearly. 

“21. Employes should not be 
urged to buy fixed income secur- 
ities. With future loss of purchas- 
ing power, both of principal and 
income certain, they may ‘bite’ 
you later. ad 


s “22. Washington offices must be 
manned by capable individuals 
with an understanding of economic 
significances to keep top manage- 
ment advised as to all current and 
probable developments. 

“23. In the second stage of in- 
flation, vertical expansion is us-| 
ually more valuable than horizon-| 
tal. 

“24. Annual management audits 
should be conducted to avoid lags 
in efficiency which can no longer 
be absorbed. 

“25. Top management should be 
trained within the organization. 

“26. All members of the man- 
agement team must increase the 
scope and extent of their civic 
activities and public responsibil- 


ities. 

“27. Increasing responsibilities | 
must be clearly defined and prop- | 
erly placed through job Gescrip-| 
tion and merit rating. 

“28. Stock-option plans should | 
be extended to practically all em-| 
ployes, and certainly all supervis- 
ory staff members. 


# “29. Sales organizations must be 
kept intact and improved even 
during order-taking periods. | 

“30. Banking and credit affilia- 
tions should be improved and 
strengthened. 

“31. Inventories must be kept| 
well balanced and not represent an | 
accumulation of finished goods. | 

“32. Larger profits should not) 
be sought in jeopardy of earnings | 
stability. | 

“33. Increasing personal indi- | 
vidual problems of employes 
must be given consideration.” | 


® How far inflation has progressed 
in the U. S. since 1939, as com- 
pared with certain other coun- 
tries, is indicated by a tabulation | 
in the report showing the per | 
cent of shrinkage in the value. of | 
money to mid-1951, as measured | 
by consumer goods or the cost of | 
living. The source of the figures| 
is International Financial Statis- | 
tics. | 

% of Monetary 


Country Shrinkage 
United States 46 
Switzerland 40 
Sweden ... 44 
Canada ~~ 45 
United Kingdom 49 
a 73 
France ....... 95 
Italy 98 
Japan : 99 
In certain countries, the report 


says, such as Greece and China, 
the per cent of shrinkage in the 
value of money has exceeded 
99.9%. 


s The third and often fatal stage 
of inflation, which, the report says, 
“has inevitably followed the sec- 


living is 
ward. 


“It is hoped that the third stage 
can be avoided in the U. S. One 
possible deterrent is that the tax 


structure 


better geared to that purpose than 


in any of 


gone through the full inflationary 
process. Whether or not we reach 


the third 


lieves, “we are heading for pro- 


gressively 


some years to come.” 


Gilbert Joins Shappe-Wilkes 
Jack Gilbert has joined Shappe- 
Wilkes, New York, as v.p. and ac- 


credit fails and 


rapidly ground down- 


in the U. S. is much 


the countries that have 


stage,” the institute be- 


greater inflation for 


count executive. A member of the 


New York Bar, 
previously connected with Penn 
Camera Exchange for nearly 15, 


years. 


Mr. Gilbert was 


Phone or Write for Samples 


tHE INSTRUCTOR macazine 


| 75 E. Wacker Dr., Chicago + 9 Rockefeller Plaza, New York City inst. of Life insur. 


97 


Mr. Agency Executive: 


MULTIPLE-PAGE Educational Ads 
DO BIG JOB FOR ADVERTISERS! 
More advertising agencies placed multiple- 
page educational advertisements in The 
INSTRUCTOR in 1951 than ever before. 

The Instructor Educational Service pre- 
pares and submits to agencies or their 
clients tested advertising copy in editorial 
style and format. 

These educational ads are keyed to to- 
day's teaching methods and tailored to the 
school market of 12 million children and 
teachers reached through The INSTRUCTOR. 


MULTIPLE-PAGE ADS, 4 to 16 pages 
Rates $3300 to $13,000 


Ask some of those who have used them: 


General Motors World Book Encyc. 
“Scotch” Brand Tape Sugar Research Found. 
Natl. Dairy Council Assn. of Amer. RRs. 
Bive Cross Comm. Amer. Inst. of Baking 
Blue Shield Comm. Rubber Mfgrs. Assn. 
Mystik Tape Assn. of Carbonated Bev. 
Amer. Forest Prod. 


@ “Your Hit Parade,” starring Guy Lombardo and 
His Royal Canadians (Thursday, NBC), takes to the road 
this month for Lucky Strike cigarettes. For the next several 
weeks it will bring to armed-forces installations the top 
tunes, as determined by Your Hit Parade Survey, plus se- 


* Lombardo Tours 


Know Koppers 
Slick Chick 
Fast Worker 


lected extras. Each broadcast will feature a different vocalist 


as “Your Lucky Star of the Week.”? 


© The little Bon Ami chick now spreads its wings as a 
salesman in this lighthearted comic-supplement campaign 
for Bon Ami Cleanser. Stepping from the package and 
speaking in rhyme, the versatile chick is showing home- 
makers how to get rid of dirt and grime with Bon Ami, the 
one fast grit-free cleanser that polishes as it cleans. Ads 


will run in major cities. 


@ To make important people more familiar with Koppers 
Company and what it does, this four-color magazine series 
has appeared without interruption since 1941. Each ad, 
mentions a number of products and activities, running the 
gamut from piston rings to the building of complete steel 
plants. Prepared by BBDO Pittsburgh, the ads have pulled 
many product inquiries from Time and Newsweek readers. 


(4) Minute TV spots have helped make Clark Bars a 
leading favorite among chocolate-coated candy bars. Cur- 
rently, Clark spots are built around old-time movies that 
“break” conveniently —long enough for Sid Stone, tele- 
vision’s famous street-corner pitchman, to do a fast selling 


job on Clark’s “Center of Attraction.” 
scheduled among favorite children’s shows. 


Most spots are 


BATTEN, BARTON, 


SEW YORK + BOSTON * BUFFALO + 


cmicaco 


DURSTINE & OSBORN, 


* CLEVELAND © PITTSBURGH © MINNEAPOLIS + 


INC. Advertising 


SAN FRANCISCO + BOLLYWOOD + LO* ANOCTLE® + DETROIT 


a Sa dele Pb oe ae BT aoe ee es a Oe if 2 ee .) a AAD Songs ga I DS 
sce ‘e. ; * bie aa é . . 7 «= Sa oe es ' 
eae . Saye: 
ee _ssi‘(‘“( ‘(UOC 5 
i =. 
vy e..™ : 
ne wrasse Pay 
. _— Las= 
a ee ee gore epics SY te, 
el EE eee . ~ 
; ee a oe | a 
at from the 
Sn ik ? =. ads 
ae es af GENERAL MOTORS + ad ‘ paps 
ee ee 4 * - . 
a Educational Advertising ° ; ny 
Fe a es | °°) : | po aa 
oe P| Be.) insert placed by —"* j eee 
7 Pp | Ww aa : | 
| bie . + : : 
‘ preen* A gees cae ” " ] aS Ne 
ed — ; : : : es 
| Peep ee ey): es 
pe ots ee fe apiate 
: # | = od # : & ‘ y ng 
i" x — a F (ee a Se RR 
: 4 Pd Ge: oy ake 
eat Pits hee lille, alan fai ieee a ee 
2 | Bes : : Se y i Ss 
i i b . 7 es i —=——_ ‘= : f (eee 
oc ae ee (fa 4 = are 
a a ' ~, a : bie a ai G Y ’y a : as 7 
Be *~ . ee —_—" i 3 ' a 
| s y oo SP CO Be 
: a A ae, os a wh Bs, . = 
wer ee: ‘ ‘ i! y 3 «* : a of 
: aS ; Y ae = f _ 
3 Mase s * 5 ; io 
ioe j 3 ii ie - ‘ahd 9 « sf ee, 
fs ; = ee ee is | “ SS SS ee | EaRere 
4 } : 29 Be ae i . ei, ae ‘ f | Mo SS Stsety fesse eo ‘ a 
“its k ¥ Ree Seek : hen es +. es j ‘= Can = = : rae ee 
g ee 
_ E 
: ee "x ss ; 
4 j 4 e ANS %, 
a ee ae 
5 ae ‘wag ™ 4 sana all s af PH 
f i .* a: . ae ae toa, Sa 
| a | Nl aa yoy Vaiss ' ie PRS 
; | i ae i) wee — j 5 a . # Bee. 
, = ae He at ; 7 aad 
yg ys 0 OB me Z (aN ue 
4 Al . ac oF Wa % : . : a 3 . > 
if \ “OS ot MOS ee * ‘ fs a NS capt 
| \ Sea a Se Eis oa 
a S. NLD oe) ae iN, eT @ Es Race; 
| ‘y3 i a wig : QE ae Sey ete. 
see aa {tex -" ' Ver nay: , 
— ny Sy wee ee ast St oes ~~ YN : c's Ip ois ; : 
.— l/s 4 PF dy AL” eo gor " ‘ ee Ey fits eee: 
a | gO S “5 es La ater 77-5, ‘ 
_ ge an a : AN "| feed 3 
; \ ve ee ae 4 Nik, ¥ \ i , e es) af 
} f a oA FE q ay - ieee c ate 
— —_— | < of. Pe . 2a ay 
I; “ ns * ” ‘s ¥) ’ E 4 i ae al a i ri fart: a ay ‘ « 5 
i Pe he Pa -& 1% i ; 8 a a 
: | at 2. ~ F : og : ee " i. ™ * a _ we : i * 
He } SoHy 
Ca <* 
} a : 
|| | ores 
] ees | ee Bee 
H & 
: mie 
Meret 
+ es * ot 
ia — z Rea - _ ee ae A Re 7 


a 


P&G Buys TV Drama 


‘ ‘ 
Procter & Gamble, ee Customart Press $ 


will sponsor the Tuesday and} 


Thursday telecasts of oe Se d Yy P Wh th S = 
(ces) staring Feo 26 rou NG YOU Pay When the Sale Is Made 


pany, which formerly carried two 
weekly segments of “The Steve Mamaroneck, N. Y., Feb. 20-— 


Allen Show,” switched to the| Because an ex-Army Air Force| beauty and brains is this 23-year- 


drama when the Allen daytime} gunner couldn’t find a second- 
program was dropped from the|hand iron, this community now 
network schedule boasts a thriving 25¢ weekly paper 
the Customart Press—which is 
devoted almost entirely to classi- 
| fied advertising 
| The ex-gunner is 30-year-old 
|Frank Lawson Wright, and his 
| seven-year-old “trading mart” car- 


ADVERTISING |} ries an unusual array of classified 
as PREMIUMS |items for goods and services 
SPECIALTIES In its pages have appeared ads 


|for 150,000 German rifles, 2,700- 
year-old Peruvian pottery, a com- 
plete Pennsylvania brewery and a 
water company in Arizona. Serv- 
ices offered include those of a 
“junior magician available for chil- 
dren's parties (up to ten years of 
age). Two dollars in Mamaroneck, 
$3 elsewhere.” 

Also offered for consideration: 


and SALES AIDS 


Con be designed to ft your promo- 
tion needs tor children or adults 
Low cost, hight weight, cary to mail 
a attach te prodoch 0° soles mo 
tera! Avoslebie with printed film 

shoppers Kore pads ov 


It Runs Your Ad 


Advertising Age, February 


BH The Custer Suse 


ee 
—[—[—[—[—=———="*===-"——S vr — 


|“A bewitching young miss with | 

| 
old Canadian, now teaching school. 
She dresses moderately, but under | 
| this she clothes a fiery spirit sel- | 
dom if ever apparent to the casual | 
observer.” (This ad pulled 30 re- 
plies the first week and they're 
still coming in.) 

The most unique feature about | 
the Customart Press, aside from its | 
content, is that it charges adver- | 
tisers nothing unless the item ad-| 
vertised is sold. At that time a 
charge of 1%, 2% or 5% on the! 


| 
| 
| 


tw 
ur 


dollar is made, depending on WANT ADS GALORE—The first page ond one of the inside pages of a typical eight- 
whether the item is in a house,| P299¢ issue of Customart Press are shown above. Among the items offered for sale 
car or general merchandise cate- are one original signature of Adolph Hitler, a steel foundry and a complete college. 
gory. Advertisers are encouraged to use nomes and addresses, because that in itself is 


“Most people are honest,” Frank | 
Wright says when asked how he | 


news, but most prefer to use only telephone or box numbers. Retail advertisers pay 
regular rates; classified users pay only if sale is made. 


collects, “and if someone sells} Ads are run until the editor-|they are transferred to a perma- 
something he’s tickled to death to} publisher feels that they have lost| nent card file. This file also is used 
| pay us | their space value, at which ones as a telephone checklist to find out 


More people 
| watch WPTZ 


| than any 
Philadelphia 


other 


TV station* 


* Not our estimate but ARB figures 


for the entire year of 1951 


WPTZ 


NBC TV-AFFILIATE 


Write 1600 Architects Building, Phila. 3, Pa. 
Phone LOcust 4-2244 or NBC Spot Sales 


j if an item has been sold. 

|@ When the paper started in 1945 
| it sold for 5¢ per copy, or $1 for 
|a yearly subscription, and by the 
end of that year its circulation 
was 250 copies. Today it costs 25¢ 
per copy, $5 per year, and circu- 
lates 6,200 copies from the Bronx 
to Greenwich, Conn. Newsstand 
sales account for about one-third 
of the total. 

Shortly after Customart Press 
started publication local mer- 
chants pressed Frank Wright to 
accept paid-in-advance retail ads, 
which he does at an open rate of 
$3.15 per inch. 

But these advertisers may not 
use classified “undisplay”’ and the 
| percentage of retail ads is kept 
| down. “We don’t want too much 
|of this kind of advertising or the 
|} paper will lose its appeal,” says 
Publisher Wright. 


s By deadline time each week 
| there usually are so many ads— 
|Frank Wright takes 300-400 
| weekly over his own phone and 
has telephone answering services 
|in New Rochelle and Port Chester 
|—that a two-page mimeographed 
insert is necessary. 
A combination of factors led 
to the founding of Customart Press. 
| One was the discovery by Frank 
| Wright that a neighbor two doors 
away had not one, but two, second- 
| hand irons, when he was looking 
| for one back in 1945. Another fac- 
| tor was that Frank’s hobby is read- 
| ing want ads. He still buys several 
dozen newspapers whenever he 
| goes to New York City, and pores 
| over the want ad sections. 
| While Frank Wright was still in 
high school, he and his two brothers 
| published a weekly shopper in 
| Mitchell, S. D. Their father pub- 
| lished the Business Economic Di- 
| gest, and this venture eventually 
| led the family east to Mamaroneck. 


‘= At present Editor Wright is 
| girding himself for a battle with 
the Westchester Real Estate Board, 
| which claims that he is acting as 
| an unlicensed broker in the sale 
| of houses, and charging only 1% 
|commission instead of the usual 
15% 
The paper has lost some real 
| estate advertising as a result, and 
| the state license bureau in Albany 
|has threatened to charge Frank 
| Wright with a misdemeanor. But 
| he says he’s ready for them. 
“I’ve got a lawyer friend who 
will fight this case all the way 
| up. We do not sell anything. We 
|} publish classified ads like any 
newspaper and charge a prescribed 
advertising rate. I maintain that 
| it would be an infringement of the 
| freedom of the press to make me 
| take those ads out!” he says in- 
| dignantly. 
| The ad offering 150,000 German 
| rifles for sale created quite a stir 
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Advertising Age, 


February 25, 


BUSY EDITOR—Frank Lawson Wright, edi- 


tor and publisher of C t Press, 

shown receiving one of the 300-400 | 

classified ads that come in on his phone | 
alone every week. 


Customart Press of- | 


around the 
fices. 

The day after it appeared the | 
FBI moved in, asking Frank Wright | 
who placed the ad and telling him | 
that it was illegal for him to sell | 
that many guns without the gov-| 
ernment’s permission. | 

Transatlantic cables revealed | 
that the ad was placed by a Britisk.| 
Army colonel, through a friend in| 
the U. S. The colonel had obtained 
possession of the rifles during the 
last war. This apparently satisfied 
the FBI and negotiations now are} 
under way to sell the rifles to the 
Philippine government. 

“It probably will be a $250,000 
deal if it goes through,” Frank 
Wright remarks happily. 

The paper nets him about $5,000 
a year, and he says that’s enough 
for a single guy of 30 “with an 
appreciation for certain things in 
life that can’t be bought on any 
salary.” 


@ The paper’s matrimonial column | 
is one source of pleasure for the| 
young editor-publisher. 


for a results-getting ad in this 
column he decided to run matri- 


monial insertions without charge. | 


“We find a lot of people buy 


the paper just to read _ those 
things,” he says. “You can’t find 
that in any large paper, you) 
know.’ 


Later this month the Customert| 


Press will launch a Bronx edition, | 


despite the protests of many of| 
Frank Wright’s friends and asso-| 


| 
| 
| 
| 


ciates. 
‘*It’ll never work in a big city,’ 


they tell me. But that’s what they | 


told me when we first started the 


Press here and that’s what they} 


said when we expanded into the 
larger city of New Rochelle,” he 
Says optimistically. 


Rhoades Joins Ad Bureau 


Woodford C. Rhoades, formerly 
an account executive with Albert 
Frank-Guenther Law, has joined 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn., 
as coordinator of the association’s 
“more profits for newspaper ad- 
vertisers” project. 


Amerman Elected V. P. 


G. E. Amerman has been elected 
v.p. in charge of sales for Cluett, 
Peabody & Co., New York. A for- 
mer president of Cluett, Peabody 
& Co. of Canada Ltd., Mr. Amer- 
man succeeds E. O. Hand, who re- 
signed to join David D. Doniger & 
Co. 


Three Adopt Four A’s Colors 


The five standard colors spon- 
sored by the American Assn. of 
Advertising Agencies have been 
adopted by the publishers of 
Plumbing & Heating Journal, 
Plumbing & Heating Wholesaler 
and Sheet Metal Worker. 


Schweit Leaves Agency 
William W. Schweit has sold his 

partnership in Ross, Gardner & 

White, Los Angeles agency, to Ed- 


|from director 


| 
Because | 


he couldn't decide on a proper fee} 


1952 


| NBC Promotes Fred Shawn 


National Broadcasting Co., New 
York, has promoted Fred Shawn 
of TV production 
services to director of radio station 


| relations. Mr. Shawn has been with 


NBC since 1933. 


| Fagan Joins ‘Cue’ 


Arthur J. Fagan, formerly 
with Macfadden Publications, has 
been appointed production man- 
ager of Cue. He succeeds Paul 
Press, who has joined the staff of 
Charm. 


Company Changes Name 


Bryan Full Fashioned Mills, 
Chattanooga, has changed its name 
to Beautiful Bryans Inc. In addi- 
tion to mills in Chattanooga, the 
company now has a New York of- 
fice at 270 Park Ave. 


Mactadden Promotes Lowther 


Macfadden Publications Inc., 
New York, has promoted Eugene 
J. Lowther, a member of the sales 
staff for the Sport-Men’s Group, 
to advertising manager for the 
entire group. 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 
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advertisers. 


No more costly films. No more slides! Here is program spon- 


ae AY 


sorship privilege at station-break rates! 


Because of this new service, a product now can be sold by an 
announcer appearing “on camera” while showing or demon- 


oe It’s NEW in eT Advertising! 
/ Sa y= 


/} 


‘ie is the personalized selling technique for 20-second 
station-breaks which Station WNBQ, Chicago’s television 
leader, developed for the industry, thus making the greatest 
advertising medium yet devised available to MORE 


iting! 


qi 


strating the object of his commercial message. All of the in- 
timate visual selling effectiveness of television at less cost. 


And it brings real scheduling flexibility to television for the 
first time! 


ward B. Ross, making Mr. Ross 


sole owner. Mr. Schweit now owns | 


Maple Press, Los Angeles commer- | 


cial printer. 


Products and messages now can be changed from day to day 
—or even from hour to hour if desired —without waiting for 
films or slides or other heretofore necessary materials to be 
produced. 


It all adds up to genuine television selling in a new area. Your 
WNBQ or NBC Spot salesman will be glad to tell you the com- 
~ plete story NOW. 
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Fruehaut Uses Dailies 
to Push Trailers 


Detroit, Feb. 19—Fruehauf 
Trailer Co. is using 200 daily news- 
papers in 31 cities plus 16 business 
magazines to promote its all-steel, 
unit-built truck bodies. 

The series, which will appear 
weekly through March, will fea- 
ture four, two-ccolumn by 7” ads 
in newspapers, and three ads in 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Booklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Beoklet Ne. 50“ Maga- 
zine Clippings Aid Business’ tells 
how the service is used by business 
organizations and their agencies. 

BACON'S CLIPPING BUREAU 
Business Papers. @ Farm Publications 

Consumer Magari 
343. $e. Dearborn St., Chicago 4 


each of the 16 business papers. | 
They will appear irregularly for} 
the remainder of the year. Allman 
Co. is the agency | 

The ads stress that Fruehauf 
truck bodies can be used in 500 
combinations. They also accent all 
of the important construction fea- 
tures, options and simplified ser- 
vicing. 


Screen Gems Appoints Two 
| Screen Gems Inc., New York 
Re producer, has appointed 


Sam Lake, formerly producer's 
representative for the Ziv show, 
“Cisco Kid,” its general business 
manager. Arnie Kapan, formerly 
a radio and television account ex- 
ecutive with KFI, Los Angeles, has 
been appointed western sales rep- 
| resentative with offices in Holly- 
| wood. 


| 

| Promotes Vincent Benedict 

| Vincent Benedict, an associate 

| art director since 1946 at Gray & 

| Rogers, Philadelphia, has been ap- 

| pointed head of the agency’s art 
department. He succeeds Guy Fry, 
a former partner, who resigned to 


WHEN NEWSPAPER ADMEN MEET— Attending the Pennsylvania Newspaper Publishers 
Assn. advertising conference in Harrisburg, Pa., Feb. 8-9 (AA, Feb. 18) were, left to 
right: David Knipe, advertising director of the Globe-Times, Bethlehem, Pa.; Clark 
Nelson, manager of general advertising of the Times-Journal, Vineland, N. J.; Richard 
E. Beeler, advertising director of the Mirror, Altoona, Pa.; Earl J. Gaines, advertising 
director of the Pittsburgh Press, and George G. Steele, advertising director of the 


Philadelphia Bulletin. 


Bamberg Joins Berger Mig. 


open his own consultant firm. 


Advertising Age, February 25, 1952 


‘U.S. News’ Study 
Finds Travel Is 
Based on Income 


WaAsuHIncTon, Feb. 19—A market 
study of travel habits by U. S. 
News & World Report shows that 
family income is still the major 
measure of travel or resort cus- 
tomers—despite the trend to more 
and longer vacations and more 
travel by people in all walks of 
life. 

The study shows that 86% of 
the families with incomes over 
$10,000 go traveling on their vaca- 
tions, compared with 66% of the 
families with incomes below $5,- 
| 000. 

Two or more vacations are 
| 


taken by 53% of the families in 
| the over-$10,000 class and by 
| 36% of the families in the under- 
| $5,000 category. Moreover, 37% of 
| the former take vacations lasting 
|more than a month. Less than 


Cleveland department store, has} 25, of the under-$5,000 get away 


George Bamberg, formerly on | joined the advertising department | for that long. 


the advertising staff of May Co.,| of Berger Mfg. Co., Canton, O. 


How to m 


“REALLY GREAT!" soy leading manufacturers after more than 100 local showings in recent weeks 


love 


ake 


your 


A DRAMATIC 30-minute slide show in 
full color... at work in the grocery 
field, adaptable to others. Sells your 
ads to the men who sell your goods 


Apna, yr” 


your salesmen 


advertising 


SHOW THEM THIS STIMULATING NEW FILM 


SETS them afire ...Impresses jobber, 
distributor, wholesaler salesmen, and 
your own district men with the power 
of your newspaper campaign 


Q 


OPENS their eyes... Shows salesmen 
how advertising helps them move your 
products, how they can squeeze every 
ounce of sell out of your ads 


re FS 
GETS them into the act...Helps you 
get better display, local ad support, 
more sales. We will arrange showings 
at national or district sales meetings 
ot no cost to you. Write or phone 
Bureau of Advertising, ANPA, 
570 Lexington Ave., New York 22 


.. “We could 


talk this story till the cows come home, but it wouidn't have the same effect... . ‘Drives home what we've been 


stressing for yeors.” 


Sponsored by the Telegram-Garzette, Worcester, Mass 


. . « “Concise, effective ; makes sclesmen understand.” . . . ‘One of the best we've ever seen.” 


in the Interests of fuller understanding of newspapers 


| Travel abroad, reports U. S. 
News, also seems to be determined 
| largely by income. Since 1946, 31% 
lof the over-$10,000 families have 
been abroad, as against only 14% 
| of the under-$5,000 families. 

s The higher-income _ traveling 
| people seem to like to take vaca- 
|tions in the summer—80%. But 
{90% of vacationers take their 
| vacations at other times, too: 27% 
| in winter, 32% in spring and 31% 
in the fall. As for total vacation 
trips, 47% are taken during the 
summer months, and 53% in other 
seasons. 

U. S. News’ 56-page report is 
based on a study of its reader- 
families, whose incomes average 
$13,557. It includes details on busi- 
ness travel, as well as regions 
visited by vacationers and source 
of visitors to each region, both in 
the U. S. and abroad. 

The survey was conducted by 


the magazine’s market research di- 
vision and tabulations were made 
| by Benson & Benson, research 


} 
} 

| company in Princeton, N. J. Mail 
| questionnaires were sent to every 
| 20th name in the magazine’s sub- 


scription list—a total of 17,193 
pieces of mail. There were 5,165 
usable replies—a return of 30%. 


Woods Appointed Member 
of Defense-Manpower Group 

Leslie E. Woods, director of in- 
dustrial relations at Raytheon Mfg. 
Co., Waltham, Mass., has been ap- 
pointed a member of the New 
England regional labor-manage- 
ment committee for defense man- 
power. He succeeds Joseph Smith, 
formerly director of industrial re- 
lations of American Woolen Co. 
and now deputy director of Mu- 
tual Security Agency, successor to 
Economic Cooperation Adminis- 
tration. 

The appointment of Mr. Woods 
was made by Maurice J. Tobin, 
Secretary of Labor, on recommen- 
dation of the U.S. Chamber of 
Commerce, the National Assn. of 
Manufacturers and Associated In- 
dustries of Massachusetts. 


345 Retailers in 20 Fields 
Are Brand Name Finalists 


A total of 345 retailers in 20 re- 
tail classifications have been 
named finalists and will compete 
for the fourth annual Brand Name 
Retailer of the Year awards, Brand 
Names Foundation has announced. 

The foundation will present a 
plaque to the outstanding mer- 
chant in each of the 20 categories, 
and four other retailers in each 
group will receive certificates at a 
dinner on Brand Names Day— 
April 16—at the Waldorf-Astoria 
in New York. More than 1,500 re- 
tail executives are expected to 
attend. 


Appoints Dillon-Cousins 

Soria, Ruiz & Cia., S. A., Havana, 
has appointed Dillon-Cousins & 
Associates, New York, to represent 
it in the U.S. In turn, Soria, Ruiz 
will handle advertising for Dillon- 


Cousins clients in Cuba. 
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Newsprint Price 
Likely to Rise, 
House Learns 


WaAsHINGTON, Feb. 18—Members 
of the special House committee on 
newsprint expressed concern today 
that Canadian mills may be plan- 
ning another price increase. 

J. Noel Macy, director of Na- 
tional Production Authority’s 
printing and publishing division, 
told committee members that pub- 
lishers report “rumors” that an in- 
crease above the present $116 per 
ton base price is coming. 

Mr. Macy said he has no infor- 
mation to indicate whether a price 
increase could be justified. 

Canada supplied 4,783,549 tons 
of the 6,056,657 tons of newsprint 
bought by U. S. publishers in 1951. 
As an imported item, Canadian 


newsprint is exempt from price} 


ceilings. 


® Reports of the impending in- 
crease ranged from $4 or $5 per 
ton to as high as $10. House com- 
mittee members said any increase 


at all would be a serious problem ‘ 


for small publishers. 
In a summary of the newsprint 


outlook, Mr. Macy said U. S. pub- 


lishers appear to be enjoying “a 
temporary breathing spell” from 


Watts Joins Dallas Bank 


George J. Watts has resigned as 
assistant v.p. in charge of adver- 
tising for the Girard Trust Corn 
Exchange Bank to become assist- 

j ant v.p. of the Republic National 
| Bank of Dallas. 


Pushes Thermos Bottles 

American Thermos Bottle Co., 
| Norwich, Conn., has started an ad- 
| vertising program using trade pub- 
|lications and consumer copy in 
Better Homes & Gardens and The 
Saturday Evening Post. 


Bob Howe Opens PR Oftice Direct Mail Names Hirschfeld 


Bob Howe, formerly assistant to 
the public relations manager of 
Marshall Field & Co., Chicago, has 
opened his own public relations 
service at 660 N. Dearborn St., 
Chicago. 


|KECA-TV Appoints King 


KECA-TV, Los Angeles ABC- 
owned station, has appointed 
Frank G. King, formerly sales 
manager of KTTV, Los Angeles, 
to the newly created post of sales 
manager. 


Edward Hirschfeld,’ general 
manager of A. B. Hirschfeld Press, 
Denver printing company, has 
been appointed a Rocky Mountain 
Empire member of the Direct Mail 
Advertising Assn. advisory board. 


| LeCocq Joins R&R in Seattle 


F. G. (Buff) LeCocq, formerly 
ad director of Pacific Northwest 
Co., Seattle, has been appointed 
an account executive in the Se- 
attle office of Ruthrauff & Ryan, 
| effective March 1. 


101 


Keichum Joins Philip Lesly 


Spencer Ketchum, formerly a 
newspaper man and radio news 
editor, has been appointed a copy- 
writer in the Chicago office of 
Philip Lesly Co., public relations 
counselor. 


Raymer Co. Appoints Finley 

Mark Finley, formerly with 
D'Arcy Advertising, Cleveland, 
handling its White Motor Co. pub- 
lic relations account, has joined 
Paul H. Raymer Co., New York, 
radio representative. 


the supply pinch which has existed | 


almost all the time for the past 
10 years. 

He believes supply will tighten 
late this year or early in 1953 as 
a result of “redistribution” of sup- 
ply contracts to publishers now 
getting less than their needs. 


Mr. Macy reported that the U. S. | es 
of} 


obtained 167,437 more tons 
newsprint in 1951 than in 1950, 
and inventories rose 81,792 tons. 
But they are not high, he said. 


® NPA officials said that a way 
has been worked out to allow rapid 
tax amortization benefits for six 
newsprint expansion projects 
which would increase U. S. output 
by 256,000 tons in the next two 
years. During 1951, U. S. mills 
supplied 1,124,748 tons of news- 
print. 

Officials also reported that Can- 
ada expects to increase its output 
by 914,000 tons by 1960, but Mer- 
rill Lord, chief of NPA’s newsprint 
branch, suggested the increase 
won't meet the rapidly growing 
demand for newsprint. 

“During the past seven years, 
he pointed out, “U. S. consumption 
of newsprint has increased by 84%. 
This Canadian expansion over a 
10-year period actually amounts to 


” 


only 15%.” 
Mr. Macy expressed concern 
over cost increases which might 


force newspapers to go beyond the | +s 


present common 5¢ copy price. 
“Under our system, papers must 


be widely distributed,” he told the | § 


committee. “When they get so ex- 


pensive that people think twice! 4 


before buying them, they are not 


in a position to perform their nor- 
A 


mal function.” 


He said the present 5¢ price % 
about equals the penny price of} 


dailies when they first gained wide 
sale. 


Hanes Knitting Boosts Three 

Oscar A. Shortt, sales and ad- 
vertising manager of P. H. Hanes 
Knitting Co., Winston-Salem, N. C., 
has been promoted to director of 
sales. He is succeeded by Thomas 
F. Southgate Jr., who has been 
advanced from assistant sales 
manager to manager, and Robert 
T. Bean, who has been appointed 
advertising and sales promotion 
manager. 


Hutchins Adds Star Headlight 

Hutchins Advertising, Rochester, 
N. Y., has been appointed to direct 
advertising for Star Headlight & 
Lantern Co., Rochester. 


| ie 
ke 
| ea 
| "es 
a 


a 


yy 
| 


3 


| 
| 
| 


‘ 

te 
if 
iis 


|S 


i aby 


“pte 


“urs 


| 


~ a4 7 a - bce, ~~ 4 
EL. AN 3 ey ota ae! “ , eae, 


_EVEN 


INCREASES! 
6th year increase tops 

all previous gains! 
ees The result of alert 


ra 


- dynamic 


- helping our readers ond 3 er 


Fog t 


ee 
4 ~~ 


vee ee ery, . 
oy s = 
= eo wee ao ee 


THE INCREASE 


“Oo Le 


editorial planning a 


presentation... 


our industry look 


to the future—not the post. > 
@ Railroad men like it—and . 
so do advertisers who have 

given MODERN RAILROADS 
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Continental Supply to R&R 

Continental Supply Co., Dallas, 
distributor of oil well supplies and 
equipment, has appointed Ruth- 
rauff & Ryan, Chicago, to direct 
its advertising. Trade publications, 
direct mail and store display ma- 
terial wil! be used 


ABC-TV Promotes Weinbach 
Mort Weinbach, business man- 
ager of the radio program depart- 
ment of the American Broadcast- 
ing Co., New York, has been pro- 
moted to national director of TV 
operations for the network. 


Simon Moves to Peiham, N. Y. 

To provide advertising service 
to Westchester County clients, H. 
K. Simon Advertising has moved 
to 48 Fifth Ave., Pelham, N. Y. 


FLOUR & FEED 
Milwaukee 2, Wis. 


6 publication will be 53 
old June 1, 
the 
Fee Manufacturers, Processors of 
Concentrates, Smal! Mixers and Retail 
Feed Dealers. Advertising rates on 
request 


years 


Livestock 


WCEL, Sole Union-Owned Radio Station, 


Starts Off Fast in 1952; 


Cuicaco, Feb. 19—-WCFL, only 
AM station now owned and op- 
erated by a labor union, is off to 
a fast start in 1952 thanks to a 
revitalized program schedule and 
longer operating day. 

Arthur P. Harre, general man- 
ager of the Chicago Federation of 
Labor station, reports November- 
December-January business up 
more than 30% over the same 
months last year. 

Sports loom large in the sta- 
tion’s new plans. Mr. Harre 
switched to WCFL from WJJD a} 
few months ago, and about the 
same time the Chicago White Sox | 
made the same switch with its 
daytime games. WCFL broadcast 
the Sox night games last year. Mr. 
Harre said the ball club wanted 
all its games on one station this 
year. 


® The Sox games will be co-spon- 
sored by Sinclair Refining Co. and 


Sales Are Up 30% 


one of four or five brewers now 
bidding for the time. The schedule 
will be fed to the Liberty Broad- 
casting System, with which WCFL 
recently affiliated. 

The station is now forming a 
lineup of basketball games from 
the Chicago Stadium for Liberty. 
This series is sponsored by the 
Chicago executive board of the 
Hotel, Restaurant and Bartenders 
Union (AFL). 

In the fall WCFL will again 
carry the games of the Chicago 
Cardinals professional football 
team. 


® The station went on an around- 
the-clock basis last Nov. 1. News 
is broadcast every hour on the 
half-hour via a regular commercial 
time sale to the Chicago Sun- 
Times. 

A disc jockey commentary pro- 
gram, conducted by Lou Quinn 
from a loop restaurant (Al Ne- 
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mets), is presented nightly from 
midnight to 2 a.m. Other early 
morning hours are taken up with 
records and mail order offers. 
Some of these are on a per in- 
quiry basis. 

| Radio Representatives Inc. is the 
new national representative for 
the station. 


|Stone Joins ‘Business Week’ 

Irving Stone, technical editor of 
Aviation Week, has joined Busi- 
ness Week as industrial production 
editor. He has been with McGraw- 
Hill Publishing Co. since 1944 and 
was with Aviation and Air Trans- 
portation before joining the staff 
of Aviation Week. 


| Names Everett-McKinney 

Everett-McKinney has been ap- 
pointed national representative for 
KUNO, Corpus Christi, Tex., Mu- 
tual affiliate. 


Marks-Aiken Appointed 

Modernage Brassiere Corp., New 
York, has appointed Marks-Aiken, 
New York, to handle its advertis- 
ing. 


Our first “Report Card” says: 


Mr. 0. C. Brown 


Dear 0. C.- 


issue, 


associates, 


Cc. N. Pumpian 
ao 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Henri, Hurst & Me Donald Ine 


veramrisain 


January 390, 1952 


Pirector of Advertising 
Oklahoma Publishing Company 
Oklahoma City 1, 


Oklahoma 


Re; MILNOT 


The purpose of this letter is to tell you how 
pleased we are with the excellent printing results 
on MILNOT's fow color r.o.p. page in last Sunday's 
January 27. 


Realizing that this was the first full color r.o.p. 
page the Oklahoman & Times has ever run -- and 
realizing that you would have preferred a longer 
period of experimentation, we were more than pleased 
with the excellent color reproduction and register. 
It was all that we had hoped for. 


Your efforts to co-operate in handling the MILNOT 
color page adds another chapter to the fine record 
of co-operation we have received from you and your 


Cordially, 
ferda + mm 
te a¢ 
Nedia Director 
HENRI, HURST & MCDONALD, Inc. 


THE OKLAHOMA PUBLISHING CO. 


THE 


FARMER-STOCKMAN 


WKY @ WKY-TV, OKLAHOMA CITY 
Represented by THE KATZ AGENCY, INC. 


FULL 


|COLOR 


R.O. 


P, 


“Excellent” .. 
“one of the finest”... 


Q7: 


the January 


. “superior”... 
thus spoke The Milnot 
Company, its agency, Henri, Hurst & MeDonald, 
Inc., and other competent crities of the Milnot- 
Quaker Oats r.o.p. full color advertisement in 


Four monihs of dilige 


“outstanding” ... 


27 issue of The Sunday Oklahoman. 
It was the first run-of-paper full color ad to come 
from the new Oklahoman and Times presses. 


nt “home work” with 


the new Goss “Headliner”, perfecting the exact- 


ing technique of printing full color, had paid 
off. Since this first success, equally excellent pro- 
duction on other r.o.p. full color ads has proved 


that advertisers can confidently expect equally 


daily or Sunday. 


superior reproduction of their r.o.p. full color 
ads every time in the Oklahoman and Times, 


SEE FOR YOURSELF 


Actual tear-sheets of future r.o.p. full color ads 
in the Oklahoman and Times will be sent as they 
appear to interested advertisers and agencies. 
Write the Director of Advertising to be placed 


on the list. 


Meter-Ad Claims 
a Big Head Start 
Over Ad-O-Meter 


New York, Feb. 20—It looks as 
if all isn’t serene on the parking 
meter advertising front. 

After AA’s story of Feb. 4 ap- 

| peared, telling about Ad-O-Meter 
Corp. of Ferndale, Mich., S. G. 
Miller, executive v.p. of Meter-Ad 
Corp. of America, Rochester, N. Y., 
arrived to point out that his com- 
pany has a pat- 
ent on a park- 
ing advertising 
device. 

Further, he 
says in a letter 
that “we are 
the pioneers in 
this business 
and the largest 
operators (in- 
stallations in 21 
states, totaling 
9,500 meters) 

and we feel that 
it is a new me- 
dium which has 
tremendous ap- 
peal because of the tremendous cir- 
culation offered per dollar cost...” 

Along with his letter, Mr. Miller 
sent a photostat of the patent, and 
reported that the company was in- 
corporated in January, 1949, and 
set about developing designs for 
the meters. 


@ Meter-Ad Corp. won't try to 
sell advertising, but sells only 
through recognized agencies and 
transportation advertising com- 
panies, he said. 

He figures that Meter-Ad’s units 
in use will reach about 260,000 
before the end of this year, and 
should approach the 1,000,000 mark 
by the summer of 1953. He says 
Meter-Ad is currently only lim- 
ited by its capacity to produce, 
since the revenue derived from 
Meter-Ad by the cities is a con- 
siderable sales lure. It uses a 
Scotchlite, waterproof card, which 
can be screened in a variety of 
colors. 

And, finally, Mr. Miller says 
his patent attorney tells him that, 
so far as he knows, no patent has 
been issued to Ad-O-Meter. 


Promotes Goods in ‘Life’ 


Southeastern Cottons Inc., New 
York, selling agent for Avondale 
Millis, has scheduled a one-shot, 
four-color spread in Life, April 21. 
The promotion, for both ready to 
wear and piece yoods, is aimed at 
dress and yard goods retail de- 
partments. Direct mail promotion 
is given the ad by Avondale and 
the three dress and three pattern 
companies featured in the ad. Two 
insertions in four business papers 
also are scheduled for February 
and March. N. W. Ayer & Son is 
the Avondale agency. 


Promotes Top Executives 


Employers Mutual Insurance 
Companies, Wausau, Wis., has pro- 
moted three of its top executives. 
They are: H. J. Hagge, from presi- 
dent to chairman of the board; 
W.H. Burhop, from executive v.p. 
to president, and Robert S. Hagge, 
from research director to execu- 
tive v.p. M. P. McCullough, for- 
mer chairman of the board and 
past president of the companies, 
will continue as a director. 


Hunter Scott Opens Branch 

Hunter Scott Advertising, Fres- 
no, has opened a branch in Bakers- 
field, Cal. James C, Molica, for- 
merly with the Kansas City ad- 
vertising headquarters of: The 
Packer, is in charge. 

Offices are located temporarily 
at 1678 Chester St. 


Longman Joins Dowd 


Harold S. Longman, formerly 
copy chief of Lewin, Williams & 
Saylor, and one-time national 
promotion manager of Schenley 
Distillers Corp., has joined the 
creative staff of Dowd, Redfield & 
Johnstone, New York. 
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He brings hope to the battlefields . . . 


cenemar @ evectarc 


NEW GE SERIES—This full-page, b&w 

ad, scheduled for May publication in 

Newsweek, is one of six in a special 

series General Electric X-Ray Corp., Mil- 

waukee, is aiming at the medical pro- 

fession. Agency is Klau-Van Pietersom- 
Dunlap, Milwaukee. 


GE X-Ray Launches 
Special Medical Ad 
Drive in ‘Newsweek’ 


MILWAUKEE, Feb. 19—Gener- 
al Electric X-Ray Corp. has 
launched a series of six full-page 
b&w ads in Newsweek designed to 
provide a_ better understanding 
and appreciation of the role the 
medical profession plays in main- 
taining the nation’s health. 

The ads will pay tribute to the 
physician, the surgeon, the radiol- 
ogist, the dentist and “America’s 
great hospitals and nurses.” 
Scheduled to appear monthly, the 
first ad is running in Newsweek’s 
current issue. 

This first insertion shows a lone 
automobile parked in front of a 
building late at night. The head- 
line reads: “There IS a doctor in 
the house,” and the copy points 
out that “when disease strikes, ill- 
ness threatens or there’s a baby} 
about to be born, your physician | 
is as near as your telephone.” 

Augmenting the campaign will 
be the distribution of ad reprints 
to members of the medical profes- 
sion throughout the country to let 
them see what GE is doing in be-| 
half of their profession. 

Klau-Van Pietersom-Dunlap As-| 
sociates, Milwaukee, is the agency. | 


| 


Masonite Increases Budget | 


Masonite Corv., Chicago, has} 
increased its ad budget 20% over 
last year. Three separate cam- 


naigns for hardboards as used in 
the home, in furniture and for 
factory-finished wall panels are 
vlanned. Each campaign will 
break first in the March 22, Anril 
29 and July 12 issues of The Sat-| 
urday Evening Post. This will be} 
followed by insertions in 62 publi- 
eations. Buchen Co., Chicago, is | 
the agency. | 
Jones Co. Promotes Powers 

William A. Powers has been pro- 
moted to v.p. in charge of creative | 
production of the New York office | 
of Ralph H. Jones Co., Cincinnati | 
agency. He has been with the agen- 
cy for 23 years and art director of | 
the Cincinnati and New York of-/| 
fices since 1945. | 


Pushes Polaroid Sun Glasses 
American Optical Co. New 
York, will launch a campaign in | 
May for its glare-free Polaroid | 
sun glasses. Insertions through | 
July will be placed in the Metro} 
Group and eight independent Sun- 
day supplements by Federal Ad- 
vertising, New York. 
| 
Endo Products to Klemtner 
Endo Products Inc., Richmond 
Hill, N. Y., ethical pharmaceutical 
manufacturer, has appointed Paul 
Klemtner & Co., Newark, to direct | 
its advertising, effective March 1. 
Murray Breese Associates, New 
York, is the previous agency. 


Let Radio and TV 
Cover Legislative 
Proceedings: Baker 


ScHENEcTADY, Feb. 20—Dr. W. R. | over WGY on the 30th anniversary | who wish to see and hear. 


G. Baker, General Electric Co. v.p. 


and general manager of its elec- | 


tronics division, today urged re- 
moval of bans on telecasts and 
broadcasts of legislative proceed- 


| ings. 


“On-the-spot” coverage of such; surge of public opinion, the do- | Soress of international gangsterism 
| proceedings, including congres- |mand for corrective measures to| or against predatory tactics of any 
sional investigations, would serve} halt and prevent moral deteriora- | group, clique or faction within 
|as a strong weapon against lies|tion in government, which fol-| our borders.” 
| and propaganda, he said. Dr. Baker | lowed the hearings, clearly show 
| spoke on the GE “Science Forum” | the effect of opening doors to all | Buys Smith Envelopes Inc. 
Cupples-Hesse Corp., St. Louis, 
“Let us not forget that our gov-| Manufacturer of paper products, 


‘ ‘ | chas Smi lopes 
ernment is a government by the|as purchased Smith Envelope 
bod : ‘ : 4 - | Inc., Detroit. Frank Tullar, presi- 
|@ “The Kefauver hearings,” he} people as well as for the people, | Gani of Smith Envelopes Inc., will 


| said, “have been attacked as mak-| and the closer we can come to an} qireot the activities of the com- 
ing a Roman holiday of solemn | informed, enlightened democracy, | pany under new ownership as v.p. 
| government functions. The up-/| the stronger we will be against the | and general manager. 


|of the station. 


SELLING hw 


attention arresting, sales compelling visual presentation of 
goods and services for a wide range of clients... new 


creative techniques in catalogs, sales manuals, brochures, 


technical manu: 


graphic arts service for the manufacturer with a limited 


budget that must produce sales at a profit... 


ingenious new 
to the rigorous 


and Television 


restrictions and increased competition for the viewer's 
attention . .. a group of creative and technical brains that can 


bring a world of tested experience to your selling problems... 


The la 


als, all kinds of printed matter . . . a complete 


adaptation of tested visual presentation 
requirements of Motion Pictures, Slide Films, 


... giving due consideration to budget 


rgest | art 


service in America 


@ Training Manuals 


Have a Vogue Wright salesman call on you...no obligation 


Wojue WWhightsrvores 


469 EAST OHIO STREET * 


225 FOURTH AVENUE * 


Booklets 


® Color Toning: 
© Color Prints — 


ELECTROGRAPHIC CORPORATION 


PHONE MOHAWK 4-5600 
PHONE ALGONQUIN 4-3400 


CHICAGO 11, ILLINOIS * 
NEW YORK 3, NEW YORK * 
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The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


creation of monopoly, it is clear | 


A 


{mark the chapter printed by Ap- 
| VERTISING AGE, it is a prime ex- 
jample of wasted paper and ink 
| which our opulent society can so 
| canetaneny tolerate. 

WILLIAM K. GrimoM, 


| Grimm & Craigle, Chicago. 
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jinformative and vastly amusing. 
| Please tell your Mr. O’Gara to 
keep right on doing what he has 
been doing. 
CHARLES ALLDREDGE, 
Public Relations, Washington, 
mS. 
e 


in Lines Up ‘Fallacies’ in for more propitious surroundings. ; e e + 7 . 
si Prof. Galbraith’s Thinking Even dumb animals migrate from | that he simply does not look about | How to Live Is the Problem Honolulu Bank Continues 
ies? To the Editor: After reading the inhospitable environments. The) him in the world. It requires only | To the Editor: One of our Cartoon Illustrations 


chapter from Prof. Galbraith’s 
book concerning the economics of 
opulence (AA, Feb. 4), it occurs 
to me that here again we have the 
age old question as to the ante- 
cedency of the chicken or the egg. 
How can Prof. Galbraith say with 


truth of the matter is that neither 
Prof. Galbraith nor anybody else 
can find in all history an authentic 
case of sustained maximum exer- 
tion by any sizable group of hu- 
man beings not at the business end 
of bayonet or lash or under 
equally persuasive conditions pre- 


ordinary powers of perception to! writers, who is a v.p. at BBDO, 
be aware that, whatever the sel-| recently wrote us, requesting a 
fish interest of those who pay for | copy of our little book, “How to 
it, the chief effect of advertising| Liye with Your Ulcer,” by Dr. 
is to make people discontented | walter c 
with what they have. This discon-| fmeritus. 
tent gives rise to effort toward a| 


Alvarez, Mayo Clinic, 


He intimated that this ailment 


change, which is to say, causes) and others of similar nature are 


To the Editor: Enclosed is a set 
of glossies on our current adver- 
tising series, featuring the words, 
“quick, easy and accurate,” as de- 
scriptive of our services. The ads 
were prepared by the Honolulu of- 
fice of N. W. Ayer & Son, and are 


such confidence that advertising i . age oer 
: and seiling can be tolerated only sented by floods, fire or other| people to work more diligently. | particularly prevalent among ad- being run in all Territorial news 
by a society having more wealth catastrophe. Let’s not kid our-/ Hence, more social wealth is in- vertising personnel. 


i 
“ 


than it knows how to use? The 
facts support an even more posi- 
tive declaration that maximum so- 
cial wealth can be produced only 
where advertising and selling are 
industriously practiced. For that 
matter, I think a strong case can 
be made for the proposition that 
advertising and selling contribute 
not only to material wealth of a 
people, but also to cultural and 
spiritual riches. In short, while 
I do not accuse Prof. Galbraith of 
turning out deliberate propaganda 
for a different social order, I 
think it’s time somebody pointed 


selves. The human race is lazy, 
and nobody works harder or long- 
er than he is driven by necessity 
or by his desire to acquire or en- 
joy something he can gain only 
by extra effort. 
When I went to 
taught that wealth could be pro- 
duced only by the application of 
labor to land, (Now you know how 
long ago I wore a cap and gown.) 
I think it’s still true that only 
work can produce wealth, in the 
social sense. I realize that individ- 
uals can become rich by lucky bets 
on horse races or by giving mink 


college I was 


evitably created. 

It is interesting to note that the 
professor points to agriculture as 
most nearly conforming to his 
“model,” in which the individual 
can assure himself of employment 
by lowering his wage sufficiently. 
As has been demonstrated by cit- 
rus growers and others, there is 
another way to assure agricultural 
employment without sacrifice of 
income. Of course, such enterprise 
and energy as are required by this 
method may be anti-social by Prof. 
Galbraith’s standards. 

I would take issue also with 


You'll note the attached editor- 
ial from a recent issue of the 
Detroit News also comments about 
the Alvarez series. 

Under separate cover we are 
sending you a complete set of 
these current books which are en- 
joying increasing popularity and 
acceptance. Our latest title, “How 
to Live with Your Migraine-Sick 
Headache,” will be available with- 
in one week. 

MERVIN HYMAN, 

Wilcox & Follett Co., Chicago. 

Not included in the series, but 
badly needed, is a little book by 


| Puick 


| 


| 
| 


| 


out the fallacies in his sort of} coats to the right people, but such Prof. Galbraith’s complacency to-| the v.p. at BBDO on “How to Live | 
thinking. We've been subjected to transactions do not increase the ward errors in government er a with Your Clients.” 81SHO? ———— 
far too much of it. wealth of a community or nation. sions. If he thinks government de- e sper 


If there really were a country 
here maximum exertion by all 


mmunity would forthwith depart 


Therefore, if we are to have great- 
er opulence as a society, we must 


advertising only as a tool for the 


cisions in recent times have not 
“seriously compromised endow- 


gating. I suggest he begin by ex- 
amining what’s left of the Mesabi 
range, and consider that we are 
now frantically engaged in devel- 
oping iron ore sources in Labrador 
and Venezuela, neither of which 
are part of the U. S. endowment. 


book is based on 


If the rest of Prof. Galbraith’s| 


* . 
A Chief Adornment Bows 
To the Editor: As a person who 


really good reporter is one of the 
chief adornments of our civiliza- 
tion, I would like to say that the 
week-in-week-out reporting in 


reasoning and pseudo facts which’ ing 


ADVERTISING AGE has impressed me 
as among the best in the entire 
trade press. 

In particular reference to the 


the fallacious | Duane Jones imbroglio the report- 


has seemed to me frank and 


gprs raat pan: Bed hs — a oo: ment of physical resources” in the| deals constantly with the report-| papers and, somewhat resized, in 
C MANIMUMN OF NSCESSIUES, & se 18 _— U. S., he should do a little investi-| ing of news, and thinks that a} lo g i 
intelligent members of the Since Prof. Galbraith recognizes é s 4 cal magazines. 


As with our past ad series, car- 
toon treatment has been used in 
| order to cut across any language 
| barriers in this multi-lingual com- 
|}munity. And we don’t mind the 
humorous touch in the ads at all 
—in fact, this is done with delib- 
erate calculation. 
| Each of the more than 400 em- 
ployes of the bank receives proofs 


There are over 


40,000 


MOTELS in U. S. 
* 


Representing an 
Investment of over 


$6,000,000,000 


Doing an Annual 
Business of 


$1,300,000,000 


a a 
z 
- 


a 


= it 


Notional Survey shows— 
expenditure of $46,800 


nishing 
15,000 new Motels have been built in 


have become BIG business—expert 


products—building materials and s 
equipment—practically every type 


Leading owners and operators look 


Improve their Motels”. We can hel 


NOW READY— 
Special Surveys on 


; | uence 
Paper eaneees: . 


Sell the fast-growing 
MOTEL Industry through 
American MOTEL Magazine 


More than 86% of all travelers now travel by 
car, and whether on business or pleasure, pre- 
fer staying at super-convenient Motels that 
offer small-town friendliness with big-city accommodations. Yes, Motels 


38% of Motels plan to expand an average of 7.8 units per motel for average 


19% of Motels plan to spend an average of $7,000 for remodeling and refur- 


last 3 years. 


\mericaa 


ly staffed—efficiently managed. 


Here is a young and growing industry—a ready market for hundreds of 


upplies, furnishings, air conditioning 
of equipment or product used in the 


home. Motel owners are VOLUME buyers of equipment and supplies. 


to AMERICAN MOTEL MAGAZINE 


to help them—they buy it strictly on editorial merit. It gives them more 
feature articles. It’s the first magazine to instruct them on “How to 


p you sell your products in this new 


and fascinating industry. Write for surveys mentioned below. 


Paid Circulation now 11,573—gain of more than 3,000 in 1951 


AMERICAN 


q MOTEL - 


_. THE LOUISVILLE TIMES a a 52 INDIVIDUAL MAGAZINE © 
huge MOTEL Industry are contained in PRODUCTS i 
Owners and operators of Radio Station WHAS and Television Station WHAS-TV @ Market Analysis folder. Write for Write f . ; / 
364,123 DAILY + 293,426 SUNDAY your copy. ‘ ho frac on 5 So. Wabash Avenue, Chicago 3, Ill. } 1 
rodu 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Also Publishers of American Restovront Magazine | 
} / 
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of the ads in advance of publica- 


dent. 
N. F. BANFIELD, 
Manager, Public Relations De- 
partment, Bishop National 
Bank, Honolulu. 


Andrews Cares and Wants 
Carstairs to Know It 


To the Editor: This is a funny | 


business we're in. Just the other 
day I find on Page 17 of February 
True magazine that I am a “Man 
Who Cares.” 

Further, on the bottom of the 
Carstairs copy it states, and I 
quote, “Doug Andrews is not the 
name of an actual person, but 
rather a type—‘the Man Who 
Cares’.” 

How about that? Here I’ve been 
going along all these years think- 


hardly had a chance to use it once, | 
tion with a note from the presi- he’s in no mood to listen to any| 


more advertising of any kind. 


| If it isn’t a pill to put you to| x 
sleep or to wake you up, or a lotion | 
| that makes Ma a Hollywood-type | #& 


| glamor girl or something equally 
be silly, the irritant that makes 
advertising absurd may be an ar- 
ticle of apparel or houseware or 
| another worth while product that 


‘has been carelessly made or fab-| 


ricated of inferior quality mate- 
rials which simply won’t stand up 
under ordinary usage. 

I agree with Mr. Woolf 100% 
also when he suggests in a follow- 
up article (AA, Jan. 21) that ad- 
vertising men should stop racing | 
around like children and take time 
off each day to do a little medita-| 
tive thinking. Much of the ab- 
surdity and immorality in adver- 
tising can be traced to the antics 
of account executives who have an 


ing that I’m somebody, and now it | 
turns out that maybe I should have 
been named Harvey, or Kukla or) 
something. 

Oh, well—I still take an oc- 
casional drink and maybe Mr. Car- 


ulcer complex. 
FRANK FINNEGAN, 
John Francis Finnegan Adver- 
tising, New York. 


1950 FOOD SALES 
EXCEEDED $126,000,000 
A GAIN OF 334% OVER 1940 


Just further evidence of the tremendous growth 
of El Paso's market, the Fabulous Southwest. 
Grocers and food brokers know they're getting 
the big share of a $4,271 per family effective 
buying income. You con insure your portion 
by placing your every “A” schedule in The 
El Paso Times and El Paso Herald-Post. 


The only media covering the 
whole of the Fabulous Southwest, 
the lorgest trade territory in the 
United Stotes, are the El Paso 
Herald-Post and The Ei Paso Times 
— two separate newspapers, o 
low 27¢ a line buys both! 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


Represented nationally by 


Seri General 
Advertising Department ond ans ttee League 


mlenidnaibines 


stairs will do something about that. 
Dovuc.as A. ANDREWS, 
Advertising Manager, Flying, 
New York. 


Agrees with Woolf That 
Meditation Would Help 

To the Editor: Jim Woolf's ar- 
ticle, “The Advertising Business 
Is No Sacred Cow to Me” (AA, 
Jan. 14), is a haymaker, straight | 
to advertising’s solar plexus. 

Unless they are uncommonly in- 
sensitive to truth that hurts, Mr. 
Woolf’s telling blows must have 
rocked more than one top-ranking 
executive heading agencies which 
habitually release advertising and 
publicity containing misleading 
statements, untruths, distortions of 
fact and outright falsehoods, as 
well as idiotic claims and offen- 
sive techniques. 

While creating cunning money- 
grabbing schemes to enrich mor- 
ally dishonest clients, many of | 
these executives have had the | 
crust to make pious statements in| 
the advertising press pointing out | 
the need for greater morality in 
government. 

I wonder how many advertising | 
bigwigs ever get down to earth 
close enough to see what’s going) 
on out where Mr. and Mrs. Ordin- 
ary Folk live. Isn’t it a fact that 
store windows on Main Sts.} 
throughout the nation are filled} 
with all kinds of novelties and| 
gadgets mass-produced to buy| 
mink coats and Cadillacs for the | 
promoters but not made to serve 
any real need. You might call this 
kind of merchandise “things the 
world can do without.” 

Too bad our professional (2) | 
advertising men waste their time 
thinking up clever tricks to pick 
the pockets of people who are in 
need of furniture, housewares, 
food, transportation and many 
kinds of worth while products and 
services. 

In addition to products which 
really have no reason for existence, 
there are scores of nostrums, syn- 
thetics and shoddy goods promoted | 
as “modern miracles.” Many items | 
of this kind would never reach 
the public and thereby give them | 
some cause to indict advertising | 
for its foolishness, if it were not! 
for the willingness of so-called 
professional advertising men to, 
act as confederates of clever,) 
sometimes illiterate and often-| 
times self-idolatrous clients whose | 
only god is money. 

Chances are, the man who 
shouts, “Shut that d-- thing off” 
when the radio blasts forth innoc- 
uous jargon urging him to rush 
right down to Joe’s place to buy 
a can of Squelch, is the same man 
who only last week bought a cheap, 
plastic toy for his kids that set him | 

back $4.95, and seeing that the 
d-- thing fell apart before the kids 


It’s a market that accounts for 
nearly 1/2 of California’s total 
gross farm income .. . nearly 
1/5 of its total retail sales.* But 
you'll miss it if you try to cover 
it with San Francisco or Los 


BILLIGN DOLLAR 
VALLEY GF THE BEES 


Angeles papers. The inland Val- 
ley is an independent market 
that you cover only with its own 
leading papers — The Sacra- 
mento Bee, The Modesto Bee 
and The Fresno Bee. 


*Sales Management's 1951 Copyrighted Survey 


McClatchy Newspapers 


National Representatives .. . O'Mara & Ormsbee, Inc. 


eee ep i ee | Od - oe ENS oe Se ae oe SD ee a oe 
i ee ee 
jens Bt ope er ey se Wer Wie aon eae oe 4 ; Boe ae pitas : ‘ 5 > - Pars oy SRM 
moe ? d PERCE SM 
ieee a 
ay i 

us ee 0 

me SIR RE cr ERR KEN a NR ND ee ee a 1, Ls 

‘ EE wane ek Ot a EY ue 
7 Pe te Ee Sites. 
i RS es 
ee es I es pa a 
ea: Ds Pe 

(Seat Pan : 

<a ° . 7 a Bas Sit 

Ps ey esa Soe 

ee ae Be ost 

c Se be is i 

. , | Cimes xu 

Vet De ~~ 

ai oe - Me 
ee: 

: ee ee ee a Re ee ee TT sete 8 

a a fF or 
: . a maaan aa i ie ERSTE TONE LST aa ae alt pr errant: oe ; 

ue *; 

; 
“hs Ae 
a Es 
° os 

o “ } ~ P ? 

a . eee i 
ae * ’ - S : | 

t - ft 
: 0 ae ” ee 

3 O <tr te oe 
+ | i 7s ia 

wd eo. atl by awe 

| gee er a - % P.. 
5 eae ie Bs Speeemeh. “- ie has ; a4 ia 

é ae a pores a. Px 7 ae 

a! Ee 4 te ae ye ae PP. pea Ep 4 ' , A : J by " a pk doe! 

3 ea: Sh ge ee eo 1 yt ; is 

. ' pe ees ee hs SE eee Ae ee a eo Bae 

: ee eee, | Baten 
ee ea ee ee ee oe ere 

¥: ee ee. a, Lace 7 F 
Sag Ps ee =a ia aa aR a ar E ; rn et : _ B 2 

‘ Ba ay ote ee i : ae Bee “— > ~~ a, 

; eee! 2 tio ne f Pies av =e a | ae 

oy ary ate rt oe ‘ ae: a a ax eke prea © agers Ve : - Be TE : 

: ee i Mites ae a " ae 
: ree i Ee. Wine . a : | eae 
: ae Piette te |) Rn ares ON ei 3 Riles, 

x SES ieee Baie, | te yaa eer wi : v3.6 2% ee ee 
e ees ee ay ae es, : . Eo. as ae 
8 } > Jeera Pees Pa. ae Rice eae | aoe a. pie gto? 
ae : aes easy 5 ee ee be, wg tree ety a 

, 4 Re DLs rE a x 3 : ¢ Be = ; ‘€ a " 

s } eee 55 ; , ek 1oee Be ny ‘s oe: 

. } | eS it ae a e * ,4 es Sl F Pee a. tie 

; | i: in ee ae ie aye, ae Rae - me : aa 

' oe % <I caste. + ae aa Bey © 
ie i se 4 | \ \ oe Se a _ ae & < ‘s 
4 ) A y)) ee 
yr | 4 yey , i Bee ae, 
. ee As Ne 
a = ane ip ; re 
: baer a / ie «era 
ee : , 7 a ae 
ra re oa 
ee x ee, ‘ 
“a It: bee. aa rah 
; { s a a ee $e ree 
eke Rees ASS eee: 
aaa cc: eae tee 
; | * \ ee 5 eo See ek, sie 

é } . 5 : gos ina eee : z fe 
oa ’ | ane SO Nane see 
é : ; ; sb ie ee oes ge 

- j # S oy 
| | Pees * > he 2 

i ; e .. ™ rs : S 
_ ya a oe 
t. } ay, pa. 4 
; ti . ~? * , ee 
"Z iF So, 
es © ky ‘ 
: i.) * z aH 
ie e * 
- | \ ke a 46 
gy \ : 
“i | 7) 
i \Ke a 
o ul S = ie $ es 

i : 
}} é a : 
e THE SACRAMENTO 2 
it THE MODESTO B | oo 

j a a 
ii THE FRESNO BER A oe 
if c Boe eae 

i poe seers! 

; oe ea eral AB. Mele 

: eee taste t 

e 5 bra 
f = ei ss 

: Re: “3k nae 
| aA ee 

>: > Cet Se raat,” 

L : Beer gi 

‘ 5 i = 2 
: — Ce ces 
ae ic e: 

| aD Ae EN 

{ ae Se 

t Be Pe 

a 

Bi ey 

| Bats, 

4 SE Re > 

. aa — : : ree 
ee ae = i ee bee = 4 . = fe es <r tae : r a 2 . , ; i : i eae 2 


es 


ete 
aes 


“ahi tee A 
~ 
aie 
Sree: 


A 


¥ «Say, 
ewer 
ahem o 


i fi 
2 peeled = 
pe nat nafilind 


alia 


106 


‘Golden Gloves’ Help Moore Open Drive 
for Business Forms; 7 Magazines on List 


Nracara Fats, N. Y., Feb. 21—}| 


Twelve hundred salesmen for 
Moore Business Forms Inc. will 
wear miniature “golden gloves” 


on their lapels in a few days. 

The little gold-plated emblems | 
are not signs of widespread boxing 
talént but of a coming ad cam- 
paign. Moore opens a 1952 mag- 
azine drive this week to explain 
the cost of inefficiency in offices | 
and tell how its salesmen can save 
motion and speed up work 

Full-color pages will run in 
American Business, MacLean’s, 
Newsweek, Purchasing, Time, 
Time-Canadian and U. S. News &} 
World Report. Each ad shows a 
common cost trouble in the office 
and suggests that a Moore repre- 


boxing gloves dramatizes the copy. 
Working with Moore, Newsweek 
|}sent the symbols to all company 
| salesmen to impress on them and 
beard prospects that the campaign 
* | is under way. 


to tags marked Moore and News- 
week. A letter with the emblems 
asks each salesman to wear the 
gloves in their lapels as conversa- 
tion starters and as reminders to 


|}magazines on the schedule are 
| working out promotional angles 
for future ads. 

N. W. Ayer & Son handles the 
| account. 


Markets ‘Stable’ Coffee Flavor 
Cott Beverage Corp., New Haven, 


— 
mm MOORE vermin rooms one lis introducing a “new, authen- 
ms : ; a | tic coffee flavor” which “insures 
ee ae cs | complete flavor stability indef- 


Each pair of gloves is attached | 


| Show the ads while on calls. Other | 


sentative can design a business 
forms system that will end the ob- 
struction. 

gloves” emblems 


e The “golden 


| initely.” In the past, Cott says, cof- 
fee flavored soft drinks have had 
| too short a shelf life. Independent 


| tie in with the first ad, which runs| pottlers will be permitted to mar- 
in Newsweek and Time Feb. 25.| ket the Cott product under their| Displays exclusive representative | 
The picture of a typist wearing} own labels. 
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| Five Join N. W. Ayer | 

N. W. Ayer & Son has added 
five members to its staff. Gerard 
M. Burder, formerly account ex- 
|ecutive with Reuben H. Donnel- 
ley Corp., has been appointed to 
the Ayer plans-merchandising de- | 
partment in Philadelphia. Thomas | 
|G. Watson Jr., formerly v.p. and} 
| Canadian manager of Vick Chemi-| 
cal Co., has joined the same | 
partment also. 

Nicholas G. Rutgers Jr., form- 
erly with Castle & Cooke, in the 
Hawaiian Islands, has joined the 
Ayer Honolulu office. Mrs. Doro- 
thy Winn Donnelly, formerly with | 
Columbia Broadcasting System, | 
has been appointed to the writing | 
staff of the radio-television de-| 
partment in New York. Elizabeth | 
Udell Moore, formerly in charge} 
|of publicity at the Ellis School, | 
Newtown Square, Pa., has joined | 
the writing staff of the education | 
department in Philadelphia. 


| To Transportation Displays 
| Boston & Maine Railroad, Bos- 
ton, has appointed Transportation 


| for all advertising on its properties. 


Only 


LIFE International 
has such 
picture impact 


Kilted Commissioner Malcolm Mac- 
Donald relaxes after tending to British 
colonial interests in his vast area of as- 
signment— Southeast Asia. 

LIFE INTERNATIONAL’s readers 
(92%, in business, government and the 
professions) felt the Far East come nearer 
when they viewed in pictures of startling 
sharpness the uncanny tact of this unpre- 
tentious shirtsleeve diplomat. 

The impact of such pictures attracts for 
LIFE INTERNATIONAL’s single, world- 
wide edition an estimated audience of 
3,000,000 readers (average of ten per copy) 
in major markets outside North America. 

Published in English every fortnight, 
LIFE INTERNATIONAL is a prestige port- 
folio for overseas advertisers. No other 
U.S. international or export trade maga- 
zine matches its picture impact... large- 
page size . . . outstanding four-color repro- 
duction . . . all delivered at low cost per 
thousand quality circulation, 

Because of such advantages, LIFE IN- 
TERNATIONAL gained more linage last 
vear than any overseas edition of a U. S. 
thagazine, 

You are invited to write for the book- 
let, “Facts about LIFE INTERNATIONAL,” 


f 
a 
: 


AGENCY EXECUTIVE APPRAISES 
LIFE INTERNATIONAL 


Shirley Woodell of J. Walter Thompson Com- 
pany says: “LIFE INTERNATIONAL plays an im- 
portant part in providing highly selective coverage 
over a very wide area at relatively low cost per 
thousand. In addition, its secondary readership is 
extremely high and the quality of paper and print- 
ing affords excellent reproduction.” 


= Time-LIFE Building 
9 Rockefeller Plaza 
New York 20, N. Y. 


In every market overseas—read by the thousands who influence the millions 


| said it 


19 TV Stations 
Endorse Katz 
Spot Platform 


Cuicaco, Feb. 19—The Katz 
Agency, radio-TV station repre- 
sentative, had all its 19 TV clients 
under one roof in Chicago this past 
weekend and reported enthusiastic 
reception of its new spot sales 
campaign. 

Twenty-five Katz TV staff men 
met with the station executives to 
introduce a sales program featur- 
ing the advantages of spot pro- 
grams over network. The agency 
will begin showing this 
presentation to individual adver- 
tisers and agencies immediately. 

Katz will tell advertisers that, 
by using spot instead of network, 
they will be able to have prime 
time in key markets, will have 
more control over programs and 
will have less costs. In addition, 
the agency claims the use of spot 
will help keep television away 

from network domination. 


|s In endorsing the Katz program, 
| the 19 TV stations suggested fur- 
| ther steps to encourage the adver- 
|tiser. They agreed unanimously 
that: 

1. The flexibility of spot adver- 
tising should be extended by dual 
sponsorship of programs. 

2. Advertisers should have equal 
| opportunity to the use of station 
| facilities and national spot adver- 
tisers should be protected against 
preemption up to 52 weeks. 


® Katz also distributed at the 
meeting a catalog of 50 film shows 
| especially prepared for TV. Each 
| card lists a film, the producer, 
| where it has been shown, price, 
}and all other details. The agency 
| plans to keep the catalog up to 
| date. 
| Katz also reported that its client 
“the 
multiplicity of rating services and 
| the great variation in their find- 
ings.” The station executives urged 
| the following groups to set up a 
| joint committee to cope with this 
| problem: National Assn. of Radio 
| & Television Broadcasters, Na- 
| tional Assn. of Radio & Television 
| Station Representatives, American 
| Assn. of Advertising Agencies and 
| Assn. of National Advertisers. 


| stations were disturbed by 


| 

Dairy Farmers on 
East Coast Start 
Advertising Push 


PHILADELPHIA, Feb. 20—Seven 
thousand Atlantic states dairy 
farmers have started advertising 
to the public for the first time. 

Maryland, Delaware, Pennsyl- 
vania and New Jersey farmers, 
members of the Inter-State Milk 
Producers’ Cooperative, have be- 
gun to sponsor a twice-weekly 15- 
minute news analysis program on 
Station WCAU-TV. The group 
also plans to use radio. 

The chief aim is to create better 
understanding among consumers 
of the dairy industry as a whole, 
especially the part milk producers 
play. Copy will cover problems of 
production, selling and the like. 

The WCAU-TV program is “As 
I See It,” with Charles Shaw. It is 
heard Tuesdays and Thursdays at 
7:30 p.m. 

Lamb & Keen here is the agency. 


Bennett Joins Mutual Shoe 


Victor Bennett, formerly with 
Abraham & Straus, Brooklyn de- 
partment store, has been ap- 
pointed sales promotion manager 
of Mutual Shoe Co., Marlboro, 
Mass. He will work closely with 
Silton Bros., Boston, Mutual’s 
agency, on a heavy consumer cam- 
paign this spring. 
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J Advertising Pages and Linage in National Magazines 
Official Figures as Compiled by Publishers Information Bureau 
Publications with an * report directly to ApveRTISING AGE 

—Pages— —=\ -——Pages——~. nes— Pages ——Lines——~ 

den. ‘Jen. dan. " Jan. dan. dan. dan. dan. | Jan. Jan. dan Jan. 

thlies _ = True Con’ tet Bs 7,762 7928 Parade 22.0 wa ry oh ass 

ee ee —— z = 9,967 8,789 Sitimnn o— = rr re} iss 1,828 ee a aa ee 

, ! iliman . . . / 

{Christian Advocate | 26.3 «27.2 ~—:10,890 1.240 | Ideal Women's Group Total Group 89.6 124.3 80,193 111,745 

. = & £3 in| oe as as Gas S583 | 

ue 80.8 l= 34,646 239 ovie Life ...... : 

“e i 13 16398 Jee | Mone, Sac pase Se ae wel eee 
ji 189.9 223.9 129,150 | rsona omances L | (AN othe ctions) 

Se ee 829 90.9 56.364 et) #t*Quality Romance Group 40 —— i612 —=> | Peet S Rattle GED .-.,.+s-2+-- 215 221 21,525 22,050 

a vor 189.3 me 81,151 14 | — Unit atone: 172 174 7,396 7,485 oo" Rorale Tribune-This Week iat 4 att oe 

: Newswee 179.0 2138 75,049 714 | s Romance Group . Y, Mirror Magazine .... 5 : 

Pathfinder ........ 0.8 22.1 12,945 9,284 | a te Romances Uh 4,300 —— New York Times Magazine 94.1 88.9 70,969 75,600 

“Presbyterian “peer 101 10.0 4,256 4,251 | | Seerets ote 112 10.7 4,790 4,602 | Puck—The Comic Weekly . 123 148 23,493 28,246 

, espe 22.0 10.0 —- —— rue a jomen’s Group: | Total Group ...... 187.3 : “Ts2, 

Saturday Ersaing Pes Post . 210.0 256.8 142,740 174 585 ProtOway eee a7 203 9279 5.692 | otal Group 187.3 186.1 180,719 "182,423 

‘urday jew . ‘ 4 I if ‘adio- irror 5 ; Fy ‘ Fy ies 

“Sporting oy Py Si 22139 25.070 Troe Expert 18. é 4s 6.636 6,345 All figures in the following groups were compiled by Advertising Age 

{Time hates 251.5 2616 105,562 109,81 rue Love Stories ’ : 

U. S. News & World Report 136.9 831 57,457 34,881 True Romance 172 163 ©7382 (6,966 Comics Magazines 
Total Group .......... 1556.8 1,666.1 820,529 902,087 | True Story * = = ine 7 12,229 “Tata 2 Unis on a ae ee 

tFive issues in January 1952; in January 1951. {Four issues in Janu- Total Group 284.8 2753 128817 118,049 7 a zqonneetele ; P y 

ary 1952; five issues in January S951. $0: §0nly full-page units accepted. #Not included in totals. {Started publication in September 1951. {Changed from #Uni ft 4 6.5 35 2,457 +3) 

bi-monthly to monthly effective February 1! ant, 4 ~avegaeyided 5.0 3.5 1,890 323 
Women’s NOTE: Figures for each publication in ihe pelt, Fawcett, Ideal and True Story | (Archie Comic Group... -. i ms fs 
y groups include all advertising carried by the groups as a whole PLUS additional toe pm nes } hom : he He PY s74 err} 

American Family 10.7 7.3 4,609 3,132 | advertising carried by each individual publication. tar tine teen” 73 «(18 3772 2'458 

pA we Ro ue 13299 ‘Marvel Comie, Grows: one ‘in saes ‘gill 

oe. 7 32 16388 15101 | Magazine Linage Trend _ Figures in thousands eed Unit io 180 “3810 Sisto 
" : y ' sBlue Uni' | r B : 

qnetlend’s - Magazine wem fe SS Yellow Unit 100 100 3810 3810 

Household ........ 26.7 30.7 11399 13,163 , - 

Ladies’ Home Journal 563 681 38.306 46.337 ; Waxes we ~-b Group 

McCall's Magazine 448 44.4 30,460 290 1952 Se 1952 (Total 2 Units) .. 49 130 5680 4,914 

Parents’ Magazine 39-365 13.667 15.652 | | yuutaay . lh ~ ie nr’ Se yee 7 

inten . 34.7 657.4 «37,153 39,026 | Quality Comic Group . a 2: ian 1,134 

uae ia 26.1 30.9 179 13,264 1951 4951 ‘Standard Comics Group _62 55 2315 2,079 
Southwest Edition . “999° 31S “12,827” * 13,526 jive Total Group ....... 90.9 “89.0 “34482 ~ 33,780 
<zMountain Esition 24.3 = 10,442 <a i Not included in totals. ‘January-Feuruary issues combined. 

No. Calif. Edition .. g y > 
ayznertst Edition 277 306 «1871 13.130 HOME Canadian National Weekend Newspapers (Roto) | 
Brent ; ; 82 SS I salle < opine 

Women's Nemn Companion ’ 43.0 47.5 '208 32,270 wl : jae 4 9 39592 2 
Total Group .. 520.8 548.0 273,040 289,462 Star Weekly 42.0 48.9 39,925 

Not included in totals. “Started publication in May 1951. *See note at end of U #1Weekend Picture Magazine “e — _3%4,1%6 

linage tabulation. “Started publication in September 1951. Total Group .......... ‘10lL2 96.1 99,098 

=Not included in totals. ) Starved puvl. ‘cation in Center mber 1951. 

General os 

*American Artist 24.6 33.5 10,340 14,047 Canadian 

Chaaiee Seam 44 124 6.048 5208 | Business #Canadian Home Journal . 38.3 35. 26,051 

American Legion . 16.3 13.7 6,834 5,774 | Business Week . 397.8 301.0 166,904 126,327 | Canadian Homes be pesiend 27.4 26. 18,661 

pene 35 °930| (Sos S98 | Fortes So BF BE EGG | Secor + so 309 19.023 

Atlantic Monthiy m6 i 0|0O7R | OGM | foe 79.3 713 50,086 45,030 | Mayfair .... “ 432 57.3 29,383 

*Christian Herald 42.0 387 17,998 16,620 | Modern Industry 882 60.0 54,285 : Reader's Digest : 

{Columbia 51 (5.5 3,452 3,706 | Nation's Business 5 29 G7 was) eee Eee ..-.-. iy ey be 4 

Gomnaetinns one ~ ion wae Total Group 694.8 553.5 325,756 259,353 | Revue Moderne 28 8.734 

*Eagle Magazine 74 69 3108 2.896 Populaire uz 6 8.156 

— 441375 ~=—«-29'987 «25500 | Youth Samedi aay 's 140 215 9,787 

ce. oe @ wes.” me eg re a | Sieh Ws 12 32380 
iy . pews 5 iY 4 a iseesend ons J J v 5 A om —e Pes» 

*Extension i76 162 12078 11137 | *Child Life... 17 38606 726 266 Wie OMe s 5 csp ceo ws 367.0 4005 194,566 22 

. Eee 6 AS RR SD NN OE op cistedestscsecceds 56 27 ~&# 2,401 1,148 | §Four issues in Janvary 1952; five issues in January 1951. 

*Grade Teacher 181 149 7.961 6,587 | Scholastic Magazines ............... 181 17.9 — 7,603 7,519 | #Not included in totals. 

— oe Bs ae nen Rx] Total Group ......... 528 448 2,999 20,799 Fession 

§*Improvement Era ; 226 22.5 9,473 9,454 Life i tional 43.1 9 

* Instructor ; ' 131 “93 8989 6351 | Outdoor & Sports ji ee 370 Oss 

*Motor Boating ....... 159.7 1623 93,908 95,636 | ‘American Rifleman .......... 479 39.2 20,553 16,818 tNewsueet-Pacihe ’ 748 69.7 31/430 

National Geographic . 24.3 25.5 5771 6,069 | Field & Stream .... 32.4 34.6 13,909 14,849 | poeunneen ee : : 7 

*Our — 23.3 16.8 15,863 11,394 | *Fur-Fish-Game itieaaicd 17.9 19.1 7,670 200 Ay , 59 69. 10,829 
Promenade 209 201 8973 8616 | #t*Hunting & Fishing... 134 —— 5,757 — Australian 45. 25. 8.190 

neato Magazine 162 177 = 982 7.607 | Settee Lie St ee ee <n ee 410 29. 7,626 
ately 13 ws 7.560 Helo Sports Afield 23.4 311 _ 10,061 _ 13,350 —- is | G3 ies 
+*Sport — 2.0 — 873 Total Group 1578 169.3 67,744 356 Fi : 7: 1 

Town & Country SS 405 39,089 27,135 | shot included in totals. {Combined with Outdoorsman effective February 1951. | French’ (Scigium as ff 3300 

, esha 113) 13.300 4,841 5,698 French (intereentinastal) 32. 26. 5,600 

*Yachting 150.3. 143.2 88,376 _ 84,202 | Science & Mechanics French (Paris) -..... 52. 42. 9,000 
Total Group ....... . 933.4 906.0 511,685 488,262 | Mechanix Illustrated 67 66.1 15,179 14,806 French (Provincial) 60. 42. 10,500 

SLarger page size (429 lines) in 1951. Not included in totals. {No January 1952 | Popular Mechanics : ’ 2 } 266 | French (Swiss) .. 20 6 200 

Popular nics satiate a . 270.0 126. 60,480 28, German (Ger ) 40. 17 7/280 
January-February issues combined. Popular Science .......... - 1226 1225 27,462 — 27,440 Fearon (Seia) 16, is. 2912 3 
Total Group 460.4 3148 103,121 70,512 | Italian . 30. 28. 5,160 4816 
Home | ft ) o 
. . 2,016 

American Home . 41.7 411 26,354 989 | Detective & Seton | aa ‘ 30. it 3 G40 2,184 

Better Homes & Gardens 56.9 62.2 35,936 39,330 Dell M 4,931 5,477 #§Latin American (English) iLs oa 2,829 oe 

House Beautiful 436 403 27,511 25,477 | Oeil Men's Grow ....... us 127 9. ‘ nay sarge ates # 595 515 10,920 9,373 

House & Garden 34.4 398 21719 25,131 | #S*Mactadden Men's Group . — 64 =—— 417) | ew Zeeland 23. 8. 418 1,356 

Living 501 «164 «37306 20'3az | *PoBular Fiction Group ... 183 148 4,099 3,309 adie } ’ 

sees es . ’ G *Thrilling Fiction Group 12.0 98 2,685 2,197 orwegian 12 9. 2,040 1,530 

Sunset Magazine 522 470 21927 19, ead tens ay “HS Ws “wes Portuguese 60. $6. 10,500 11.638 

Total Group 287.9 246.8 170,753 145,990 | snot included in totals. §No January 1952 issue. F 3 — Rentasticie 38. 34. eae be 

| Swedish . 25. 19. 9,275 7,949 

— 46.4 45.7 19,893 19,590 Farm | ime: ny va a5 ie 31200 sino 
a , Capper’s Farmer ....... 425 381 28,953 25,922 sao or - Mig acaaaimaghe ! , ¢ 

_———- 369 S27 28386 (26.897 | Country Gentleman 621 738 42,263 50,227 | jTime-Pacific .. 2g 4S (171920 = 14.490 

Mademoselle a a5 31923 Sons fee he lem with Sentins caelllicnsliadcedlnsendl tr ‘Greus en “81.2 siiis 265.208 
x . 4 arm a: tl al roup . \. ‘ 

Vogue .. ‘87.7 1085 55,385 68,521 | " Agriculturist ‘with Souter i 288 33.4 19,588 22,817 

Total Group 343.3 362.0 180,838 196,836 | {Progressive Farmer 62.6 0 42,553 42,218  tTwo issues in January 1952; three issues in January 1951. {Four issues in Jan- 

oF Farming 648 66.3 29,162 — 29,866 | wary 1952; five issues in January 1951. #Not included in totals. §Started accepting 

Spiteteanes inte 1a Oe iin tah 324.9 339.7 190,001 "199,367 advertising, in" May 1951. 

Dell Modern Group: eae image tabulation. nore: Ail sectional advertising of Everywoman’s, Family Circle, Woman's Day, Pro- 
Modern Romances vas 16.5 15.7 7,064 6,719 | | gressive Farmer and Farm & Ranch-Southern iculturist is reduced by applica- 
Modern Screen ’ 18.7 15.2 8,002 6,527 Newspaper Sections (I) {ion of of a ratio figure to each advertisement; this ratio is the circulation of the 

‘ —s Sos TPS cay vo U4 7,286 6,164 (Nationally distributed satieer — § He the advertisement of me, total cremation of . —_ 
aweett Confe wil y newspapers) zine. For example, if a page advertisement appears in an edition representing 15° 
aa Tr 15.7 8.6 6,711 3,689 American Weekly ................0.. 29.1 42.1 28,917 42,003 | of the total circulation of the magazine, it is counted in the totals as .15 pages. 
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for Tartan Lotion 


New York, Feb. 20—McKesson 
& Robbins has set aside a record 
budget for spring and summer pro- 
motion of Tartan suntan lotion. 
Featured throughout the campaign, 
in all media used, will be the ra- 
dio and TV family of Tex and Jinx 
McCrary. 

The promotion also will include 
fashion tie-ins with Cole of Cali- 
fornia, McGregor sportswear and 
Bates fabrics. 

Full-color ads are scheduled for 
June and July in Cosmopolitan, 
Look, Modern Screen, Motion Pic- 
ture, Photoplay, Redbook, Screen 
Stories, Screenland, Seventeen and 
Silver Screen. Each one will fea- 


and son Paddy. Copy will again 
stress that Tartan “lets you tan, 
never burn,” and will highlight 
testimonials by NBC entertainers. 


@ Tex and Jinx also will appear 
on full-color posters in all New 
York subways and suburban rail- 
roads and in point of sale displays 
in more than 10,000 drug store 
windows. 

In return for ad plugs, Tartan 
advertising will feature Jinx in a 
Cole of California tartan swimming 
suit, while Tex and Paddy wear 
McGregor tartan trunks—all in a 
Bates tartan fabric. The tie-ins 
also will be merchandised in de- 
partment stores. 

A saturation spot radio cam- 

paign will be employed during 


the nation. In New York alone, 
Tartan plans to schedule more than 
2,000 “sun-in-safety” announce- 
ments. The spots will tie in with 
weather reports. McKesson also 
will participate in top programs 
and use TV spots in some areas. 

J.D. Tarcher & Co., New York, is 
the agency. 


Rourke-Eno Elects Ray 

George L. Ray has been elected 
president and treasurer of Rourke- 
Eno Paper Co., Hartford. He suc- 
ceeds William H. Rourke, who has 
become chairman of the board. 


Clark Elected President 

Roe S. Clark has been elected 
president of Package Machinery 
Co., East Longmeadow, Mass. 


He succeeds Economic Stabilizer 


with the concern as chairman of 
the board. 


Cummings Joins Ad Statt 


Richard R. Cummings, formerly 
New England representative for 
Street & Smith, has joined the ad- 
vertising staff of New England 
Electrical News, Boston. 


Appoints Arthur Makepeace 

Arthur Makepeace, formerly 
with Harvard Engraving Co., Bos- 
ton, has joined Eastern Engravers, 
Waltham, Mass. He will be sales 
representative to Boston advertis- 
ing agencies. 


Fred W. Smith Named V. P. 


Fred W. Smith, sales representa- 
tive in the Chicago office of Sim- 


for the past seven years, has been 
named a v.p. of the company. 


Announces New Service 


Radio & Television News, New 
York, has inaugurated a new 
monthly merchandising service to 
advertisers, jobbers and represen- 
tatives. It is a booklet which car- 
ries, ten days in advance, reprints 
of ads from the subsequent issue of 
the publication. Included are news 
notes and an alphabetical index. 
Only ads one-third page or larger 
are carried in the guide. 


Chaitin Joins Ray Austrian 
Carol Chaitin, formerly with 

Buchanan & Co., New York, has 

been appointed to the copy staff 

4 Ray Austrian & Associates, New 
ork. 
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$40,000,000 of ‘Howdy Doody’ Items 
May Be Sold by Licensees in 1952 


New York, Feb. 20—‘“Howdy 
Doody,” whose magic name last 
year helped to sell $25,000,000 
worth of merchandise, is looking 
forward to an even bigger mer- 
chandising operation in 1952. 

Martin Stone, president of Ka- 
gran Corp., which owns the TV 
puppet, predicts that the 65 li- 
censee manufacturers, who sell the 
150 products carrying the name 
of a member of the “Howdy Doo- 
dy” family, wiil gross $40,000,000 
on the items this year. Besides 
“Howdy,” others in his troupe 
whose names are used to sell prod- 
ucts with kid appeal are Clarabell 
the clown, Flubadub, the Princess 
Summerfal! Winterspring 

A long time record breaker in 
video, “Howdy” this week claimed 
another first—the first network 
telecast to reach its 1,000th pro- 


gram. A near sellout, the 30-min- 
ute, Monday-through-Friday pro- 
gram accounts for $5,200,000 in 
annual time billings for NBC. Two 
15-minute segments currently are 
available. 


® “Howdy” also is beginning to be 
a moneymaker in radio. The pro- 
gram made its AM debut in De- 
cember, 1951, as a part of NBC’s 
“Minute Man” (pay as you sell) 
offer to stations. The broadcast is 
aired Saturdays from 8:30 to 9:30 
a.m., EST. 

International Shoe Co., one of 
the show’s seven video sponsors, 
will present the second 15-min- 
utes of the AM version over 67 
stations starting March 22. Time 
for Poll Parrot shoes was bought 
through Henri, Hurst & McDonald. 

Other advertisers currently car- 


rying the telecast: Colgate-Palm- 
olive-Peet Co. (Ted Bates & Co.); 
| Kellogg Co. (Leo Burnett Co.); 
Mars (Burnett); Wander Co. 
(Grant Advertising), and Welch 
Grape Juice Co. (Doherty, Clif- 
ford & Shenfield). Welch also is 
a licensee. Bauer & Black, through 
Burnett, will air half of the Wed- 
nesday show starting April 16. 


® Howdy’s first sponsor on July 
15, 1948—Pioneer Scientific Corp. 
—bought a 15-minute segment on 
a six-station network for $850. A 
comparable buy today—one quar- 
ter-hour weekly—costs an adver- 
tiser $11,200 for time (on an av- 
erage of 46 stations) and talent. 

Howdy’s career as an across-the- 
counter salesman started several 
years ago when Macy’s in New 
York introduced a boy doll which 
was a replica of the TV character. 
Now his image helps to sell ev- 
erything from 5¢ greeting cards to 
a $30 Phonodoodle, a phonograph 
for children. Kagran is discussing 
making a $100 “Princess” doll 
| with an ermine wrap. 
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SUPER SALESMEN—Bob Smith and “‘How- 
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some people 
just naturally bring 


the others along 


The man you single out with your international advertising 
must ‘‘carry weight.’’ He’s the man whose decisions influence 
others. Sell him and you sell a great many other people im- 
portant to you—at the same time. 


Hundreds of successful international advertisers know one 


You can reach a million-and-a-haif of these people who carry 
others with them—when you advertise around the world in 
the International Editions of TIME. 
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ADVERTISING OFFICES: New York 


dy Doody” are surrounded by some of 
the many products the NBC-TV puppet is 
helping to merchandise throughout the 
country. Licensees now total 65, but 
others are expected to be added. 


’ | The two persons most respon- 
sible for guiding Howdy’s ca- 
reer—Martin Stone and Bob Smith, 
the puppet’s voice—have been ex- 
tremely judicious in the use of his 
|name. They have turned down all 
offers from the makers of toy guns, 
knives, etc. 

Contracts with licensees general- 

ly call for Kagran, a new company 
financed by a Wall Street group 
and organized early in 1951 to han- 
dle Howdy and other Martin 
Stone TV properties, to receive 

5% of all royalties. 

Merchandising of products gets 
solid backing from the members 
of Howdy’s stock company, which 
numbers 12 puppets and six hu- 
mans. Perhaps “Clarabell” (Robert 
Keeshan) is the most active in 
this respect. At last ccunt there 
were six “Clarabell” clowns trav- 
eling around the country visiting 


The man who carries weight may be the managing direc- 
tor or purchasing agent for an industrial firm serving 


millions of consumers. shoe stores, department stores, 
- . ! sponsors and licensees. 
He may be an importer planning to market U. S. goods; The “Princess” (Judy Tyler) 


a banker or government official. 

He is informed, influential, important in business, govern- 
ment or industry—the man who makes buying decisions 
and establishes buying trends. 


is beginning to appear at fashion 
shows and dress shops to model 
the clothes she endorses for the 
House of the Princess. Bob Smith 
and Howdy rarely make person- 
al appearances of this sort. 

To celebrate its 1,000th telecast 
the program, with the help of a 
number of celebrities headed by 
Milton Berle, has launched a spe- 
cial kids drive for Care Inc. Do- 
nations of small-fry viewers will 
be used to help their counterparts 
in needy countries abroad. 


New England AFA Elects 


Leonard H. Marcus, president of 
Leonard H. Marcus Inc., Spring- 
tee A field, Mass., advertising display 
printing organization, has been 
elected governor of the First (New 
England) District of the Adver- 
tising Federation of America. 
Other officers elected are: Ray- 
mond C, Strawbridge, Dickie-Ray- 
mond Inc., Boston, Ist It. governor; 
J. Frank Bean, National Biscuit 
Co., Hamden, Conn., 2nd It. gov- 
ernor; Betty Gunning, WJAR, 
Providence, R. I1., treasurer, and 
Stanley J. Woods of Springfield, 
secretary. 


thing about him: he reads TIME. 


pemmeere; Remeron 
TIME 
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International 


The Latin American Edition 
Important Atlantic Edition AFA Offers Vacation Plan 

: Pacifi The Advertising Federation of 
magene amarhanyeee | America is offering special] holi- | 
Everywhere Canadian Edition day “package plans” to Bermuda 


for delegates after this year’s con- 
vention, June 8-11, in New York. 
There are 18 different combina- 
tions ranging in cost from $160 for 
six days to $339 for 12 days. 


Fund Appoints Noel Madison 
The United Jewish Welfare 
Fund of Los Angeles has appointed 
|Noel Madison & Associates, Los 
Angeles, to handle its public rela- 
tions for television and radio. 
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Ad Council Plan Supported by 65 Dailies 


New York, Feb. 20—More than 
65 leading daily newspapers al- 
ready have pledged support of the 
Advertising Council’s newspaper 
cooperation plan which enables 
them, for the first time, to conduct 
public service crusades at the na- 
tional level. 

Participating newspapers will 
contribute free space 26 times a 
year for a one-column, three-inch 
ad on a council campaign. These 
ads, wherever possible, will be 
either on the front page, the first 
page of the second section, or in 
some other prominent position. 

The plan was proposed by the 
newspaper directors of the council 
and developed by a special com- 
mittee of council directors ap- 
pointed by Fairfax M. Cone, coun- 


cil board chairman and president 
of Foote, Cone & Belding. 


= Members of the committee in- 
|clude Charles G. Mortimer Jr., 
|v.p. of General Foods; Louis 
| Brockway, executive v.p. of Young 


|& Rubicam; Philip L. Graham, 
| publisher of the Washington Post, | 
|and Wesley I. Nunn, advertising | 
manager, Standard Oil Co. (Ind.).| 

The new plan is not intended to. 
replace the council’s mailings to_ 
papers of proof sheets on new or | 
revised campaigns. The council | 
will continue to encourage news- | 
papers to sponsor, on an unsche- 
duled basis, the ads contained in > 
the proof sheets, and also to sell 


ads. 


by business on sponsoring the 


WFIL-TV Increases Rates 
WFIL-TV, Philadelphia, has in- 
creased its over-all rates by ap- 
proximately 15%. Under the new 
rates an hour of “A” time will 
cost $1,500 (previously $1,400); an 
hour of “B” time will be $1,125, as 
against $1,050, and “C” time will 
be $750, compared with $700. A 
20-second or one-minute spot in 
“A” time will cost $300, as against 
$250, and a 10-second film or slide 
will be $150 (formerly $125). 


Fairbanks Opens Sales Office 


Jerry Fairbanks Inc., Holly- 
wood, producer of films for tele- 
vision, has opened a sales and 
service office at 551 Fifth Ave., 
New York. Robert Lawrence, who 
for more than four years has been 
v.p. and eastern sales manager, 
will continue to handle the pro- 
ducer’s eastern production with 
headquarters at 418 W. 54th St., 
New York. 


‘52 Outdoor Ad Awards Set 
The McCandlish Awards to the 
artists who submit the best orig- 
inal 24-sheet poster designs pro- 
moting outdoor advertising are: 


first prize, $1,000; second prize, 
$250, and third prize, $100. Dead- 
line for entries is April 10. De- 
tails may be had by writing H. A. 
Speckman, McCandlish Lithograph 
Corp., Roberts Ave. and Stokley 
St., Philadelphia 29. 


Du Pont Promotes Shaw 


E. I. du Pont de Nemours & Co., 
Wilmington, Del., has promoted 
Jerry D. Shaw from sales manager 
of the polychemicals department 
to manager of a new marketing 
sales section. Stuart P. Miller has 
been advanced from assistant sales | 
manager to succeed Mr. Shaw. | 


‘Timberman’ Appoints Arnst 


Albert Arnst, formerly in charge 
of the Portland office of the de- 
partment of public information for 
Weyerhaeuser Timber Co., has 
been appointed editor of The Tim- 
berman, Portland, Ore. 


Nall Appointed Manager 
Richard Bland Nall has been} 
appointed manager of the Rich- 
mond, Va., office of Courtland D. 
Ferguson Inc., agency. He succeeds | 
the late H. P. Martin. | 


Serving America’s 
leading advertisers 
with the finest in 
quality printing and 
typography for over 


a quarter century. 


RUNKLE-THOMPSON- KOVATS- INC 


650 WEST LAKE STREET, CHICAGO 6 


ANDOVER 3-0722 
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WHALEY 
TAXIPOSTER MARKETS 
AKRON, OHIO LOUISVILLE, KY. 
ALEXANDRIA, LA. LOWELL, MASS. 
ATLANTA, GA. LYNCHBURG, YA. W, ‘ a 
BATTLE GREEK, MICH. MARTINSVILLE, VA. haley Taxiposters ride 
BELLINGHAM, WASH. MASSILLON, O. the backs of the busiest taxi- 
BERKELEY, CAL. MEMPHIS, TENN. 
BILOXI, MISS. MIAMI, FLA. cabs in the busiest streets in 


BOWLING GREEN, KY. 
BRISTOL, TENN.-VA. 
BUFFALO, N.Y. 
BURLINGTON, N.C. 
CEDAR RAPIDS, IA. 
CHARLESTON, S.C. 
CHARLESTON, W. VA. 
CHARLOTTE, N.C. 
CHARLOTTESVILLE, VA. 


CHATTANOOGA, TENN. 


CINCINNATI, O. 
CLAYTON, MO. 
CLEVELAND, O. 
COLUMBIA, MO. 
COLUMBIA, $.C. 
CORPUS CH#iSsTi, TEX. 
DALTON, GA. 
DANVILLE, VA. 
DENVER, COL. 

DES MOINES, IA. 
EAST POINT, GA. 

E. ST. LOUIS, ILL. 
ELGIN, ILL. 

EL PASO, TEXAS 

ENID, OKLA. 

ERIE, PA. 
EVANSVILLE, IND. 
FRESNO, CAL. 
GALESBURG, ILL. 
GULFPORT, MISS. 
GREENVILLE, TEX. 
HOUSTON, TEX. 
HUNTINGTON, W.VA. 
INDIANAPOLIS, IND. 
JACKSON, MISS. 
JEFFERSON CITY, MO. 
JEFFERSONVILLE, IND. 


JOHNSON CITY, TENN. 


KALAMAZOO, MICH. 
KANSAS CITY, MO. 
KINGSPORT, TENN. 
KNOXVILLE, TENN. 
LANSING, MICH. 
LEWISTON, ME. 
LEXINGTON, KY. 
LEXINGTON, N.C. 
LINCOLN, NEB. 
LONG BEACH, CAL. 


COAST to COAST 
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112 Cities 


KEIRA PERFORMANCE 
Regular 


MIAMI BEACH, FLA. 
MIDDLETOWN, OHIO 
MILWAUKEE, WISC. 
MOBILE, ALA. 
MONTGOMERY, ALA. 
MOSS POINT, MISS. 
MOUNTAIN VIEW, CAL. 
NASHVILLE, TENN. 
NEW ALBANY, IND. 
OAKLAND, CAL. 
OGDEN, UTAH 


OKLAHOMA CITY, OKLA. 


OMAHA, NEB. 
ORLANDO, FLA. 
PARKERSBURG, W. VA. 
PASCAGOULA, MISS. 
PEORIA, ILL. 
PORTLAND, ME. 
PORTSMOUTH, O. 
PROVO, UTAH 
RACINE, WISC. 
RALEIGH, N.C. 
REDWOOD CITY, CAL. 
RICHMOND, VA. 
RIVERSIDE, CAL. 

ST. JOSEPH, MO. 

ST. LOUIS, MO 
SALINAS, CAL. 

SALT LAKE CITY, UTAH 
SAN ANTONIO, TEX. 
SAN DIEGO, CAL. 
SAN FRANCISCO, CAL. 
SAN JOSE, CAL. 
SANTA ANA, CAL. 
SEATTLE, WASH. 
SPOKANE, WASH. 
TACOMA, WASH. 
TAMPA, FLA. 

TERRE HAUTE, IND. 
TOPEKA, KAN. 
TRENTON, N. J. 
TULSA, OKLA. 
WHEELING, W. VA. 
WILMINGTON, DEL. 
WILSON, N.C. 
WINSTON-SALEM, N.C. 
WOONSOCKET, R&. |. 
YOUNGSTOWN, OHIO 


112 of the busiest cities. 


Dynamic eye-level ads travel- 
ing down the middle of Main 
Street . . . Side Street... 
Boulevard .. . repeating your 
message at close range to 
the crowds. 


For rates and availabilities 
write Wm. E. Whaley Co., 136 
S. 4th Ave., Louisville 2, Ky. + *: 
—or call L.D. 350 Louisville. . 


TAXIPOSTER | 
ADVERTISING 
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Brown Joins Lamson 

Angus M. Brown, formerly} 
with Divine Bros., Utica, N. Y., 
manufacturer of 
chinery, has been named manager 
of commercial sales of 
Corp., Syracuse, N. Y., manufac- 


| And Use a Gimmick... 


industrial ma- 


Lamson | 


turer of conveyors and blowers. 


Diamond-Barnett Moves 

The Diamond-Barnett agency 
has moved to 6 E. 45th St., New 
York 17. 


Why Pay More? 
LONG PLAYING RECORDS 


(33-1/3 8. P.M.) 


30% Off 


Factory New! Every Record Guaranteed! 
For FREE Complete Catalogue 
ond Price List, write te: 

Record Haven Stores (Dept. C) 
520 W. 48th St., New York 19, N.Y. 
(Enclose 10c te cover postage ond handling) 
if im NYC visit ovr Midtown stores: 
1125S 6th Ave.; 1145 6th Ave.; 1211 6th Ave. 


| 


| director of advertising and public | 
|relations of Magnavox Co., 


| vertising Club. 


Merchandise Your Advertising, 
Magnavox Hagaman Tells Admen 


INDIANAPOLIS, Feb. Fenelon the following five steps for 

tising isn’t enough. Advertisers | promotion of advertising within an 

must also merchandise their ad-| organization and throughout the 

vertising to make a real impres-| trade: 

sion. 1. Always give your national ad- 
That advice was given here|vertising a local application. 

Thursday by Lauren K. Hagaman, | “Point out to everyone concerned 


that your advertising—all adver- | 
to | tising—is local advertising. Noth- 
members of the Indianapolis Ad-|ing happens as a result of any| 
campaign except at some local 
“Today advertising must carry | level.” 
a greater share of the load of sell-| 2. Make certain that all sales- 
ing,” Mr. Hagaman pointed out,;men in your distribution setup) 
“but advertising cannot do the job/| “recognize the importance of mer- 
alone. It’s necessary for us to|chandising your advertising” so 
learn how to use this selling tool | that all possible tie-ins on the re- 
more effectively, how to integrate | tail level can be utilized. 
it into the selling process.” 3. Keep everyone fully informed 
as to when and where your adver- 
s Mr. Hagaman went on to out-'! tising will run. 


ni 


Advertising Age, February 25, 1952 


4. “Let one medium sell an- 
other.” Mr. Hagaman suggested 
having direct mail to present re- 
prints of trade paper ads to top 
retail executives or a trade paper 
campaign to sell your national ad- 
vertising program. 

5. “Use a gimmick. Develop more 
enthusiasm toward your advertis- 
ing within your organization by 
developing more showmanship and 
ingenuity in preparing your trade 
paper advertising, ad portfolios, 
bulletins, meeting presentations, 
direct mailings and tie-up mate- 
rials. Get all possible help, espe- 
cially from your agency, your sales 
agency and your media people.” 


‘Greatest Story’ on ABC-TV 


Goodyear Tire & Rubber Co., 
Akron, presented the third in 
the irregularly scheduled TV 
series, “The Greatest Story Ever 
Told,” Feb. 24 over ABC. The re- 
ligious program was carried in 
the time spot usually occupied by 
Paul Whiteman’s “Goodyear Re- 
view.” Goodyear presents the 
“Greatest Story” every week on 
ABC-AM through Kudner Agency. 


“Now, remember... he'll be head space buyer, some day...so impress him by 
saying you understand Solid Cincinnati reads the Cincinnati Enquirer...” 


—_—— 


100 
90 


Circulation, City and Retail Trading Zone 


post 
143,997 


daily. 


1941 42 4344 


Source: A. B.C. Publishers’ Statements, Sept 30 of cach your 


4s 46 47 48 49 «50S 


Had a briefing on these facts, lately? More 


rman 5 ir and more and more . . . Cincinnati is 
itn DAILY 

160 ‘ ‘ Ren . 

aa en rye) a morning-newspaper town! Today, the 

140 / / > ; H > 

~~ ee ead nts Daily Enquirer has ‘more circulation 

~ oo 145.079 within the retail trading zone than the 


total circulation of any other Cincinnati 


Represented by Moloney, Regan and Schmitt, Inc. 


FIRST AD—This two-color page ad is the 
first Hudson Pulp & Paper Corp., New 
York, has placed to advertise its Multi- 
wall shipping sacks. Other ads will be 
run in business publications covering the 
cement, chemical, fertilizer, milling and 
feed-stuffs industries. Robertson & Buck- 
ley Inc., Chicago, handles this part of 
the Hudson account. 


Western Educators 
Will Map Strategy 
for Educational TV 


San FRANCcIsco, Feb. 19—College 
and high school educators in the 
western states will discuss plans 
for utilizing the television chan- 
nels reserved for educational tele- 
casts during the fifth annual West- 
ern Radio and Television Confer- 
ence here Feb. 28 through March 
%. 


The conference, which opens 
here and then moves to the Stan- 
ford University campus on Feb. 29, 
will feature a discussion of the 
new television code of the National . 
Assn. of Radio and_ Television 
Broadcasters. 

Judge Justin Miller, chairman 
of the NARTB, will present the 
association’s case, and Frank 
Orme, editor of TV Newsmaga- 
zine, Hollywood; Harold See, man- 
ager of KRON, San Francisco, and 
Maury Baker, radio and TV di- 
rector of the San Francisco office 
of Batten, Barton, Durstine & Os- 
born, will act as discussion lead- 
ers. Donn Tatum, ABC-TV, Holly- 
wood, will chair the meeting. 

The conference also will take 
up such matters as FM program- 
ming; community radio service; 
radio and television activities on 
college campuses; teaching prob- 
lems connected with radio and 
TV, and Ford Foundation projects. 


Wirsig Leaves ‘Look’; 
No Replacement Planned 


Woodrow Wirsig, executive edi- 
tor of Look for the past year, has 
resigned. Now completing a three- 
month, around-the-world trip, he 
will announce his future plans 
when he returns. 

Gardner Cowles, editor and 
president of Look and of Cowles 
Magazines, said that the position 
of executive editor is being abol- 
ished on Look. These duties will 
be assumed by the ranking edi- 
torial staff, working with Mr 
Cowles and Fleur Cowles, asso- 
ciate editor. William Lowe con- 
tinues as managing editor and Wil- 
liam Arthur and Stephen White as 
assistant managing editors. 


Dreyfuss Adds Partners 

Julian G. Everett, Robert H. 
Hose and William F. H. Purcell, 
associates for many years in the 
Henry Dreyfuss industrial design 
organization, have been made 
partners in the business. Doris 
Marks and Rita Hart, both of 
whom have been with Mr. Drey- 
fuss for a number of years, have 
been named associates. 


Applies for Station in K.C. 

David M. Segal, Clinton, Mo., has 
applied to the Federal Communica- 
|tions Commission to establish a 
|new radio station in Kansas City. 
|Mr. Segal owns KDKD, Clinton, 
| and four other stations in southern 
states. 
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Victor Adding Sets 
Initial Drive for 
New ‘Quiet’ Machine 


Cuicaco, Feb. 20—Victor Adding 
Machine Co.’s mew Super-Quiet 
custom adding machine, said to 
cut operating noise in half, is re- 
ceiving initial ad promotion this 
month, starting with a full-page 
b&w insertion in the Feb. 13 Sat- 
urday Evening Post. 

The new machine, which dealers 
have been receiving during the 
past six weeks, was developed in 
cooperation with Armour Research 
Foundation and employs a “float- 
ing” inner mechanism so arranged 
that it avoids contact with its 
sound-reducing case. 

Also on Victor’s monthly ad 
schedule are Business Week, be- 
ginning Feb. 23, and Nation’s Busi- 
ness, Office and Office Appliances, 
starting in March. These will run 
three-quarter-page b&w ads. 


® Victor has planned three direct 
mail drives in support of the mag- 
azine campaign. Mailings, of 12,- 
000 each, will go out in February, 
March and June. The company’s 
dealers will have available news- 
paper mats, envelope stuffers and 
in-store merchandising aids. 

John W. Shaw Advertising, Chi- 
cago, handles the account. 


Publishes Analysis 
of Spokane Market 


PULLMAN, Wasu., Feb. 19—The 
State College of Washington has 
published “An Analysis of the 
Spokane Wholesale Market,” by 
Rayburn D. Tousley, professor of 
marketing, and Robert F. Lanzil- 
lotti, assistant professor of econ- 
omics, both of the State College of 
Washington. 

This detaiied analysis of the 
Spokane wholesale market is a 
useful and informative guide for 
manufacturers and _ wholesalers 
serving or planning operations in 
the Pacific Northwest, and relies 
on special and hitherto unpub- 
lished Census tabulations for quan- 
titative data about the market and 
on the authors’ own extensive field 
investigations for qualitative in- 
formation. 


8 Nineteen different product lines 
are treated individually, with sup- 
plemental information for nine ad- 
ditional lines. For each product 
line, detailed information is pre- 
sented showing the trends in sales 
volume and in number of con- 
cerns, product policies, territory 
covered and various aspects of 
competition. 

The 201-page volume is avail- 
able in a cloth bound edition at 
$3.50, and paper bound for $2. 


TV Film Producer Bows 

Lalley & Love has been organ- 
ized by James A. Love and John 
B. Lalley, president and secretary, 
respectively, at 3 E. 57th St., New 
York, to produce television com- 
mercials, package television pro- 
grams and industrial motion pic- 
tures. 


Polylingual TV Spots Out 

Television film spots in six dif- 
ferent languages have been re- 
leased for Weston Biscuit Co.’s 
cookies through McNeill & Mc- 
Cleery, Los Angeles, as part of a 
campaign to underscore the world- 
wide scope of Weston’s baking 
empire. 


Pushes Tank Fill Signal 

Scully Signal Co., Cambridge, 
Mass., has placed an 11-page in- 
sertion in Fueloil & Oil Heat’s Feb- 
ruary issue to tell the story of the 
use of Ventalarm, a tank fill signal 
which whistles while the fueloil 
tank in homes is being filled 


Klein Named TV, Film Head 


Advertising Age, February 25, 1952 


J. D. Tarcher & Co., New York, 
has appointed Alexander Klein | 
director of television and motion 
pictures. 


Lugbauer Appointed A. M. 

Carl B. Lugbauer, advertising 
manager of Heywood-Wakefield 
Co., Gardner, Mass., has been ap- 
pointed general advertising man- 
ager of the corporation. In addi- 
tion to continued supervision of | 
advertising on all products sold 
under the company’s trademark, 
Mr. Lugbauer also will direct the 
advertising of Lloyd Mfg. Co., 
Menominee, Mich., a Heywood- 
Wakefield subsidiary. He will be 
assisted at Lloyd by C. Austin 
Buege, advertising manager of the 
subsidiary 


Dean Heads Vet Sales 


William B. Dean has Bann ap- 
pointed director of 

a ne for Wyeth Inc., ethical drug 
division of American Home Prod- 
ucts Corp., Philadelphia. He has 
been associated with Wyeth since 
1937 and has been district sales 
manager in Jacksonville, Fla., for 
the past four years. 


Hecht Co. Appoints Cohen 
Samuel J. Cohen, formerly 

sales manager of Lit Bros., Phila- 

delphia, has been appointed to 


the newly created position of re- 
source relations of Hecht Co., 
Washington department store. Mr. 
Cohen will develop a selling pro- 
gram designed to promote and ex- 
pand resource relations, in col- 
laboration with the store’s mer- 
chandising and buying divisions. 


EB, NPPA Offer Courses 
Encyclopaedia Britannica and 
the National Press Photographers 


Assn. are collaborating in offering | 
short courses on photo-journalism | 


during 1952 in colleges. Three 
courses already announced are to 
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be given at Kansas University, 
Lawrence, Kan., April 17-19; Bos- 
ton University, April 25 (sem 25 (seminar), 
> * ecutemaaed te) 


EXTRA 
Photos in odvertising evt-pul! 
line or wosh drowings by 
; cimost Rf Adv. Reseorch 
Fdn. proves. Write 
; for Proofbook 1-A of copy- 


: SINGLY er money-saving sub- 
scription pi 
pEVESCATCHERS, ine 
207 £. 37th St, H. Y. Gry 16 


“Why Dad 


Power mowers in Feb 


ruary? 
Of course it will be a while before 
power equipment for lawns and gardens 
again becomes of major interest to home- 
owners in many parts of the country. 

But it’s none too soon for manufac- 
turers and printers alike to be busy pre- 


I can run this myself! 


paring the instruction booklets that will 
help millions of purchasers become satis- 
fied owners. For manufacturers know the 
importance of combining accurate repro- 
duction of their products with simple, 
concise directions that assure easy opera- 


tion for everyone. 


Whether your instruction material calls 
for production by letterpress, lithography, 


or rotogravure, you'll find it pays to select 
Oxford quality papers from the wide 


variety of coated and uncoated grades. 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, .N. Y. 


"99 


Help Build 


XFORD PAPERS 


Sales 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 


Mills ct Rumford, Maine, and West Carrollton, Ohio 
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113 Agencies Started, 
Others Folded in ‘5 


New York, Feb. 20—The adver- 
tising agency business in 1951 was 
earmarked by the entry of at least 
113 agencies into the field, the 
merger, affiliation, consolidation 
and reorganization of some 50 
agencies and the dissolution or 
bankruptcy of more than 40 agen- 
cies, 

This information—from the files 
of ADVERTISING AGE—covers the 
calendar year 1951, and as such, is 


W. GLENN HICKS 


ED L. HICKS 


NEON, ELECTRIC SPECTACULARS 
OUTDOOR ADVERTISING 
KNOXVILLE, TENNESSEE 


not necessarily complete. Never- 
theless, based on AA’s previous} 
roundup (AA, March 5, ’51), it 
points to a continuing merger 
trend, in terms of numbers if not 
in terms of large agencies involved. 

To be sure, there were no merg- 
ers the equal of Anderson & Cairns 
or Calkins & Holden, Carlock, Mc- 
Clinton & Smith last year. But 
there were some 50 agencies—at 
least ten more than the previous 
year—which AA reported as hav- 
ing merged, affiliated, consolidated 
and reorganized. 


|@ Equally newsworthy in 1951 
were those agencies which shut 
| their doors for reasons other than 
| bankrupcy, some of whose prin- 
}cipals then joined other agencies, 
bringing accounts. These affilia- 


tions cannot be classified strictly 
as mergers. 

| Without doubt the biggest news 
|story in this category was Duane 
| Jones Co. After losing a good part 
| of its accounts to the newly formed 
|Scheideler, Beck & Werner, the 
Jones agency resigned the re- 
mainder of its accounts, totaling 
| something less than $4,000,000 in 


reopened, as AA has reported. 
Just about a year ago, Norman 


cago office one morning and an- 
nounced that he was liquidating) 
his $4,500,000 business by May, 
“due to ill health,” which he did. 
Mr. LeVally, his health improved, 
is now placing “job wanted” ads. 


e G. Lynn Sumner closed his 25- 
year-old shop in June and moved 
over to the Abbott Kimball Co. 
along with his son, G. Warren} 
Sumner, and eight accounts. 
Walter Weir, who operated his |\ 


doors on Oct. 1 and took himself 


billings—then turned around and} 


W. LeVally walked into his Chi-| 
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New Agencies Formed 


the name of the founder. 


James Aldige Jr. & Associates, New 
Orleans; Allman Co., Detroit; Alter Ad- 
| vertising, Rock Island, Ill; American 
|Manufacturers & Sales Corp., Atlanta; 
Arenel Agency, Shoemakersville, Pa.; 
Argus Associates, New Haven 
| Beacon Agency, Philadelphia; Irving 
Berk Co., New York: Betteridge & Co., 
Detroit; Boone & Cummings, Houston; 
Breig A iates, Philadelphia; Brederick- 
Deviin-Resegren, New York; James H. 
Brundage Co., Chicago; Walten Butter- 
| field, New York. 

Chapman & Nowak, Syracuse; Chernow 
Ce., New York, reestablished; Christe- 
|pher, Williams & Bridges, Chicago; Jack 
|Clenaghen Advertising, Portland, Ore.; 
Coleman-Packard, Los Angeles; James 
| 4. Cooligan Jr., Syracuse; Neel Crouch, 
Minneapolis. 

Don Dawson Advertising, Portland, | 


The following table lists the names and locations of all ad- 
vertising agencies formed in 1951, as reported in AA. In some 
cases, new agencies were formed out of mergers, consolidations 
and liquidations, and may be found in the first table. Agencies 
which have not announced their corporate names are listed by 


cago; Richard G. Drown Jr., New Orleans; 
John J. Duffy, Cleveland. 

A. W. Evans Co., Los Angeles; George 
Evans Co., Ft. Lauderdale; Evergreen 
Advertising, Seattle. 

Fellows, Hobbs a Smith, Rochester; 
R. J. Fi & iat Chicago; 
Sil Fleischman Pen Chicago. 

Gardner-Jacobseon Agency, Tacoma, 
Wash.; Newsome W. Gay Advertising, 
|Dallas; Gehnrich Associates, New York; 
Glendale Advertising, Glendale, Cal.; 
Guy Fry, Philadelphia; Gregory-Giezen- 
danner Co., Houston. 

Anson F. Hardman, Cleveland; Thomas 
J. Harris Advertising, Chicago; Hill & 
| Christopher Advertising, Los Angeles; 
| Hilts Advertising Service, Buffalo; Rich- 


lard IL. Hirsch & Co., Chicago; Hunt & 
| Carson, Chicago. 


Interstate Advertising Co., Charlotte; 
J. William Irwin, Richmond. 


_ Merschel Z. Deutsch & Co., New | 
Geor L. DeVille 
own agency for six years, shut his | © po 


Advertising, | Clift h & jates, Chicago; 
& Associates, Dale Jones & asaoilena Beverly Hills. 
New York; J. N. Draznin Associates, Chi-| Rebert 8S. Kampmann Jr.,; Philadel- 


|phia; Lawrence Kane, New York; Kath- 


Ohio’s Largest D 


aily 


man Associates, New York; Don King 
| Ine., Dallas; Bernard M. Kliman, New 
| York; D. D. Knowles, Minneapolis. 
| Langeler Advertising, New Haven; 
| David Lasky, Minneapolis;H. M. Leete & 
Ce., San Francisco; J. H. Lewis Adver- 
tising, Mobile; Philip E. Lindsay Adver- 
|tising, Kansas City; Lund & Willett, 
|Chicago; Harry Arthur Lyles Advertis- 
jing, Washington. 
| David J. Mahoney, New York; Law- 
| rence G. Malone & Associates, New York; 
Marks-Aiken Ce., New York; Marsteller, 
|Gebhardt & Reed, Chicago and Pitts- 
burgh; Furman Melten, Charlotte; Miller 
| & Co., Seattle. 
| Gilbert S. Nearman, New York; Nelt- 
| ner Advertising Service, Yakima; Netedu 
| Advertising, St. Joseph, Mich.; Nerth- 
| west Advertising Service, Portland, Ore.; 
|Olmey & Berrall Advertising, Milwaukee. 
John B. Parsons, San Francisco; Pasce- 
Nair Advertising, Hartford; George Pat- 
ton Co., Beverly Hills. 
| Randall-Perry, Dallas; Retail Merchants 
| Advertising, Buffalo. 
Scheideler, Beck & Werner, New York; 
| William CC. Sehaller Co., Hartford; 
| James C. Seix Ce., New York; Robert L. 
| Shohet, Yonkers, N. Y.; Seuth Side Ad- 
| vertising, Buffalo; Paul Speyser & Assoc- 
| fates, Buffalo; Spicer & Borish, Williams- 
| port, Pa.; William Spitz & Co., Syracuse; 
| Paul J. Steffen Co., Chicago; George 8. 
| Stewart, Atlanta; Gene Stoltz, Cleveland; 
| Strik-Mor Advertising, Buffalo; Walter 
|N. Stuckslager, Chicago; James H. Sus- 
jong Advertising, Dallas; L. J. Swain 
| Advertising, Whittier, Cal. 


} Thornton Co., Atlanta; Fred Tobey 
ooo New York. 
Updike-Davis Advertising, Sapulpa, 


| Okla 
| George Warner Advertising, er 
|T. Lawsen Wilkinson, Cranston, KR. 
Robert E. Wilson Inc., New York; semana 
Wolf & Associates, Denver; Marty Wolf- 
| son Advertising-Art Service, Pittsburgh. 
land Woods & Warwick, New York. 


jand some $1,500,000 in billings 
| over to Donahue & Coe. 

| Export Advertising Agency, 
| which had been in business since 
| 1912, marked the end of the year 
with the dissolution of the agency. 
|Continued severe illness of R. C. 
| Lebret, founder and president, was 
| the reason. 

| Harry J. Lazarus & Co. merged 
|with the Chicago office of Bozell 
| & Jacobs, bringing in about $1,000,- 
{000 in billings, and W. Ear! Both- 
| well Inc., New York, and Hamilton 
Advertising, Chicago, arranged an 
| affiliation. 

| 

| 

@ Many smaller agencies shut 
|their books during 1951 for reas- 
ons other than bankruptcy. They 
,included health, loss of key ac- 
|counts, loss of key personnel, no 
}new business and no business. 

| Another sad part of the agency 
| picture last year was bankruptcies. 

Agency bankruptcies, while they 
| increased slightly over 1950, ac- 
|cording to Dun & Bradstreet, 
were nowhere near as spectacular 
as some of the advertiser bank- 
ruptcies last year. In some in- 
stances, some of the advertiser 
bankruptcies put their agencies in 
the same boat. 

Dun & Bradstreet recorded 40 
agency failures during 1951, with 
total liabilities of $1,431,000—two 
agencies and $264,000 more than in 
1950. Most of these were small 
agencies with equivalent liabilities. 
Probably the largest and oldest 
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Agency Mergers and Reorganizations 


Listed here are mergers, affiliations, consolidations, and re- 
organizations as reported in the columns of ADVERTISING AGE 
during 1951. The agencies are listed alphabetically under their 
new names, followed by an explanation of the changes. 

_ 


Howard Allison & Associates. Formerly 
Gordon-Allison & Co. 

Aubrey, Finlay, Marley & Hodgson, 
Chicago. Formerly Aubrey, Moore & Wal- 
lace. All new name partners have been 
with the agency many years. 


Baker, Johnson & Dickinson, Milwau- 


olis. Purchased Russ Nelson Advertising. 
Rigas, Turchette, Zboyan Advertising, 
Newark. Formerly Colonial Advertising. 
Robertson & Buckley, Chicago. Former- 
ly Homer J. Buckley & Associates. 
Rogers & Smith, Chicago. Merger of 
Gar W. Yates Advertising. 
Roll , Cary & Rittenhouse, Cincin- 


kee. Merger of Jim Baker A 

Bauer Advertising, New York. Formerly 
George H. Gibson Co. 

Bogerts & Tibbetts, Los Angeles. Ray 
Tibbetts joined as a partner. 

W. Earl Bothwell Inc., New York. Affil- 
iation with Hamilton Advertising, Chi- 
cago, and expansion of all facilities. 

Bozell & Jacobs, Chicago. Merger of 
Harry J. Lazarus & Co. 

Bresnick Co., Boston. 
nick & Solomont. 

H. H. DuBois Inc., Philadelphia. For- 
merly S. E. Roberts Inc. 

Dozier, Eastman & Co., Los Angeles. 
Formerly Dozier-Graham-Eastman. 

Ellis Advertising, Buffalo. Affiliation 
with Hav Nash & Associates, Rochester, 
N. ¥. 


Formerly Bres- 


James Emmett Advertising, Portland, 
Ore. Formed after the dissolution of 
Butler-Emmett Advertising. 

Esmond & Dore, New York. Formerly 
Lawrence Esmond Advertising. 

Filmore Advertising, Chicago. Formerly 
Walter L. Rubens & Co. 

Fradkin Advertising, New York. For- 
merly Charkop-Fradkin Advertising. 

Gregory & House, Cleveland. Merger of 
C. F. Peters & Associates and acquisition 
of Wabash Advertising, Terre Haute, now 
known as the Wabash Advertising divi- 
sion of Gregory & House. 

Grimm & Craigie, Chicago. Formerly 
William K. Grimm. 

Hixson & Jorgensen, Los Angeles. Mer- 
ger of Lockwood-Shackelford Co., who 
previously acquired Alex Struthers & Co., 
which was formerly called Baxter & 
Struthers. 

Holst & Cummings & Myers, Ltd., San 
Francisco. Formerly Holst & Cummings. 

Kinnard & Kinnard, Minneapolis. For- 
merly Mac Kenzie Inc. 

Landsheft & Barber, Buffalo. Formerly 
Landsheft Inc. 

Lannan, Sanders & Christopher, Los 
Angeles. Merger of James W. Christopher 
Co. 

Laughlin-Wilson-Baxter & Persons, 
Houston. Formerly Wilhelm-Laughlin- 
Wilson & Associates. 

Litman-Bremson & Associates, Kansas 
City. Formerly Mary Litman & Assoc- 
iates. 

Loog, Katz & Barrington, Philadelphia. 
Consolidation of John Earl Loog Adver- 
tising and Benjamin Katz Advertising. 

MeNeill, McCleery & Creamer, Los 
Angeles. Formerly McNeill & McCleery. 

Bob Miller’s Advertising, Spokane. Pur- 
chase of N. C. Christensen agency. 

Olian-Sidman Advertising, Harrisburg. 
Merger of Olien Advertising and Penn- 
sylvania Public Relations. The PR com- 
pany still retains its name. 

Oppenheim, Van Slyck & Klaus Inc., 
San Francisco. Merger of Ramsey S. Op- 
penheim Advertising and Van Slyck Ad- 
vertising. 

Parker-Aliston Associates, New York. 
Affiliation with Kirschner & Co., San 
Francisco. 

Pearson, Morgan & Pascoe, Seattle. For- 
merly Pearson & Morgan. 

Phillips-Ramsey Co., San Diego. For- 
merly Phillips Co. 

David Pollock Agency, Seattle. Former- 
ly Spencer W. Curtiss Co. of Seattle. 

Poorman, Butler & Associates, Muncie, 
Ind. Formerly Robert James Agency. 

Leonard Rattner Co.. New York. For- 
merly Cowee-Rattner Advertising. 

Paimer Refsdal Advertising, Minneap- 


agency to go on the rocks was the 
22-year-old Arthur Rosenberg Co., 
which closed in December as a 
result of “poor credit risks.” With 
assets totaling $16,000 more than 
its $100,000 liabilities, the agency 
still could not function. In 1950, 
Rosenberg billed about $750,000 
on more than 40 accounts. 

McLaren, Parkin, Kahn Inc., 
New York, filed a petition for as- 
signment last March and blamed 
its troubles on a $20,000 bill owed 
by the bankrupt Biller Bros. Circus 
Inc. which made the agency short 
of working capital. It turned its 
accounts over to Dorrance-Wad- 
dell. 

About ten days later Dorrance- 
Waddell filed a bankruptcy peti- 
tion listing liabilities of $59,000, 
more than double its assets. Presi- 


dent John A. Cashman, the biggest | 


single creditor, held a note for 
$30,000. 

Moore & Hamm, which went 
bankrupt in November, 1950, filed 
a schedule of assets and liabilities 
in February, 1951. The agency 
listed assets of $128,817 against 


nati. Merger of Rollman & Cary and Ritt 
Advertising. 

Edward Shapiro Advertising, Philadel- 
phia. Merger of the Elinor L. Brown 
agency. 

St ds & Si ds, Chicago. Con- 
solidation of Almon Brooks Wilder Inc. 

Leonard M. Sive & Associates, Cincin- 
nati. Formerly Sive & Rosenfield. 

Turner & Dyson, New York. Formerly 
Turner, Leach & Co. 

Geoffrey Wade Advertising, Chicago. 
Formed following liquidation of Wade 
Advertising. 

Wank & Wank, San Francisco. Merger 
of Roland Hauck Groups. 

E. Taylor Wertheim, New York. Formed 
following dissolution of Wertheim-Breig. 
Jean H. Breig opened her own agency in 
Philadelphia. 


liabilities of $250,986. 

Advertising agency 
increasingly closer scrutiny during 
the year, particularly in southern 
California, where failure of the 
Dana Jones Co., a Four A’s agency, 
in November, 1950, hit like 
bombshell. 


® Advertisers too, were getting a} 
thorough going-over last year. 
Agencies were becoming increas- 
ingly wary of big-splash big-credit 
accounts like the LeBlane Corp. 
(Hadacol) and American Vitamin 
Associates Inc., both of which 
folded in spectacular fashion. Had- 
acol is now being advertised again, 
through Erwin, Wasey & Co. 

In one instance—Hadacol—the 
insurance company was left hold- 
ing the bag, and in the second| 
case, Schwimmer & Scott, the AVA 
agency, was stuck for nearly $300,- 
000. 

On the brighter side last year 
was the entry of new agencies. The 
accompanying table lists more 
than 100, as reported in AA’s files, 
There were probably many more, 


Promotion Features Lent 
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; particularly one and two-man ore; Bell’s ready mixed stuffing in 
credit got} ganizations operating locally. 


special newspaper advertising ap- 
pearing throughout Lent. Inser- 
tions will start appearing in 15 
_ newspapers in 12 markets about 
William G. Bell Co., Boston, is| Feb. 28. H. B. Le Quatte Inc., New 


promoting Bell’s seasoning and| York, is the agency. 


Need a Good Film Spot.. 
AT A MODERATE PRICE TO FIT A LOW BUDGET? 


FILMACK can make it, as 
they're doing for hundreds of 
advertisers the country over. 
For 35 years FILMACK has 
produced top-quality film titles 


and messages for theatres and 
agencies, Experience counts. Our AuDIO 
staff, complete lab, sound studio 
and camera equipment can save you AS LOW AS 
time and money. 8 Sec. $50 
Send in your copy for estimate. 20 Sec. $80 
Our low prices will surprise you. 1 Minute $150 


Kilmack Studios 


SOUTH WABASH AVENUE ¢ CHICAGO 5, ILLINOIS 


Your product appears at its best only when 
it is superbly presented—by offset, letterpress 
or gravure on Kromekote cast coated paper. 
Champion Kromekote has exceptional press 
performance . . . permits brilliant, lifelike 


reproduction. Available in Label, Litho, Cover, 
Postcard, Box Wrap and Colorcast. 


K . 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, 
St. Louis, Cincinnati, Atlanta, Dallas and San Francisco. 
Distributors in every major city. 


Whatever Your Paper Problem... Hts a Challenge to Champion / 


fe is the 
The Champion Paper and Fibre Company. 
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Another AA Exclusive... 


im Staelin Tells How Hudson Pulp 
m Chose Agency from a Field of 90 


New York, Feb. 19—When,to Hudson’s executive offices. 
agency head Duane Jones startled; Admen also campaigned on the) a 7 A oy nea wel 
the ad world last summer by an-/| golf courses played by the five | were fortunate in thet not more | 
nouncing the mass resignation of| Hudson owners. “Unfortunately, | than three agencies had clients in 
his accounts, one of the bigger | all five owners belong to five dif-| conflict with us,” Mr. Staelin said 
plums tossed into the free-for-all| ferent golf clubs,” remarked ad/| not so propitious was the fact thet 
grab bag was the Hudson Pulp & director Richard C. Staelin with a Hudson was still left with 90 pro- 
Paper Corp. account. | wry grin. spective agencies. In a majority 

Hudson had started with Duane | of cases the agencies had made the 
Jones in 1943, on an advertising, # In an exclusive interview, the} initial overtures to Hudson, re- 
budget of $75,000. By June of last) director of advertising and sales questing an interview. In ian 
year it was better than a $750,000| promotion told ADVERTISING AGE) instances, however, Mr. Staelin 


|the story of how his company called 
whittled down the contestants | of the a sadiinic: 


from the 90 entrants to the one 
agency which finally emerged with 
the account, currently billing in 
excess of $1,000,000. 

When the Hudson account was 
turned loose, Mr. Staelin and his 
assistant, Murray Gross, began 
compiling a list of the largest 
agencies. 

“Then we looked at each one | 


account—and some 90 agencies 
immediately laid siege to the doors | 


= “Invariably the agency presi- | 
dent or vice-president was out for | 
the afternoon or gone for the day. 
When told the purpose of my call 
the man usually returned within 


More Sales Easy with 
ed ANNIVERSARIANS 


ds of th ds of EXTRA dollars purchases of advertising goods and serv- 


ad 


were spent lost yeor by organizations of 
all kinds to publicize their Silver, Golden 
or other Major Anniversaries. 

And every yeor there is a NEW crop of 
Anniversarians with EXTRA cash tor special 


ices to spread the news of their jubilee. 


YOU can get this EXTRA business... We 
con tell you where it is. 


Write and ask us today. 


20 minutes,” Mr. Staelin recalls 
with a smile. 

Representatives from all 90 
agencies were seen by the adver- 


tising director, including habitues 
of the five previously-noted golf 
courses. Regardless of the point of 


87/89 Barrow Street, 
New York 14, N. Y. 


LOMO CONSULTING SERVICE 


a ue 


ey ae 


ee 
ont 


Pies 


* 
f 


hag 


. . > Tomy suralbtaa a tea ee 
asaya Seramresr aie Se ee acs 


1N NORTH DAKOTA ... 


$94,000,000 IS A 
BIG STAKE! 


We're pretty proud of the husky youngster 
at the right. He's part of a 94 million dollar 
beef money crop that accounted for 15% 
of North Dakota’s farm wealth last 
year—helped make North Dakota families 
the fourth largest spenders in the nation. 


The North Dakota Dailies offer COMPLETE 
coverage in wealthy North Dakota— 
. anmatched by any other publication or group. 
cf The North Dakota market is worth looking 
into—you'll get the best perspective 
through the North Dakota Dailies. 
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SALES CONFERENCE—Discussing a television map of the “Bride & Groom” show, 

Sam Lopin (center), secretary and director of sales for the Hudson Pulp & Paper 

Corp., makes a point to Richard C. Staelin, advertising and public relations di- 

rector. Looking on is Irwin A. Zuckerman, sales manager of the tissue division, 
where most of Hudson's advertising budget is spent. 


origin all requests for initial inter- 
views culminated at Mr. Staelin’s 
desk. 

Eight appointments a day were 
scheduled — some lasting more or 
less than the allotted hour. In 
general, these first interviews were 
in the nature of a reconnaissance, 
to determine who would be called 
back a second time. But even at 
that time Hudson had an eye 
cocked for certain agency charac- 
teristics: 


8 1. A fast growing account, Hud- 
son wanted an agency that was 
functioning at an equivalent pace. 
Each agency was asked for its 
present, three-year old and ten- 
year old billings. 


2. While an agency with a com-| 
peting account was not considered, | 
agencies having parallel accounts | 
— any mass consumer item that) 


needed lots of sell, intensive mer- 


chandising and grocery distribu-| 


tion — were given especially care- 
ful scrutiny. 
3. Agencies with well-estab- 


lished radio and television de-| 


partments and merchandising re- 
search also were high on the list 
to be recalled. 

“What is your method of han- 
dling this account?” agencies were 
asked. “Do you have a plans 
board? If so, how much access to 
and how much time can we spend 


with the board? Will we be able. 


to talk to all the people who will 
be involved in our account?” 


s And, finally, a question showing 
unusual insight into the functions 
of an advertising agency: “We like 
to have the very finest advice we 
can get on our business as well 
as on our advertising problems. 
What are your facilities along 
these lines?” 

At the end of the first round, 
during which 90 presidents or 
v.p.s were interviewed, Mr. Stae- 
lin came up with a list of 20 agen- 
cies about which he wanted more 
details. Following a second session, 
|the list was narrowed down to 
eight. These eight were given ad- 
vance notice to prepare a pre- 
sentation for Hudson’s policy com- 
mittee. 

At this point, management was 
asked to participate in the inter- 
views. The owners, the v.p. in 
charge of sales, and the five de- 
partment heads — tissue, multi- 
| wall sack, kraft, advertising and 
| Sales promotion, merchandising 
and sales training — all were in- 
|cluded in the conferences from 
| that point on. 
|@ Of the eight semi-finalists, three 
were specially chosen to give the 
policy committee a good over-all 
picture of how different agencies 
function. 

Each agency was told that Hud- 


REPRODUCTIONS 
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KODACH ROME 


LIKE LIFE 
ITSELF * 


ssigtural charm 
fech of this 
difficult medium. 
Practically limitless 
alterations of subject 
matter are possible 
without touching 

the transparency. 


@. UGVAUOPS, Ine. 
Beautiful Color Work « Outstanding Black & White 
600 W. 
Telephone STate 2-5367 


Van Buren Street, Chicago 7 
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son was not asking for an adver- 
tising program but, once again, 
wanted to be told how the account 
would be handled and what was 
the agency’s philosophy on adver- 
tising. 


Each agency was told it could 
ask any and all questions about 
the company’s business, where and 
how of sales, ambitions, trends— 
anything except strictly confiden- 
tial questions such as the exact 
margin of profit. All the agencies 
were discreet in this respect and 


none asked an embarrassing ques- | 


tion, Mr. Staelin reports. 
Nearly all agencies came up 


in the running. 
Finally, one of the two finalists 
—the one who landed Hudson— 
called up and said: “Why don’t 
you make up your mind before we 
lose all our enthusiasm?” 

“Okay,” said the policy commit- 
tee, “the Biow Co. gets the ac- 
count.” 


Suffrin Names Henry Bach 
Harry Suffrin, Detroit men’s 

store, has appointed Henry Bach 

Associates, New York, as adver- 


tising counsel to prepare news- 
paper ads and direct mail, supple- 
menting the activities of the 
store’s own advertising depart- 
ment. The store plans to open 
new units in Grand River and 
Greenfield in the near future. 


Smart Joins Nan Duskin 

Louise Smart, formerly with 
Marshall Field & Co., has joined 
Nan Duskin, Philadelphia, as ad- 
vertising manager. She succeeds 
Virginia Claffey, who has resigned 
to get married. 


Viscose to Hirshon 

Hirshon-Garfield, New York, 
has been appointed to handle the) 
women’s national fashion adver-| 
tising for American Viscose Corp. | 
This is in addition to all trade ad-| 
vertising which the agency will 
continue to handle. J. M. Mathes 
Inc. is the previous agency. 


Campbell-Wirtz Changes Name 

Campbell-Wirtz Associates, | 
Philadelphia public relations 
counselor, has changed its name to| 
Willem Wirtz Associates. 


115 


Weaver Inc. Names Dickinson 
Douglas C. Dickinson, formerly 
with Liberty Mutual Insurance 
Co., has joined Weaver Inc., At- 
lanta, publishers’ representative. 


Put this in your HYPOTHALAMUS! 


Drop this seed in your subconscious 
mind: If you want DISTINCTIVE ad- 
vertising or sales IDEAS, communicate. 


“That Fellow Bott” % 


lee P. Bett, Jr, 64 E. Jackson, Chicage 


OT ee 


with their key personnel and dis- | 
cussions revolved around exactly | 
how the agency would handle the | 
account. 


s “In some instances we took a 
narrow view of their advertising 
philosophy,” Mr. Staelin said. 
“One agency spoke for TV spots 
rather than a show of our own. 
Another stressed ‘hard-hitting’ 
copy above everything else. A 
third laid great emphasis on mer- 
chandising. Even though we had 
not asked them to, one agency 
came up with a complete adver- 
tising program. All the agencies 
stressed research. 

“Once again, we were particu- 
larly interested in to what extent 
key people would keep themselves 


informed about our problems and | 


how easily we could get to them 
for advice on business decisions, 
such as pricing policy and new 
markets. 

“We were impressed with the 
good salesmanship, excellent pres- 
entations and follow-up by nearly 
all these agencies. Of the eight, 
those presentations that were 
mostly informal with a minimum 
of props we liked best.” 


s At this point, Irwin Zuckerman, | 


sales manager of the tissue depart- 


ment — which accounts for about | 
90% of the Hudson budget — spent | 


three weeks in an intensive study 
of the eight agencies. He visited 
all the finalists to interview all 
their key personnel. 

“Hudson s growth is largely de- 
pendent upon an effective, hard- 
hitting advertising and merchan- 
dising program. I regard our ad- 
vertising as one of the most im- 


portant phases in the selling of, 


Hudson napkins. That’s why I 
wanted to be satisfied that the 


agency we chose was the one best. 
equipped with the facilities and | 
Mr. 


personnel we required,” 
Zuckerman said. 

A few of the eight were recalled 
for more information or because all 


of the policy committee hadn’t | 
been present at the last meeting, 


and the candidates were then 
boiled down to four. 


2 A majority of the committee 
felt any one of the four would do 
an @qually good job and began 
looking for elimination excuses 
such as, “I don’t like the curl of 
his hair.” 

Mr. Staelin had a personal con- 
tact with at least one client at 
each of the four agencies and used 
it to get a further line on the agen- 
cy’s methods. Four still remained. 

A number of other Hudson ex- 
ecutives now visited the four agen- 
cies and thus narrowed the list 
down to two. 
were consequential, but not too 
important, such as _ personality 


clashes or a weakness in a parti-— 


cular department,” Mr. Staelin 
reports. 


s It was now mid-October, the job 
of selecting an agency was in its 
second month and those “in the 
know” along Madison Ave. and 
some of the advertising press had 
given the account to at least three 
different agencies. Incidentally, 
Duane Jones, beset with his own 
reorganization problems, had not 
made any real attempt to regain 


the account and was therefore not | 
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Leedom Names Atkinson | 


James Atkinson has been ap- 
pointed sales manager of Thomas 
L. Leedom Co., Bristol, Pa, car-| 
pet manufacturer 


NEGROES SPEND: 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


Congress Must Know 
Advertising’s Role, 
Hardy Warns Adclub 


Wasuincton, Feb. 19—Speaking 


before the Women's Advertising | 
week, | 


Club of Washington last 
Ralph W. Hardy, government rela- 
tions director of the National Assn. 
of Radio & Television Broadcasters, 
warned that Congress must have 
complete understanding of adver- 


| tising functions if the industry is 


|to expect adequate protection. 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
they want to be reached—through their 
own Race publications—the newspapers 
and magazines they welcome into their 
homes and read constantly. Negroes are 
intensely loyal to the advertisers they see 
in their own publications—give this mar- 
ket an urge to buy that they'll respond 
to! Stop overlooking $15 billion—Negroes 
buy what you sell—-if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, Inc., 
545 Fifth Ave., N. Y¥., serving America’s 
leading advertisers for over a decade. 


ONE EXAMPLE: tor « publication that sells 
f this rich market. ee can't beat 
—— by 1,500 Negroes ip 


s 
ica's most complete weekly new: ° 
Nesro—vou'll sell the Negro! et now! 


Stressing the fact that critical 
attitudes are prevalent at the pro- 
fessional staff level in Congress, 
he said, “Industry must see to it 
that understanding now estab- 
lished with some leaders of gov- 
ernment filters down to the oper- 
ating levels.” 


@ In the past, he said, advertising 
presentations to Congress have 
been made by government people 
who are unfamiliar with the oper- 


the ations of advertising 


“Facts could, and should, be pre- 
sented to show that advertising 
can be used by the government to 
Save taxpayers money. 

“It’s an obligation of the adver- 
tising profession,’ he said, “to 
keep the government better in- 
formed on its developments and its 
greater service to the common 
welfare.” 


WHKK Promotes Green 


WHKK, Akron, has appointed 
C. W. Green, sales manager, to the 
additional duties of general man- 
ager of the station. He succeeds 
Russell W. (Bud) Richmond, who 
has been appointed executive di- 
rector of the United Fund Drive. 


Stop & Shop Boosts Ponte 


Alfred Ponte, chief marketing 
analyst for Stop & Shop Inc., Bos- 
ton, has been promoted to manager 
of market research. 


WBEN Promotes Conway 
Robert J. Conway, sales repre- 
sentative for WBEN, Buffalo, 
since 1948, has been promoted to 
assistant radio sales manager. 
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Department Stores of the Future Won't Be 
Streamlined Supermarts, Says Rothschild 


BrRooKLYN, Feb. 19—The idea 
that department stores of the fu- 
ture will be merely streamlined 
supermarkets offering only pack- 
age merchandise was challenged 
Friday by Walter Rothschild, presi- 
dent of Abraham & Straus. 

“To say that the department 
store will embark upon the super- 
market technique is to reckon 
without salesmanship,” he said. 
“The skill of salesmanship must 
always be present in the depart- 
ment store. A business of our kind 
that ceases to employ such skill, 
ceases to have a place in the com- 
munity and completely loses its 
identity. 


® “As a matter of fact,” he added, 
“we are most grateful to the food 
stores for streamlining their oper- 
ation. It gives women more time, 
more freedom of action, to shop in 
our store for the items they really 
enjoy purchasing.” 


MANAGEMENT MEN ARE TALKING ABOUT... 


ADDRESSED TO 


BUSY EXECUTIVES 


in the chemical proce 


ss industries 


There’s a constant demand in the Chemical Process Industries 

... for equipment, materials and services... for more capacity 

to convert today’s research discoveries into tomorrow’s new products. 
It’s a booming market, with growth trends shooting upward 

... predicted to outstrip all manufacturing from now to 1960. 

And in this keenly competitive field 
businessmen rely on CHEMICAL WEEK 
for the news that influences profits. 
In the process industries... it’s management’s own magazine. 


With editorial stress on business problems, CHEMICAL WEEK integrates 
the overlapping interests of all levels of management. 

Succinct, timely and with dollar sign italicized 

... it’s written in language businessmen understand. 

That’s how CHEMICAL WEEK provides a fast-acting sales tool 

for process advertisers. It’s addressed exclusively to men 

who control the industry’s purse strings... read by the hard-to-sell 


executive groups in America’s richest industrial market. 


Mr. Rothschild said that women 
might consent to the speed-up 
process in “necessity” shopping, 
but when they buy “pleasure” 
items “they definitely want a 
warm, beautiful and relaxing at- 
mosphere. Women like to deliber- 
ate in these purchases and they 
would strongly resent a hurried, 
assembly-kind of treatment.” 

A&S wiil open a new store in 
Hempstead, L. I., later this month. 
It is described as “the largest and 
most complete suburban depart- 
ment store in the northeast U. S.” 


260 Ads to Be Run 
‘by Kentile in 1952 


for Tile Promotion 


BROOKLYN, N. Y., Feb. 19—Ken- 
tile Inc. will run half and full 


pages (mostly the latter and in 
| four colors) in 34 magazines, bus- 
|iness publications, Parade, This 
Week Magazine and other Sun- 
| day supplements this year. 
| Termed the “biggest advertising 
campaign in the history of the 
asphalt tile industry,” the drive, 
handled by Ruthrauff & Ryan, will 
run to a total of 260 different in- 
sertions. 

Among the consumer magazines 
on Kentile’s list are: Better Homes 
& Gardens, Farm Journal, Life, 
Look, Nation’s Business, Popular 
| Mechanics and The Saturday Eve- 
| ning Post. 


|}@ Kentile will run a huge point 
| of sale promotion at the same time, 
using window, floor and counter 
displays, special films ‘for dealers 
and wholesalers, and a self-serv- 
ice demonstrater introduced a few 
|months ago. This is the Junior 
| Kentiler, which enables prospec- 
| tive customers to design their own 
floors. 

Kentile will push asphalt tile, 
rubber tile and cork tile—with 
separate campaigns for each. A 
single issue of a magazine may 
push two of these products, but 
each will have its own advertise- 
ment. 


@ Rubber and cork tiles will get 
more emphasis this year than last; 
in the case of rubber tile, about 
300% more. Last year’s program 
was said to have equaled the 
combined advertising of the rest 
of the rubber tile industry. 

“We will create the same public 
demand for Kenttle rubber tile 
that in the past few years we have 
created for Kentile asphalt tile,” 
said Harold S. Collins, merchan- 
dising manager. “Dealers can ex- 
pect a tremendous increase in the 
sales of rubber tile within the next 
12 months.” 


Klein Adds Two to Statf 


G. E. Danch, formerly assistant 
to the president of the Ingersoll 
products division of Borg-Warner 
Corp., Chicago, has been made ex- 
ecutive director of Julius Klein, 
Chicago public relations consult- 
ant. John Routledge, formerly 
public relations director for Camp- 
bell-Mithun, has been made direc- 
tor of Klein’s main office in Chi- 
cago, and will head the company’s 
publicity activities nationally. 


Smith Inc. Boosts Goodridge 


Alexander Smith Inc., New York, 
has promoted Mrs. Constance 
Goodridge from assistant product 
publicity manager for the carpet 
division to product publicity man- 
ager for the Sloane-Blabon Corp. 
division. 


Lamb Appointed S. M. 

Foster W. Lamb, formerly prod- 
uct sales manager for Buda Co., 
Harvey, Ill, has been appointed 
general sales manager of Auto- 
matic Transportation Co., Chicago, 
manufacturer of electric industrial 


trucks. 
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Philippine Groups 


Form Audit Bureau 


Maniza, Feb. 18—Several of the 
leading Philippine newspapers, 
magazines, advertisers and adver- 
tising agencies have organized the 
Philippine Bureau of Audited 
Circulations. It is patterned on the 
Audit Bureau of Circulations in 
the U. S. but has no connection 
with its American counterpart. 

Strict standards of reporting cir- 
culation figures have been adopted, 
and are the same for all categories 
of publications. Auditors selected 
by the bureau are local represent- 
atives of two of the leading U. S.| 
auditing organizations, namely, 
Price, Waterhouse & Co. and Flem- 
ing & Williams. 


® Audits now under way include) 
Bulletin Publishing Co. and Li-| 
wayway Publications. Within the 
next few weeks, audits will be. 
started at Manila Times Publish- | 
ing Co. and P. S. P. Press. 

Headquarters of the bureau will} 
be at the Manila Overseas Press| 
Club, Elena’ Apartments, Ermita, | 
Manila. 

Officers of the Bureau are Wil-| 
liam G. Petty of Procter & Gamble, 
president; Manuel Manahan, of} 
P. S. P. Press, v.p.; Noel J. Ara-| 
neta of Miller & Fritz, secretary, 
and Antonia de Joya, a salaried 
employe, treasurer. | 


Members of the bureau include) 
the following advertisers: 
G. Araneta Inc. | 
Muller & Phipps (Asia) Ltd. 
Colgate-Palmolive Philippines Inc. 
General Electric (P. 1.) Inc. 

San Miguel Brewery Inc. 
Philippine Airlines | 
Philippine Electrical Co. | 
Philippine Mfg. Co. (Procter & Gamble) 
Philippine Refining Co. (Lever Bros.) 
Philippine-American Drug Co. | 
Sterling Products International Inc. 
Katubusan Cigar & Cigaret Factory. 


| 
| 


s Advertising agency members 
Philippine Advertising Counselors 
Philippine Advertising Associates 
Grant Advertising 

Ace Advertising Agency 

Philippine Promotion Bureau 

M. M. de Los Reyes & Associates 


Publisher members include: 
Manila Times Weekly Women's 


Sunday Times Magazine 
Daily Mirror Liwayway 
Manila Daily Bulle- Bannawag 
tin Hiligaynon 
Bagon Buhay Bisaya. 


General Mills Ad 
Tells How Crocker 
Cook Book Evolved 


MINNEAPOLIS, Feb. 19—A Gen- 
eral Mills institutional ad—plug- 
ging the new Betty Crocker pic- 
ture cook book—appeared in the 
Feb. 17 American Weekly and will 
run again in the March 9 This 
Week Magazine and March 29 
Saturday Evening Post. 

The four-color ad, part of an in- 
stétutional series on how General 
Mills helps improve living condi- 
tions in America, shows the book 
being served on a tray, with the 
headline “Why it took 10 years to 
serve this dish.” The copy tells 
how the book was “co-authored, 
not only by the Betty Crocker staff, 
not only by homemakers testing 
in their own kitchens, but by Gen- 
eral Mills employes and stockhold- 
ers in every corner of the coun- 
oe.” 
More than 1,500,000 copies of the 
book have been sold since it was 
published in 1950 and last year 
672,000 copies were sold through 
all channels to make it the besi 
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| Fashion Arts Joins Agency 


Fashion Arts, Los Angeles, which 
was formed a year ago to specialize 
in handling sales promotion and 
advertising for apparel manufac- 
turers, has become a division of 
West-Marquis, Los Angeles agen- 
cy. The new division will continue 
to operate at its old address under 

| the direction of Charles B. Smith, 
| founder of Fashion Arts. 


| Regal Sets ‘52 Ad Schedule 
Regal Amber Brewing Co., San 


Francisco, will emphasize the copy | 
theme “It tastes so good” in its! 
1952 advertising program for Regal 


pale beer. Radio, television, out- 
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; cluding point of sale and other} 


|material. Abbott Kimball Co. is 


| the agency. 


|Goshen to Harshe-Rotman 
| Goshen Mfg. Co., Goshen, Ind., 


door posters and painted bulletins manufacturer of outdoor furniture, 


will be used as in 1951, with news- 
papers added on a consistent and 
frequent schedule. Art and copy 
| will be identical in all media, in- 


| home play equipment and ladders, 

has appointed Harshe-Rotman, 
Chicago, to direct a national public 
|relations program. 


Is Your Ad Anemic 


Get the most out of space you 
| or does it have ad typeskilled to 


| use 
GET LOST order by Walk. Free set-ups 
are costly—proof on request 


ona page When better mail order ads 
oo a 


are set—they're typeskilled 
by Walk— ask YOUR AGENCY 


| JAY P.WALK » advertising Typographer 


Telephone O€ 77-8130 © 11 E. Hubbard, 


seller of the year with the excep-| 
tion of the Bible. 


Old Crow Continues Ads 


National Distillers Products 
Corp., New York, will continue its 
Currier & Ives magazine ads for| 
Old Crow during 1952, with a) 
schedule to run in Esquire, Life,| 
Look, Promenade, Social Spectator, 
and Time throughout the year. 
Lawrence Fertig & Co. is the 

agency. 


Newspaper ? 


Let Noah Webster’s Dictionary answer—"A paper printed and distributed, at 
stated intervals, to convey news, advocate opinions, etc., now usually containing 
advertisements and other matters of public interest”. 


For more than three-quarters of a century, The Telegram has conscientiously 
performed all these functions for the benefit of its readers. Let’s see how advertising 
in The Telegram has benefited the readers in dollars and cents. . . . 


The first objective of all advertising was and is to offer products, services or ideas 
to people. Thus advertising has created new methods in retailing . . . trade names 
and brands have assumed importance. 


Advertising has made possible large-scale uction. Demand has brought 
readers an abundance of quality products at low prices. These attractive prices 
increased sales and opened new markets . . . and made possible even larger 
production, further lowering costs and selling prices. 


Remember any light bulb advertising in 1907? There wasn’t much . . . and 
there weren’t many people who wanted light bulbs then. Today a lot of people want 
light bulbs and buy good ones for only 20 cents each. Remember . . . in 1907 those 
light bulbs cost $1.75 each? 


An advertiser deserves the credit for bringing men’s faces out into the open. 
That advertiser sold a new idea of practical safety—and millions of razors—so 
successfully that mass production reduced the price of safety razors to 39 cents 
each. Remember . . . in 1906 those safety razors cost $5.00 each? 


Advertisers in The Telegram inform readers and help readers to buy more 
intelligently; advertisers in The Telegram tell the truth; advertisers in The Telegram 
seek the readers’ — only on the basis of the merits of their products; and 
advertisers in The Telegram recognize their economic responsibilty to help reduce 
costs. 


Those principles are responsible for readers’ confidence in advertising in The 
Telegram. That’s why every day advertisers large and small bring a show window 
of products old and rew into the homes of readers. 


In the last three years, another 1,263 advertisers have been added to The Tele- 
gram’s show window of merchandise. 


In 1951, Canada’s largest department store used more advertising space in 
The Telegram than in any other Toronto newspaper. (Source: Media Records). 


Of all the households in metropolitan Toronto receiving The Telegram, 37.1 


per cent of those households see only the show window of products, services and 
ideas advertised every day in The Telegram (Source: Starch Readership Survey). 


For readers and advertisers... 


The Telegram measures up! 


~ THe TELEGRAM 


DAILY plus WEEKEND 
Toronto 1, Ontario 


Hamilton—é6 Hughson St. S. + Montreal—W. E. Browning, Dominion Square Bldg. 

United Kingdom—S. Mcliwaine, 17 Fleet St., London, Eng. * Eastern U. $.—O'Mara & 

Ormsbee Inc., Graybar Bidg., 420 Lexington Ave., New York * Western U. $.—John E. 
Lutz Co., 435 N. Michigan Ave., Chicago 
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January Advertising Pages and Linage in Farm Publications 


Ofticial Figures as Compiled by Farm Publication Reports Inc. 
Publications with an * report directly to ADVERTISING AGE 


1952 


Commercial Commercial Commer: 
Display Ex- Display Ex- eon i. 
cluding Poultry, cluding Poultry, try, 
—Total Adv— -——Total Adv.— Classified and Live- Total Adv.—, To Adv.— Classified and Live- Total Adv.—, ——Total Adv.—. classified and Live- 
In P: In Lines stock In Lines In Pages In Lines stock In Lines In Pages In Lines stock In Lines 
dan. dan. Jan. Jan. a dan. dan. Jan. ‘ dan. dan. dan. jan “ho 
1952 951 1952 1951 1951 1952 1951 1952 1951 1951 ——— 1952 1951 1952 1951 1951 
nm Grange 
Farm Magazines $*geuthere Farm & "Fee 125 10.7 13,650 11,620 11,620 
g ome ees 10.9 11.3 10,906 ll, 9,088 9,106 | Pennsylvania Farmer . 60.3 59.5 46,339 45,680 41,765 39,815 
"s Farmer 426 382 942 25.950 27.318 24,068 Southern Pianter .. 321 34 22,442 21,285 20,915 19.460 | tPraivie Farmer: 
Country Gentieman 62.1 73.9 42,233 50,234 098 46,628 "Turkey World ..... 78.6 84.0 33,702 36,048 16,937 15,428 #IMinois Edition . 654 610 47, 44.413 39,200 35,915 
Farm Journal 641 660 27,481 28,321 24,697 24,868 os Dairy as mo ws same ase sasee # Indiana Edition . 634 610 46,145 re 1 35,915 
FeSouihern, Agriculturist: oWestare Livestock we. ans =a eiaah ait aaa Rural'New-Vorter S64 $02 Se3a8 31553 30533 Baoaa 
a 4 17.260 20,510 14.734 18,060 ‘wyoming Stocrman. . A 5 ’ -~ Ey ae ‘Sa 39.3 38.0 29,738 724 26,478 26,120 
#Lower South an 324 155 11,088 13,902 8.148 10,612 Homestead ...... 68.3 62.3 53,552 838 43,420 02 
geen Galion 3ah TS Phae) beast BSA 28666 | gat sal Cron i tia Seay SRS «S80 021,, 478.503. 337.843 334,056 | washinaton Farmer 350 312 26432 23493 23.950 21175 
x . » , 2 size ines) in stern Farm Li ° . .! . f , 
p, Average 3. Editions 29.1 333 19,764 22,618 16,439 19,400 §Herdsmen Edition 129.9 118.0 101,685 92,490 28,874 23,156 
‘ogress: : : ze Wisconsin Agricul- 
Stweline-Va 624 631 42,447 42,921 38,968 39,170 | Farm Linage Trend Figures in Thousands eee oe 40.7 38,545 31,899 36,537 _ 29,471 
ote -Ain-Fis. ‘ jfotal Group... 1127.1 1051-4 864,851 | 806.173 677,686 _ 620,747 
, 42,916 39,533 39,13; — tIilinois and Indiana edi o is separately prior to Apri = 
a. ak ts 634 63.1 43,080 al is MAGAZINES MONTHLIES satated in totals. §This edition also carries all linage appearing in Western Farm 
Edition 61.0 58.0 41,486 39,457 38,258 ; 1952 ife. 
: |. : Weeki 
—.- 59.6 59.8 40,599 40.654 37.202 36,997 | 190 280 Bi-Weeklies 
#Texas Edition 66.5 66.4 45.212 45,141 40,847 90,029 | i toe Arizona Farmer .... 64.0 54.6 48,412 41,254 45,423 (38,356 
Average 5 Editions 626 62.1 42,553 42,218 38,962 ; ee 200 California F. : 
Successful Farming . 648 69.1 29.162 — 31,096 27,663 28,014 | a a «Le Se Sherthers Edition . 47.0 45.8 35,553 34,620 31,849 30,790 
Tota! Group $25.3 3426 190,135 200,437 173,177 181,319 ca annem snenma #Southern Edition . 48.5 44.9 36,637 33,975 32,933 29,893 
Net included in totals. SEMI-MONTHLIES BLWEEKLIES Average 2 Editions . 47.7 45.4 36,095 298 32,391 30,342 
hl 932 132 28 =... =~ mw co om se om 
Monthiies wan[ 865 | Iisa 93 WAN! 289 Total Group ..... 1236 “Wi2l 93167 “84336 85,857 ~ 76.746 
*Agricultural Leaders’ es) 1951 Not ine! Sag \ : " 4 " 
iges 29.3 23.3 5,747 4,570 5,747 4,570 1951 Not included in totals. 
a = 32.5 364 14024 15,728 13,870 15,577 806 rs 84 | cas 205 All figures in the following groups were compiled by Advertising Age 
' I: ai 
Ametatere Editon 47.1 $8.6 20219 25,138 9,699 1.712 Weeklies 
#Central Edition 37.4 489 16,029 969 8 804 11,147 §Weekly Star Farmer: 

BWestern Edition § © 35.2 42-3 15.1178, 127 $880 10.387 Newspaper Monthly Farm Sections Kansas Edition. 202 20.6 49,654 50.881 36.194 36,001 
Average 3 Editions 39.9 . . . . * issouri ition Y % ; . . 
Arkarsas Farmer 06 125 8026 9475 695 6.901 | [ole tome Nome eS A 13301 ms Be pila -Ark, Edition 18S 192 45,562 47,428 33,632 33.918 

eens 43.3 443 18,562 18,993 18,310 18.678 | “Texas Ranch & Farm 39.3 37.9 41,846 40,376 _ 36,022 32,851 | SFormerly Weekly Kansas City Star 

Beiter Fruit .. 16.6 173 6,789 7.252 6789 7,252 Total Group 645 62.3 68,111 66,028 62,091 58.139 | Dailies 

Breeder's Gazette 186 8617.6 8,355 924 6,491 5.852 | tlarger page size (1,065 lines) in January 1951. Chicago | Daily Drovers 

California Citrogranh 268 26.0 17,808 17,402 17,640 17,248 290 9 cs 21% 5190 

pCstiterale Farm Bureau as 10 7,399 8.288 7,399 8.288 Semi-Monthlies maneen “City “Daily Drovers } 7 : 5 e 

onthiy . x . ‘ ¢ < American Telegram ....... 38.4 98,889 81,802 52,204 50,521 

*Cattleman, The 142.5 130.2 59,840 54,712 24,644 = 21,221 Agriculturist .... 29.2 30.1 21,293 21,931 18,539 19,131 | Omaha Daily Journal 

Electricity on the 1 al 3,956 2.885 3,956 2.885 a Grange SE onase ss 48.2 43.6 102,493 92,843 59,880 61,318 
+ EE te} 2338s 20.418 «19.009 18.000 | . News .......... 82 121 9,254 13,572 5,852 8,764 | St. Louis Daily Live- 

Florida Cattleman 68.1 682 28,605 28623 15543 16,772 Colorado Rancher & stock Reporter .. 29.0 _242 61.776 _S1.528 _ 44,291 _ 40,709 
Florida Grower 26.3 176 18400 12.020 17,944 11,598 — oer 3 29.0 7 AS 24 15,960 Total Group ..... 156.1 135.2 332,148 287,805 195,549 190,057 

: 89 92 9681 9.996 9'632 9926 | # ‘operative. Digest 6. 5.2 2.835 21 835 2,170 

ee, G now 215 216 16880 16926 15.406 15,012 | Dakota Farmer , 44.2 423 640 33,179 31.706 343 | Canadian 

— y font “= 29 21 6 822 5028 6.748 4.094 Farmer, The .. ‘ 60.0 51.0 47,015 995 39,010 33,416 , 

Sine € orm Ne 46 86 3484 6507 2781 6133 | Hoard’s Dairyman .. 40.4 421 427 30,617 24,001 656 | Country Guide 32.0 19,139 23,039 19,139 23,039 
van te of ; ' : . / Idaho Farmer ...... 35.4 341 26,777 "798 24,435 23,480 | SFamily Herald & Weekly “Star: 

ational Live Stock es as ens 3.975 6.112 5.514 | *Indiana Farmer's Eastern Edition . 81.7 69.8 81,731 69,781 54,403 50,093 
. “1 on ofl Fah bad 79 £0 3°532 3608 31532 3608 Seay edie 22.2 25.4 17,404 19,929 13,238 15.256 #Western Edition . 69.8 60.7 69,781 .712 51,045 48,143 
ap kh, —— I, , 4 , ’ Kansas Farmer Tae 33.9 27.6 25,762 20.976 21.677 17.268 mh ang $8 75.8 65.3 75,801 65,247 724 849,118 

ichigan armer \° . a . 5 a dvoca , 

oo” iiss «2 ABS ALTE 19,165 ATANG14.SSZ | icsouri Ruralist ... 30.9 322 23,471 24,436 19,348 19,020 | _ nadian Countryman. 35.3 29.5 24,728 20,645 «18,953 15,505 

New: 80 92 3607 4149 3407 3,949 + Farmer- 38.2 30.7 2882 30,080 22.267 22.872 Free Press Prarie a ee — 
14 ; ockman ....... ‘ ; y . A A 

—owes. €5 25 Um TS BE Sl aaete twee... 66 OS O68 66h SSMS ee | four ......... 19 908 101,129 99.965 54,559 57,449 
sz Eastern Edition 56.8 625 24, 26,820 12,154 13,773 | New England Western Producer 478 349 51,120 37,317 31,130 24,211 
2Central Edition 49.0 533 21.013 22.865 11,567 12,934 Homestead ...... 39.4 34.1 27,611 23,846 21,312 17,072 Total Group ..... 301.4 279.6 288,730 265,160 191,761 187,156 
Western Edition 39.1 47.2 16,776 20,261 10,279 11,856 | Ohio Farmer ....... 48.0 434 36,891 3,368 1890 28,594 SFive issues in January 1952; four issues in January 1951. #Not included in 
Average 3 Editions 48.3 S43 20,723 23,315 11,333 12,854 ' Oregon Farmer .... 34.6 30.5 167 23,095 23,573 20,777 


ypsum, Lime Campaigns 

Gypsum, Lime & Alabastine| 
‘anada Ltd., Toronto, has sched- 
led four-color, full pages in two} 
otogravure weeklies and two con-| 
umer magazines; 200-line ads in 
everal farm papers; half-pages in 
‘rench farm publications, and two 
separate campaigns for architec- 
tural journals and building and 
construction trade publications in 
1952. McConnell, Eastman & Co., 
Toronto, is the agency. 


Lissner Appoinis Henry Bach | 

H. Lissner Co., New York, man- | 
ufacturer of Master Made’ men’s 
slacks, has appointed Henry Bach 
Associates, New York, to direct 
its advertising. 


Speers Joins Michener Agency 

Charles Speers, formerly an 
artist with Visual Methods Inc., 
New York, has been appointed art 
director of Michener & O'Connor, 


|To Ehrlich & Neuwirth 


Equitable Paper Bag Co., 
Island City, has appointed Surhiet 
& Neuwirth, New York, to handle | 
its advertising. An increased ad-| San Disco, CaL., Feb. 19—Cuts 
vertising and promotion program, | in home appliance ‘production will 
using mostly business publications | not show up in advertising budg- 
and direct mail, is planned. Philip | g4,. 
ae aaa ew York, is the pre- This was clearly indicated here 
‘ at the annual winter conference of 
the Bureau of Home Appliances of 
Power Co. Gets National Pallet 5,1, piego County. Some 500 deal- 
Edward M. Power Co., Pitts-|ers and salesmen attended the 
burgh, has been appointed to di-| meeting and heard representa- 
mc ng re ~ 4 prc bh torah tives of 12 leading manufacturers 
et Cor ittsburgh, manufacturer 
of bent Re: and industrial hard- predict promotion expansions. 
wood pallets. Trade publications | . ‘ 
and direct mail will be used. |@ Howard Emerson, associate edi- 
tor of Electrical Merchandising, 
summed it up this way: 
“Although only 75% of the 
goods supplied last year is ex- 
pected to become available in 1952, 
no one expects 1952 to have 75% 
of 1951’s demand. Thus the answer 


Kent Joins Needham, Louis 


Leonard Kent, formerly chief 
statistician of Alderson & Sessions, 
Philadelphia, has been appointed 
chief statistician in the research 
department of Needham, Louis & 


.| Home Appliance Output Will Drop in 1952 
But Salesmen Learn Ad Budgets Are Up 


motion.” 

James F. Gorton, director of CP 
range promotion for the Gas Ap- 
pliance Manufacturers Assn., said 
his group alone will spend $1,- 
000,000 on advertising this year. 

Harry B. Fay, Southern Cal- 
ifornia district manager for West- 
inghouse, said his firm will spend 
$1,000,000 monthly to promote ap- 
pliances. 


® Ben Davis, district manager for 
General Electric’s small appliance 
division, said GE will spend more 
money promoting toasters this 
year than it has ever spent on any 
small appliance. 

Herschel Johnson, Pacific Coast 
manager for Coolerator Corp., said 
his company’s heavy campaign 


Harrisburg, Pa., agency. 


Brorby, Chicago. is more intensive selling and pro- 


will back a complete new line. 


PERTUSSIN 


through 


ERWIN, WASEY & CO., INC. 


50,000 WATTS 


Increased output as well as in- 
creased promotion will be the pic- 
ture for Easy Washing Machine 
Co. District Manager William 
Kuhn said Easy will make 50% 
more washers this year than its 
annual average over the past 10 
years. 

Others at the meeting also 
pointed the way toward a year of 
intensified selling. A boom in TV 
set sales was forecast by Donn B. 
Tatum, Pacific Coast television 
manager for American Broadcast- 
ing Co. 


Business Publications Society 
Offers Trophy as Award 

The Western Society of Busi- 
ness Publications is offering a tro- 
phy as the award in each classi- 
fication in its awards of merit 
for 1951 contest. Classifications 
are: over-all job throughout the 
year; service to industry; news re- 
porting; departmental column or 
newsletter; outstanding special is- 
sue, and outstanding advertising 
or sales promotion achievement. 

Entries must be submitted by 
March 11. Details may be had 
from Louis Rangno, Jaffe Publi- 
cations, 634 N. San Vicente Blvd., 
Los Angeles 46. 


Brandenfels to Emmett 

Carl Brandenfels, hair and scalp 
specialist, has appointed James 
Emmett Advertising, Portland, to 
direct its advertising. Magazines, 
newspapers, business publications 
and direct mail will be used. Fred- 
erick E. Baker & Associates, Se- 
attle, is the previous agency. 


WGN-TV to Carry Sox Games 
WGN-TV, Chicago, will televise 

all daytime home games of the 

Chicago White Sox during the 


1952 season. 
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At this time... only 


cities in the United States* have Sunday 
newspapers with larger circulations than the 


Minneapolis Sunday Tribune 


2 

...more than 615,000 New York 

. : Chicago 

in the Upper Midwest Los Angeles 
Philadelphia 
Boston 


EVENING MORNING AND SUNDAY 


MORE THAN 615,000 SUNDAY - 485,000 DAILY 


John Cowles, President 


Minneapolis Star and Tribune § 
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| Publishers Stress 

Supermart as Spot 
| for Magazine Sales 
| 


_ New York, Feb. 19—The super- 

market is the place to sell maga- 
| zines, according to the American 
News Co.'s publishers’ committee, 
a group of publishers who distrib- 
ute their magazines through Amer- 
ican News. In an attempt to open 
magazine accounts in more su- 
| permarkets—“the last great sell- 

ing frontier”—the committee has 
| come up with a brochure called, 
“There’s Money in Magazines for 
Supermarkets.” 

The brochure stresses profits, 
volume and service. It points out 
that “magazines offer a 23% mark- 
| up—far greater than the profit 
| margin on most food lines.” Av- 
| erage annual turnover of maga- 

zines, moreover, “far outranks| 
| most food items.” These are some | 
| of the reasons why 3,500 super- 

markets today are selling maga- 
zines, it says, pointing out that 
only 211 supermarkets stocked 
| magazines in 1944. 


s Other advantages, according to 
the publishers, are: 
Magazines are 
service merchandise; 
bought 7 out of 


natural self- 
they are 
10 times by 


women; they are good display 
items (colorful and easy to 
stack); they require neith- 


| er wrapping nor price marking; 


they need no stocking and are de- | 
livered to the store and are fully | 
returnable, and finally, they are) 
salesmen for the store and the | 
products it sells. } 
The brochure urges that super- | 
markets, when thinking of stock- | 
ing magazines, think in terms of | 
a magazine department—not just | 
a few titles. It also advises that, | 
just as with other supenmachellll 
items, magazines be supported by | 
merchandising (using special pro- 
motion materials supplied by pub- | 
lishers); tying in with special 
magazine-and-product merchan- 
dising ideas, and displaying maga- 
zines for full-cover showing. Su-| 
permarkets are told that the man- | 
ager of the local American News 
Co. branch will handle all details | 
when they are ready to start. 


NSPA Joins Wholesalers in 
Move to Expand Its Function 


The National Standard Parts 
Assn., in a move to expand its na- 
tional service function from the 
automotive service industry field 
to cover the entire field of whole- 
saling, has accepted an invitation 
to affiliate with the National Assn. 


se of Wholesalers. | 
NSPA will support NAW’s pro- 
bette gram designed to give both busi- 
: . ness and the public an increased | 

Wich a mass product, you buy mass markets. understanding of the function of 


wholesaling in the American econ- 


oe Mid-America is one—a mass market, dominated by omy. 


larmers. You can’t sell Mid-America without farm 
f Johnson Returns to Agency 

Paul E. Johnson, formerly art| 
and copy manager of the advertis- | 
ing department of the News &| 
Courier, Charleston, has been ap-| 
pointed art and production director | 
of Advertising Service Agency,| 
Charleston. Mr. Johnson returns to| 
the position he held with the agen- | 
cy before he left, in 1946, to join 
Ohio Wax Paper Co. as an artist 


and designer. | 


families, nor the magazine that concentrates on 


a them alone! 


Ee 


NBC Film Sold in 26 Markets 


The National Broadcasting Co. | 
television series of half-hour films, | 
“Dangerous Assignment,” featuring | 
Brian Donlevy, has been sold in| 
26 markets in the last two months. 
Recent signers include American 
Brewing Co., New Orleans, for 
Regal beer; Piel Bros., New York, 
for Piel’s beer, and Master White 
Bread Co., Minneapolis. 


Casey Heads ‘AJN’ Ad and PR 
John J. Casey, formerly with 
Street & Smith Publications, has 
been appointed advertising promo- 
tion and publicity director of The 

| American Journal of Nursing, New 

| York. 


Bt, 
eg 


Want 


When your product costs important money, you 
want the people who save money. Farm families 
are near the top. And tops among them are the read- 
ers of Capper’s Farmer. They are the most prosper- 
ous farm families in Mid-America, itself the richest 
farm market on earth! 
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N. Y. BBB Names Panels to Help Regulate 
Newspaper Advertising of Radio and TV 


New York, Feb. 19—The New 
York Better Business Bureau has 
named four industry advisory 
panels to help regulate newspaper 
advertising of radio and television. 

Each panel is composed of five 
members: three regular “heavy” 
advertisers, a distributor and a re- 


tailer who does little or no adver- | 
tising. The panels will meet every | 


second Monday, beginning Feb. 
18, on a rotating membership basis. 

Panel members named include: 
Howard Kuh of Ludwig-Baumann; 
Robert D. O’Brien of Haynes Grif- 
fin; Sidney Horne of Friendly 
Frost; Marshall E. Fabian of Fa- 
bian Television & Appliance, and 
E. B. Ingraham of Times Appli- 
ance. This panel held the initial 
meeting yesterday. 


On March 3, the panel will num- | 


|ber Seymour Fogelson of Sachs 
Quality Stores; Henry Broido of | 
Gimbel’s; J. M. Weiner of Dynamic; | 
Sauel Sosenko of Harrison’s & 
Perry Radio Service, and William 
| W. Cone of Motorola, New York. | 
| 


. The March 17 panel includes 
Harry S. Stuttman of Michaels & | 
Co.; James Ginsburg of Abraham | 
& Straus; Steven Sipos of Steven’s | 
| Television; J. M. McGuire, head | 
of the company of the same name, 
and J. J. Harris, Philco Distribu- 
tors. j 

On March 31, the panel will be: 
Jacques A. Kurtz of J. Kurtz &| 
Sons; Walter L. Brock, Sears, | 
Roebuck & Co.; Sidney Saul, Times | 
Square Stores; Victor J. Klotz, | 
Bayside Television, and Thomas J. | 
Hodgens, Admiral, New York. | 


} 


Industrial Editors 
to Accent External 


Magazine Problems 


CINCINNATI, Feb. 19—Opening 
day of the annual three-day meet- 
ing of the American Assn. of In- 


Jack R. Shannon, coordinator of | 
| public relations for Humble Oil & | 
| Refining Co., and Daniel D. Mich, | 


| editorial director of McCall’s. 


LIRR Appoints Ketcham 


Howard Ketcham, who heads his 
|own color and design engineering 
company in New York, has been 


dustrial Editors, scheduled here) engaged by the Long Island Rail 
March 26-28, will be devoted en-| Road to develop new decorations 
tirely to the problems facing edi-|and lighting for the interior of 
tors of external company publi-| passenger cars. Mr. Ketcham has 


cations. 

Speakers on the program will 
include Hillary Bailey of the Coca- 
Cola Co., Atlanta; David Zingg of 
United Fruit Co., New York; 
Aaron Mattheiu, executive editor 
of Writer’s Digest; L. T. Alexander, 
manager of the du Pont direct 
mail division; John Jones, direc- 
tor of publications and publicity, 
Weirton Steel Co., and Arch Han- 
cock of Remington Rand, New 
York. 


@ The second day of the conven- 
tion will cover problems of mutual 
interest to both external and in- 
ternal company magazine editors 
and the third day wil! accent the 
problems of internal editors. 
Other speakers onthe conven- 
tion program include R. C, Skill- 
man of Champion Paper & Fibre 
Co.; Ollie James, 
writer for the Cincinnati Enquirer; 
M. M. Olander, director of indus- 
trial relations, 
Glass Co.; Claude Robinson, presi- 
dent of Opinion Research Corp.; 


chief editorial | 


Owens-Illinois) 


helped develop color and design 
themes for more thari 500 products 
and package items. 
Brown Joins Lamson Corp. 
Angus M. Brown, formerly in 
the market research department of 
Divine Bros., Utica, N.Y., maker of 
textile, metal finishing and other 
industrial machinery, has joined 
Lamson Corp., Syracuse. Mr. 
Brown will direct sales activities 
of the company’s line of pneumatic 
ieee and vertical conveyors. 


_Gooch Switches Agency 


| Gooch Milling & Elevator Co., 
| Lincoln, Neb., manufacturer of 
| feed, flour and macaroni products, 

has switched its advertising ac- 
|}count from Rogers & Smith & 
| Ayres, Lincoln, to R. J. Potts-Cal- 
| kins & Holden, Kansas City. 


| Stabelteldt to Waldie & Briggs 


Bruce K. Stabelfeldt, formerly 
|sales promotion and advertising 
|manager of Edward Valves Inc., 
East Chicago, Ind., has been ap- 
pointed to the creative staff of 
| Waldie & Briggs, Chicago agency. 


RAOIO REACHES PEOPLE.. 


* 


NATIONAL REPRESENTATIVE 
GEO. P. HOLLINGBERRY CO. 


ABC AFFILIATE 5000 WATTS - 980 KC WSIX 


Tennessee and Southern Kentucky | 
are COVERED by WSIX ALONE 
Sell this BILLION $$$ market... 


53 BMB Counties in Middle 


, — | 
IX FM “57S fc" 
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NEW PRODUCT—Stoyfresh coconut has 

been introduced by Durkee Famous Foods 

division of Glidden Co. This ad pre- 

pared by Leo Burnett Co. will appear 
in magazines in March. 


GF to Promote 
Jell-O as Thrifty 
in Big March Push 


New York, Feb. 19—General 
Foods is readying a big March 
promotion to push Jell-O as an 
ideal “thrift” buy, using maga- 
zines, Sunday supplements, radio, 
TV, outdoor and point of purchase 
displays. 

A full-color Jell-O thrift ad will 
appear in the March 10 Life, and 
Jell-O ads will be seen in Parade 
and This Week Magazine during 
the month, The theme—‘“Now’s the 
time for Jell-O’’—will be featured 
on the “Don McNeill Breakfast 
Club” over ABC, Monday through 
Friday mornings. 

Jell-O and thrift will also be 
stressed on “Young Mr. Bobbin,” 
via 31 stations on the NBC-TV 
network. 


= The thrift idea will be carried 
out on outdoor posters in cities 
and trading areas of more than 
25,000 population. A “Jell-O thrift 
girl,” a Scotch lassie holding a 
budget book, will be used on the 
posters. 

Advertising grocers will get mats 
showing the Scotch girl with copy 
reading, “Now’s the time for...” 
With the mats, grocers can ad- 
vertise any other “thrift specials” 
they choose. 


Young & Rubicam is the agency. 


Armour Offers 6 Store-Wide 
Drives to Its Retailers | 
Armour & Co., Chicago, is offer- 
ing retailers six store-wide sales 
to choose from—Sales Jubilee, 
Food Festival, Grand Opening, | 
Anniversary, Store Full of Stars) 
and Shop Today the Modern Way. | 
Complete sets of material are 
provided at no cost, including pre- 
announcement signs, colorful ban- 
ners and pennants and employe | 
lapel ribbons and paper caps. Full- 
page ads in 11 food trade publica- 
tions, from February to October, 
explain the program in detail. 


Naumkeag Promotes Allen 

Charles F. Allen has been pro- 
moted to advertising and sales 
promotion manager of Naumkeag | 
Steam Cotton Co., Salem, Mass., 
to succeed Clinton B. Tooley, who 
has retired. 


L. A. Agencies Merge 

Sidney Garfield & Associates, 
San Francisco, and Ralph G. Cahn 
Advertising, San Francisco, have 
consolidated. The name of the new 
agency is Sidney Garfield & As- 
sociates. 
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Wit a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work . . . stock to 
raise ... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 


_Buy 


ppers 
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VERTISING AGE. 
about results: 


in advertising — the 
in ADVERTISING 


OF $20 000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 


place to tell your story. 


OFFERS 


And here’s what he said 


Milwaukee, etc., and the 


“Advertising Market Place” 
AGE is the most resultful 


lines (maximum—two) 30 letters and 
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THE ADVERTISING MARKET PLACE 


Rates: 90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 


bhi * 


column inch. Regular card discounts, 


date. Display classified takes card rate of $12.00 per 


size and frequency, apply on display. 


HELP WANTED 
LES PROMOTION MANAGER 
For large international advertising agen- 
cy. Must have proof of outstanding suc- 
cess in sales promotion and merchandis- 
ing. Creative mind. Strong sales person- 
ality, thorough knowledge production 
point of sale material essential. Attractive 
salary. Outstanding opportunity 
Box 4313, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


We have attractive positions for men 
and women in Advertising and Publishing. 
176 West Adams Ce 6-3178 - Chicago 
MYRTLE BARNARD - CARMEN TAYLOR 
CONTACT CREATIVE MAN 
New agency offers facilities to young 
agency man with broad background. Some 
billing preferred. Opportunity to invest 
time and/or money for stock interest. 
Box 4314, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


POSITIONS WANTED 
ADVERTISING PRODUCTION 
Young, experienced advertising woman, 
27 years old, single, seeks position with 
Chicago organization. More than 7 years 
of practical experience in hard-hitting, 
indus and agricultural advertising. 
Ability to get the job done. Well ac- 
quainted in graphic arts field. Anxious 

for opportunity to learn and earn. 
Box 4311, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
IMAGINATION FOR HIRE 
TV COMM. writer-producer. Over 3 yrs. 
solid exp. with network and local shows, 
spots. Seek position, good future, with 
agency or producer. Orig. prog. ideas. 
jox 4312, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
8 d Space sal ti 1 adver- 
tising field, available April 1. With pres- 
ent publisher eight years. Proven ability, 


PUBLIC RELATIONS DIRECTOR 
Permanent position with Mid-west Food 
concern for man with industrial experi- 
ence, college background and proven 
ability to handle all phases of Public Re- 
lations. Salary open. Full details includ- 
ing returnable snapshot first letter 

Box 4315, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


good background, excellent reference. 
Present employer suspending publication. 

Box 4317, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 
Media Man - Space and Time Buyer. Sev- 
en years agency exp. Presently with one 
of the top ten agencies. Will travel. 

Box 4321, ADVERTISING AGE, 

801, Second Ave., New York 17, N. ¥. 


Information for Advertisers 


No. 4267. Outlook for the Build- 
ing Industry. 

“The Impact of Mobilization on 
uilding” is a new study offered 
ly The Magazine of Building. It is 
review of the enormous develop- 
ent of the last ten years, and a 
recast for the future. Numerous 
arts covering gross national 
oduct, population growth, in- 
stment in new plants and equip- 
ent, construction trends, impor- 
nce of building in the national | 
onomy, etc., make for a well- 
unded picture both of the impact 
defense economy on building, 
d the impact of building itself 
other industries. 


4268. The Market for Cameras 
and Films. 

Sports Afield offers a new book, 
amera Survey,” covering owner- 
ip of precision cameras, “snap- 
ot” cameras, 35mm _ cameras, 
de projectors, movie cameras, 
vie projectors, light meters, 
sh attachments, extra lenses, 
, etc. Detailed breakdowns by 
and name are given throughout. 


‘0. 4269. Market Guide to Peoria. 
The Peoria Journal Star has 
prepared a new “Market Map of 
Metropolitan Peoria,” showing lo- 
cations of 60 surrounding subur- 
ban communities, and presenting 
data on population growth, auto 
registrations, weekly payrolls, re- | 
tail sales, etc. Food brokers, 
wholesale grocers, retail food 
chains, wholesale druggists and 
retail drug chains are listed, and 
a special map of downtown Peoria 
shows locations of department 
stores, etc. The population of the 
metropolitan area is now in excess 
of 250,000, spending over $250,000,- 
000 annually on retail goods. 


No. 4270. Food Buyers in Hospi- 
tals Surveyed. 
Pointing out that U.S. hospitals 
must feed 1,000,000 patients and| 


more than a million employes 
every day, Hospital Management 
offers a report, “How Hospitals 
Buy Food Products.” It shows 
which executives determine buy- 
ing policies, the extent to which 
price and quality are factors, 
average meal costs, customary 
sources of supply, frequency of 
purchasing, most-valued special 
services provided by suppliers, 
preferred sizes and types of con- 
tainers, and preferred brands. 


No. 4272. Quick Picture of Frozen 

Foods Industry. 

Quick Frozen Foods offers a new 
booklet, “The Story of Frozen 
Foods,” which gives a quick but 
comprehensive picture of the in- 
dustry. Pointing to the fact that 
it is a rapidly-growing business 
(having tripled in size since 1945), 
the booklet covers the subject 
from the initial processing on 
through the entire distribution set- 
up to the final windup in the 
home freezer. Brief media data 
round out the picture. 


No. 4273. New Market Study of 
Baking Industry. 

“A Market Study of the Baking 
Industry” is a new booklet offered 
by Bakers Weekly. Analyzing the 
major operating groups in the in- 
dustry, it is designed as a guide 
to the planning of distribution, 
sales and advertising in the baking 
field. It covers in detail the size 
of the market and its organization 
by types of producers and distrib- 
utors, and shows how the industry 
has changed in recent years. 


No. 4275. The Outboard Motor 
Market. 

Sports Afield offers a new “1952 
Outboard Motor Survey,” showing 
brand rankings, brand preference 
trends, the trend in horsepower, 
etc., based on a questionnaire re- 
turned to 1,524 subscribers to the 
magazine. 


Nete: Inquiries for the items listed above will not be serviced beyond April 7. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


NAME TITLE 
COMPANY 
ADORESS 

STATE 


MAJOR AIRLINE HAS OPENING FOR 
YOUNG MAN TO TAKE CHARGE OF 
direct mail distribution in Advertising 
Department. Good opportunity for learn- 
ing and advancement. Reply to box 4316, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Ill., giving complete details. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. Ha 7- Chicago 
Writer-p grap w ma- 
terials background for leading nationa 
trade magazine. Knowledge of house and 
farm construction methods helpful. Initi- 
ative and keen interest in retail lumber 
dealer problems imperative. Some travel- 
ing. Write fully age, experience and 
salary requirements. 

Box 4318, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


SALES OPPORTUNITY 

Man wanted by industrial publisher to 
join sales staff of established, well-rated, 
highly regarded technical publication. Will 
cover an Eastern territory out of N.Y 
office. Industrial background, training, 
for or now working in connection with 
chemical process industries preferred. 
Openings with this organization are rare. 
Excellent opportunity for man 28-35. 
Salary, expenses, bonus. Reply in letter 
giving full details, education, experience, 
salary desired. 

Box 4320, ADVERTISING AGE, 

801 Second Ave., New York, N. Y. 


hat > buildl 


SPACE SALESMAN. Aggressive for new 
business, College graduate. wn 
Chicago area. 

Box 4295, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVE WANTED 
PUBLISHERS’ REP WANTED 
Excellent opportunity for publishers’ rep- 
resentative covering Southeast with lead- 
ing sporting goods trade journal. Sales- 
man must have good knowledge of fish- 
ing, hunting and athletic goods equipment. 
Send photograph and give full particulars 
of background and present activities in 
first letter. 

Box 4299, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 

I'L WRITE AN AD FOR YOU—FREE! 
Just to prove what I can do. You be the 
Judge. Fast, “same day” Adwriting by 
Air Mail. Hurry, this offer can’t last for- 
ever. (No phone calls please.) Ralph 
Nathan. 814-44th Ave., San Francisco, 21. 
LARGE CERAMIC DESK ASH TRAYS, 
any color, with your initials in gold. Sent 
postpaid $1.00. These trays suitable for 
premiums, gifts to customers, employees 
etc. Absecon China Decorators - 233 New 
Jersey Ave., Absecon, New Jersey. 


Ross Roy Inc. Promotes 
Hutton to Operating Manager 

Ross Roy Inc., Detroit, has pro- 
moted John W. Hutton to the new 
position of v.p. and operating man- 
ager. He will 
have full respon- 
sibility and au- 
thority to direct 
everyday opera- 
tions in the agen- 
cy’s work for its 
clients. This will 
leave Thomas G. 
McCormick, ex- 
ecutive v.p. of 
much of the ad- 
ministrative de- 
tail, free to ex- 
pand other agen- 
cy activities. 

Mr. Hutton joined Ross Roy Inc. 
in December, 1939, as art director. 
He was elected a v.p. in 1947. In 
addition, he has for the last three 
years been in charge of all photo- 
graphy, production, and traffic 
operations. 


John W. Hutton 


Brewer Buys ‘Skelton Show’ 

Regal Amber Brewing Co., San 
Francisco, has signed for eight 
CBS-Radio Red Skelton programs 
for its Regal Pale beer. The broad- 
casts will be over KNX, Los An- 
geles, and eight other stations in 
the California network. The first 
program will be March 26. Abbott 
Kimball Co., San Francisco, is the 
agency. 


Two Join Associated Oil 

William H. Baker, formerly with 
the Register, Brookings, S. D., and 
Ralph H. Eicher Jr., formerly with 
Raymond L. Sines & Associates, 
San Francisco agency, have been 
appointed assistants to the ad and 
sales promotion manager of Tide 
Water Associated Co., 
Francisco. 


Offers Seminar on Agency 
New York University is offering 
its third annual seminar on “Suc- 
cessful Advertising Agency Man- 
agement” beginning March 11. 


FINEST CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils 
will rent to reliable house. on 
t. 


TOBE'S, Niagara-on-the-Lake, 


Experienced salesman for one of the 
country’s leading merchandising building 
products magazine, carrying the larg 
volume in its field. The man we are look- 
ing for is doing well but is anxious to 
have an opportunity to increase his earn- 
ing possibilities. Write fully with complete 
information 
Box 4319, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 

et eg mea me 
All t of positions for men women. 
185 N Wabash FR 2-0115 Chicago 


Copywriter 


wanted 
If you are looking for an oppor- 
tunity to write copy for one of 
the nation’s leading agencies, 
we would like to hear from 
you. We offer a position in a 
stable, well-informed agency 
with a magnificent record of 
growth. We offer a city where 
your family can enjoy some 
of the finest suburban living 
in America. We are interested 
in talking to men in the age 
group of 30 to 40 with a de- 
monstrable record of good 
ideas and good copy. Salary is 
commensurate with your abil- 
ity and experience. Send a let- 
ter telling us about yourself, 
where you have worked, the 
accounts you have served and 
salary requirements. Will be 
kept in strict confidence. Send 
to Lee R. Canfield. 
THE GRISWOLD-ESHLEMAN CO. 
1410 Terminal Tower 
Cleveland 13, Ohio 


WANTED 
SALESMEN WHO KNOW LETTERPRESS 
AND ROTOGRAVURE PRINTING 
who now are . . or want fo become . . 
big producers 


TO SELL IN THE LOS ANGELES, PORTLAND, 
SAN FRANCISCO, ST. LOUIS, DALLAS OR 
HOUSTON AREAS. 


A large Chicago printer, with a name and 
reputation that means “efficient produc- 
tion in any quantity"’ to buyers throughout 
America, is looking for men with good 
selling backgrounds and better possibili- 
ties. The right men will be actively sup- 
ported and encouraged to build secure 
futures. Commission with drawing account 
and expense allowance. Please write in 
detail specifying your experience with let- 
terpress and rotogravure printing, facts 
about yourself, and the kind of business 
you would like to build in this area if 
you had the right support and facilities. 
Your letter will be read and held in con- 
fidence by the Director of Sales. Our 
salesmen know of this ad. Write to box 
67, Advertising Age, 200 E. Illinois St., 
Chicago 11, Ill. 


MEDIA AND RESEARCH 
DIRECTOR 
Long-established New York 4A Agency 
seeks media and research man with 
wide experience in newspaper, maga- 
zine, radio, TV. Salary commensurate 
with ability. 35-40, college. Our staff 
knows of this advertisement. Send full 


contact 


mary campbell agency | 2": 


165 West 46th St., WLY.C 
Wdson 6-5371 


to Box 66, Advertising Age, 801 
Second Avenue, New York, 17, N. Y. 


SALES, CARTOON SYNDICATE 


m 

by leading dailies. Publishers cooperate. Highest 
bonus. We hire men for you. Reply in 
detail Same held confidential. 


EXPERIENCED MAT MEN ONLY. 
1537 N. La Brea, Hollywood 28, Calif. 


WANT TO 
GO WEST*, YOUNG MAN? 


Here's a job challenging enough to 
interest a sound-thinking, experienced 
industrial copywriter . . . a man who 
likes to mix field work with desk work 

. who is equally at home talking to 
a typewriter or a client or an industrial 
engineer. 
It's a job with an established, recognized 
agency in a large Midwestern city, 
where the pace is stimulating but not 
ulcer-producing. It's a@ good job now. 
And it’s a good job with an even better 
future. 
If you are an experienced writer of 
industrial copy, who wants to enjoy liv- 
ing and working in the uncongested 
Middle West, write us complete details 
. . . in complete confidence. (*If you're 
a Westerner or Middle Westerner now, 
we'll be glad to hear from you, tool) 
CARTER ADVERTISING AGENCY. Inc. 

912 Baltimore Ave., 
Kansas City 6, Missouri 


WANTED 
One Sales PromotionMan 


Must be thoroughly familiar 
with lithographed displays and 
know cardboard construction. 
Want good creative man to 
assist sales manager, create 
ideas for salesman, handle 
sales bulletin, sales correspond- 
ence, help with sales meetings, 
etc. Some travel. Unusual op- 
— for experienced man. 

nd full details to M. T. Green, 
Chicago Show Printing Co., 2635 
N. Kildare, Chicago 39. 


To a Publisher 
Whose '51 Net Was 
$30,000 or More 


Buy this, the only exclusive national 
trade directory in a billion dollar field, 
pay half its cost in tax savings. In 5 
years, properly handled, this property 
will be worth five times present mar- 
ket price. Write Box 68, Advertising 
Age, 200 E. Illinois St., Chicago 11, II. 
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Advertising Age, February 25, 1952 


Proctor Electric's 
New Plan Copes with 
Price Cutting Woes 


New York, Feb. 19—Proctor 
Electric Co. has unveiled a new 
merchandising plan which allows 
retailers and distributors to fight 
competitors by cutting prices. 

The Philadelphia appliance mak- 
er called a special conference here 
to give its answer to 1951’s low- 
er retail profits. 

A “competitive price” is the 
theme of the new selling program. 
Joseph Tiers, newly named gen- 
eral merchandising manager, 
stressed that Proctor’s national ad- 
vertising will continue to show 
current list prices. Proctor also 
still believes in 
fair trade prac- 
tices. However, 
in areas where 
heavy mark- 
downs prevail, 
dealers will be 
able to sell be- 
low the national- 
ly advertised 
price. 

Mr. Tiers ex- 
plained that the 
purpose of the 
program—called Proctor’s Part- 
nership Plan—is “to meet today’s 
fluctuating market conditions.” 
He said he believes it will be pos- 
sible to sell at different prices in 
various parts of the country. 

In addition to allowing price 


Joseph Tiers 


$13.95), and (3) Proctor’s #989 
Champion iron at $9.98 (regularly 
$12.95). 

The specials will be available in 
lots of 144 on the toaster and 72 
on both the iron and the ironing 
table. 

The company said the dealer 
who sells competitively will be 
protected under the new plan be- 
cause Proctor has reduced dis- 
tributor and retailer costs. This 
has been accomplished partly by 
the discontinuance of cooperative 
advertising with retailers. 


s Walter M. Schwartz Jr., presi- 
dent of Proctor, said the success 
of the new program hinges on the 
ability of dealers to sell the higher 
price items. He declared that re- 
tailers can regain the healthy vol- 
ume of business on appliances by 
selling out the specials and then 
selling upward. 

Robert Chapin, of John Falk- 
ner Arrtidt & Co., Philadelphia, 
Proctor’s agency, announced that 
the company will open its ad pro- 
gram with two facing half-pages 
in the March 3 Life. These will 
feature two of Proctor’s higher 
price items—the new #1476 
“thrifty” toaster, retailing at 
$17.60, and the “thrifty” iron with 
never-lift stand at $14.95. 


Asheville, N. C., Slates 
Magazine, Newspaper Drive 
The Chamber of Commerce of 


Asheville, N. C., will use maga- 
zines and newspapers for its late 
spring and summer campaign. 


cuts in certain areas, Proctor is| Magazines scheduled to carry ads 
offering some products as “price| are National Geographic in April, 
specials” to stimulate traffic in| Highway Traveler in April and 


such outlets as department stores 
and furniture and jewelry chains. 
This venture will allow stores to 
offer (1) Proctor’s #1469 toaster 
at $12.88 (Life-advertised at 
$16.95); (2) the Model 60 Hi-Lo 
ironing table at $12.95 (regularly 


| Holiday in May. 
Newspapers scheduled include 
the Chicago Daily News, Christian 
| Science Monitor, Cincinnati En- 
| quirer, Cleveland Plain Dealer, 
| Indianapolis News-Star, New York 
| Herald Tribune, Philadelphia In- 
| quirer and Washington Star. 


EXPERIENCED SALESMAN 


for one of the country’s leading 
merchandising publications 


The man we are looking for is between 30 and 40. He 
may now be with a business publication or with a 
consumer magazine. He is doing well where he is 


but would like to find a 


spot where he can move 


faster than seems possible in his present set-up. 


For 30 years, Progressive Grocer has been doing 
an outstanding job in the field of food distribution. 
We have a C.C.A. circulation of more than 75,000. 
The big volume retailers who read Progressive Gro- 
cer do a volume of more than 12 billion dollars a 

# year. We have always been the leading publication 
in the field—both in volume of advertising and in 
reader interest. Advertising volume this year will 


exceed $1,000,000. 


There aren't many business publications, issued 
once a month, that can top this figure. 

We are sorry, frankly, that we cannot fill this job 
from our own ranks. But the particular circumstance 
creates an opportunity for someone outside of our 


own organization. 


Only written applications can be considered. No | 
phone or personal calls, please. Don't be afraid to 
give us the works in your letter. If you are the kind 
of a man we are looking for, you will know how 
to start the sale through the written word. 


Leonard Tingle, President 
The Progressive Grocer 


161 SIXTH AVENUE + 


NEW YORK 13, N. Y. 


Hollingshead Sets Drive 


123 


R. M, Hollingshead Co., Toronto, 
manufacturer of Whiz Motor 
Rythm and Venus car polish, will 
promote its products via mag- 
azines, farm papers and radio in 
its 1952 spring campaign. Theme 
of the campaign is “Take out the 
gum—put back the hum—with 
Motor Rythm.” E. W. Reynolds 
Ltd., Toronto, is the agency. 


Clyde to Walther-Boland 
Walther-Boland Associates, San 
Francisco, has appointed William 
J. Clyde, formerly assistant ad 
manager of Schlage Lock Co., its 


GEORGE B. CONFORTI AND ASSOCIATES 
168 North Michigan Ave. 
Chicago 1, Illinois 
Phone Franklin 2-8885-6 
COMPLETE ADVERTISING ART 
Layouts, Illustrations, Lettering, Design 
Scratchboard Illustrations, Retouching and 
General Agency Production 


production and media manager. 


Theresa 


DIFFERENCE 


good singer 


BIG 


between an average 
Ve. onde 


= 


And there’s a 

big difference 
between the role 

of Houston’s other 
two papers and that 
played by The 
Chronicle—the 
champion in adver- 
tising, circulation 
and readership. 


1951 TOTAL ADVERTISING LINAGE 


Source: MEDIA RECORDS 
CHRONICLE POST PRESS 


36,671,355 24,648,385 10,637,602 


The Chronicle’s 1951 excess linage over 
POST, 48.8% and over PRESS, 244.7% 


For additional tacts about the No. I 
paper in the South's No. 1 market, contact 
your nearest Branham Company Office. 


R. W. McCARTHY M. J. GIBBONS THE BRANHAM COMPANY 
Advertising Director National Advertising Manag National Repr tati 
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EQUM DATO | 
GARMENTS | 


In Chicago, it takes 2— 


to round up big figures 


BECAUSE . . . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects.* 

Today it takes two daily newspapers to reach a majority of the 
market—and for MOsT net unduplicated coverage, one of your two MUST 
be The Chicago SUN-TIMEs! 


* See your copy of the independent Publication Research Service study, “Chicago Daily 
Newspaper Coverage and Duplication, 1951,” or write us for details. 


or CHICAGO 


/S9UN-TIMES 


bien 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 


250 Park Avenue, New York 17 


TOTAL CIRCULATION, 586,970 AVERAGE NET PAID DAILY (ABC PUBLISHER'S STATEMENT FOR 6 MONTHS ENDING SEPTEMBER 36, 1951) 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


One-Man Small-Town Agency Defies ‘Giants 
To Do Better Work or Have More Fun 


By HerMANn HALPERN 
_Owner, Herman Halpern, Advertising, 
Winston-Salem, N. C. 

You can place this agency in the vest 
pocket of any one of the giants (BBDO, 
Young & Rubicam, J. Walter Thompson, 
etc.) and not even feel the bulge. Yet I 
blandly declare that my clients get more 
value for their adver- 
tising dollar than any 
client who spends $1,- 
000,000 or more per 
year. These “are big 
words which must be 
either eaten or con- 
cretized by deeds! 

A small agency in a 
city of less than 100,- i 
000 population means 
small budgets, small 
personnel, limited number of production 
facilities; small that is, in every way— 
except ideas, know-how, adaptability, in- 
genuity, courage, patience and fortitude. 

By way of emphasis, I would like to 
see the expression on the face of an ac- 
count executive of a large agency who 
has just learned that one of his major 
accounts will limit the advertising appro- 
priation to a paltry $10,000 a year! If this 
is not emphatic enough, let’s lessen the 
ante to $5,000 a year! In fact, forgetting 
facial expressions, I would like to see 
him execute a meaningful advertising 
program with either of these budgets! Yet, 
these are the problems which a small 
agency faces every day, cheerfully, 
gracefully, adroitly and successfully, if 
it is to continue in business. 


Herman Halpern 


® Let us forget then, for a moment, the 
loud hosannas and adulatory expostula- 
tions of these giants with their million- 
dollar lush budgets and even lusher cam- 
paigns, and proceed to observe the spartan 
life of the small agency in general and 
Herman Halpern, Advertising, in partic- 
ular. 

We were established in May, 1946, in 
Winston-Salem, N. C., a growing city of 
89,000 people, headquarters for R. J. Rey- 
nolds Tobacco Co., P. H. Hanes Knitting 
Co., Hanes Hosiery and many other in- 
dustries, large and small. We are ac- 
credited by ABP and SNPA. We have 
promoted doughnuts, concrete building 
materials, ladies’ knitted undergarments, 
a radio station, newspaper, airline, a 
trucking company and a local bank. Ad- 
vertising campaigns are planned and ex- 
ecuted for newspapers, radio, direct mail, 
point of purchase display and an occa- 
sional poster. Research is conducted, sur- 
veys directed, publicity services rendered. 
“We,” incidentally, is me and my charm- 
ing and talented wife (an accomplished 
pianist and composer, by the way), who is 
listed as executive secretary, and who per- 
forms the various office chores. 


s The owner is account executive, copy 
chief, campaign planner, time and space 
buyer and production chief all rolled into 
one. He is also competent at keeping his 


books and maintaining excellent credit 
relations. He doubles in brass. He writes 
good selling copy rapidly—no deathless 
prose, but salesworthy and effective. He 
makes rough pencil layouts by the score 
and quickly. He farms out finished art 
work. He supervises engravings, printing 
and other production chores. He knows 
all of the printers by their first names. 
He reads the trade press religiously and 
knows the cold, hard facts of markets, 
merchandising and selling. 

One day he designs a folder. The next 
day he is closeted with a client at the 
mill, planning the next few months’ cam- 
paign. Next day, he prepares a radio spot 
schedule. He is in fact, a minister without 
portfolio for “umpteen” business estab- 
lishments in his community. One day, he 
is away from the office, in a neighboring 
town, trying to land a new account. Some- 
how, his schedules run smoothly, his bills 
are paid promptly and most important, 
bis clients are pleased enthusiastically! 

These are facts, not fancy! How is it 
done? What are the factors wh'*h make 
for such an operation? s 

First, there is hard work! Second, ver- 
satility! Third, adaptability! Fourth, in- 
genuity! Fifth, careful planning! Sixth, 
love for work and community! Seventh, 
patience and fortitude and courage! 


s At nine o’clock in the morning, the mail 
is opened and read. At ten, an appoint- 
ment with the engraver is kept and in- 
structions given. At eleven, a_ client 
phones and requests the progress on his 
decals. Another wants you to prepare 
200,000 folders to be distributed with free 
samples. Still another client wants a 
counter display with attached easel. This 
duly noted, you remember that a radio 
campaign of spot announcements will be- 
gin in a few weeks. The client has been 
out of town and you are waiting to clear 
with him, the scripts to be alternated 
twice a day, three to five days a week in a 
number of cities. You have studied very 
carefully the relative merits of these dif- 
ferent stations, their listenership, their 
market coverage, network affiliation and 
their all-important rates. You have made 
judicious choices, realizing the $6,000 
must be stretched a long way over the 
several stations for 13 weeks. Neither the 
client nor the agency regard this sum as 
small potatoes. It is big money, intended 
for a big job for a small client and a 
small agency! SPEND IT AS IF IT WERE 
YOUR OWN! 

Next, you take out your sketch paper 
and draw a few rough layouts for news- 
paper ads for the client who manufac- 
tures concrete building materials. He 
makes concrete blocks adaptable to a 
variety of building uses—modest homes, 
farm and commercial buildings, terraces, 
chimneys, etc. These ads, when finished 
and approved, will appear in a few large 
dailies of 50,000 circulation and several 
county weeklies of 5,000 circulation. You 
know the product, how it is made, who 
buys it and where. You proceed to pre- 


Cunningham-Jordan, Continued 


CM Sizes Up Two Salesmen 


pare ads that are simple, direct and force- 
ful, merchandising the product in the 
ads. His budget does not exceed $10,000 
a year. 


® So it goes...one day it is building 
blocks ... the next day it is ladies’ under- 
garments ...the next day, motor trans- 
portation, and on and on. It is like making 
one-night stands in different cities with 
different shows for each performance. 

Yet there is time for a leisured lunch 
hour among the endless activities; time 
even to take the afternoon off to play 
golf with a potential client. Outside the 
office are the quiet green grass and ivy 
covered walls of the First Presbyterian 
Church to remind you that all is serene, 
a bucolic touch to an otherwise urban 
profession. 

Then too, there is the great intangible 
of personal relationship between the 
agency owner and the client. Usually the 
client is located in the “back yard” of the 
agency, affording facile, rapid and nu- 
merous meetings, both planned and spon- 
taneous. You may meet your client on the 
street, quite by chance, and have a “nose 
to nose” chat on the “modus operandi” 
of the current campaign. A telephone con- 
versation may suffice. Have lunch to- 
gether or meet at a mutual friend’s home 
one evening. Remember, the area in a 
small town is limited enough to make 
possible such easy and convenient meet- 
ings. In addition to the expediency and 
dispatch with which knotty problems are 
quickly ironed out, you cultivate friend- 
ships on a cordial and sound basis. 


s Also, there is the great satisfaction of 
achievement in the face of handicaps. One 
keeps one’s flanks and midriff lean and 
muscular, flexible and strong, squeezing 
big promotion out of small dollars! You 
are in fighting trim at all times and 
ready for that “golden opportunity” of a 
$50,000 budget, if and when it becomes a 
reality! You know that you can put that 
“tremendous” sum to work efficiently, 
effectively, successfully, out of the ex- 
perience reservoir of hard-headed think- 
ing and execution. 

I say it is high time that the big ad- 
vertiser get out of his soft, plush rut of 
doing things and wake up to the fact that 
there are young, athletic minds at work, 
full of vigor, litheness, ingenuity and en- 
thusiasm, ready to do a superlative job 
of sparking sales! 


s Perhaps, the most attractive aspect of 
the small agency in a growing small city, 
is its great potential for growth through 
the years. Nothing stands still, and “from 
little acorns do giant oak trees grow.” The 
crueible of experience, born of necessity, 
welds the small agency into a flexible, 
steel-like organism, well tempered, sturdy 
and enduring. As the budget of a given 
account increases, the talents and services 
of the small agency rise to the occasion of 
spending those increased dollars with the 
same care and affection and hard work 
devoted to the former small budget. 
Thus you grow slowly but soundly, 
glad in the hope and confidence that one 
day you will be at least a moderate sized 
agency with moderate sized accounts, all 
nurtured and fed with the mutual ad- 


Typewriter Composition Is Usetul 


Woolf Spots the $64 Question 


vantage of loyal and profitable associa- 
tion. Certainly you feel that your small 
agency operation is in keeping with the 
best traditions and youthful spirit which 
make and keep America the strong, 
healthy colossus that she is. 


. » . 


® As you may have already gathered, all 
this activity does not add up to great 
wealth. But with occasional fees for ghost 
writing speeches for prominent people in 
the community and special research sur- 
veys, we have managed to live comfort- 
ably on my earnings. I have even man- 
aged to build a sufficient “house fund” 
which I will soon invest in the construec- 
tion of a modest functional ranch type 
dwelling on a wooded lot on the outski 
of town. 

There are, of course, discouraging a 
tense moments which offset the mome 
of triumph. Immediately after the Kor 
explosion, many of my newer clients w 
frightened away from any long ran 
commitments and my billing was whittl 
away. Those were harsh days and th 
was spade work to do all over again. 

As account executive, I added a n 
tunction to my services. I served as ps 
chiatrist and father confessor to bols 
the confidence and vision of these tim 
souls who, like myself, found the goi 
tough. One of these clients suffered s 
vere reverses. I suffered with him. Som 
how, we weathered that storm. I suppl 
mented my income by conducting a pub 
speaking course under the sponsorship 
the Junior Chamber of Commerce a 
later, the YMCA. Many local firms se 
their sales trainees to this class as an a 
junct to their personnel training pr 
grams. Thus I killed two birds with o: 
stone. I earned some extra cash whi 
establishing excellent public relations 
liaison with many future potential adver- 
tising clients. 


@ One of my major triumphs also took 
place in 1950, when I wrote, helped pro- 
duce and narrated a half hour radio pro- 
gram commemorating the 75th anniver- 
sary of R. J. Reynolds Tobacco over 
WSJS. I told the story of this tobacco 
giant from its humble beginning to its 
present status. Needless to say, it was a 
great opportunity and I made the most of 
it. 

Finally, as the reader can gather, this is 
a relatively unique setup, tailor-made to 
my own personality and talents. I am a 
former New Yorker, who prefers the bu- 
colic touch to the convulsive tempo of the 
big city. I graduated from the College of 
the City of New York with the degree of 
bachelor of science in social science, ma- 
joring in speech, psychology and educa- 
tion. I am an ex-school teacher. 

I cut my eye teeth in advertising in the 
research department of Lord & Thomas, 
now known as Foote, Cone & Belding 
During the war years, I served as chief 
of public relations for a federal agency, 
preparing and directing broad informa- 
tion programs via newspaper, radio, pub- 
lication, poster and public speeches. After 
the war was over, I established this 
agency in May, 1946. In the meantime, I 
wooed and wed a lovely girl who lived 
here. 

And we're here to stay! 
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The Not-So-Private Correspondence of 


Cunningham and Jordan (Chapter IT) 


In its Jan, 28 issue, ADVERTISING AcE printed a letter from Edward S. (Ned) 
Jordan, famed automobile manufacturer and copywriter, in which Mr. 
Jordan commented on a speech on creative writing by John P. Cunningham 
of Cunningham & Walsh. Mr. Cunningham now takes pen in hand to answer 


Mr. Jordan (this may go on forever). 


Dear Mr. Jordan: I do not know where 
' to write to you—-whether you are “some- 
where west of Laramie” clipping the 
sagebrush on a sassy pony by day and 
clipping coupons by night—or in the 
Everglades gathering dividends in some 
bosky dell—or nestling in the center of a 
warm, sunny trust fund in Canada. Your 
article-letter to me in ApverTisInc AGE 
did not say—so I will answer you through 
their good offices. 

Wherever you are, I do know that ten 
thousand semi-frustrated introverts— 
called copywriters—are glad to hear from 
you and glad to know you are well and 
happy. 

You have proved that it can be done. 

You also proved that it pays to dance, 
because you say you got the idea for the 
Jordan “Playboy” while dancing with a 
“fine outdoor girl named Eleanor Borton, 
age 17,” (fie, fie, Uncle Ned!) who said, 
“Why don’t you build a car for the girl 
who loves to swim and paddle and shoot?” 

And, Mr. Jordan, you also proved the 
value of a certain amount of theatrical 
night life when you got the name “Play- 
boy” from Synge’s play, “The Playboy of 
the Western World.” And you not only 
were nimble-footed on the dance floor, 
but nimble-minded enough to sell out in 
time, just before the crash in 1929, with 


a 1,900% profit 


Salesense in Advertising... 


By James D. Woo.r 


J. Walter Thompson Co.’s John R 
ppicAipine recently told the Boston Ad- 

ertising Club that direct mail needs 
much research (AA, Jan. 28). “Attention 
should be paid,” he said, “to readership, 
production (particular- 
ly the problem of in- 
creasing efficiency in 


handling procedure), 
maintaining lists and 
developing facilities 


for mailings, and eval- 
uating frequency 
schedules.” He went on 
to say that research 
should look into such 
a simple question as 
the size of the mail box slots to determine 
which pieces might be delivered without 
having to be folded or placed on the floor. 

Nobody can take issue with Mr. McAl- 
pine’s recommendation for more research 
into the “mechanics” of direct mail sell- 
ing. But let us not forget that what makes 
direct mail pay off, when it does pay off, 
is not the right size for mail box slots, but 
the right size of the promised benefit 

And the credibility of that promised 
benefit. 


Jim Woolf 


e No statistics are available, but it is 
certainly true that a great deal of direct 
mail advertising is not profitable. The 
major reason for this is seldom to be 
found in the mechanics of the operation 
When a direct mail effort brings disap- 
pointing results, the most likely reason 
is the failure of the writer to make the 
right promise—or, putting it another way, 
to say the right words in his copy. When 


But without that glorious piece of copy 
the whole thing would never have come 
off. 

Despite all that, Uncle Ned, I still hold 
to the point of my speech with which you 
took small issue. The copy which you 
wrote in 1928—superb as it was—would 
have to give more information to sell 
“Playboys” today. Your robust romantics 
involving the broncho-busting girl and 
the sassy pony would have to be tamed 
and harnessed to the selling features of 
the car, something like this: 

“A sassy engine, 150 broncho-power, a 
brawny thing, with ideas on fuel use that 
are lean and rangy.” 

The soundest place to talk about “wide 
open spaces” in advertising copy today is 
when you are writing about a GE refrig- 
erator. 

We are all glad to know that this was 
not only one of the greatest ads of all 
time, but also one of the greatest suc- 
cesses. We are glad to know, too, that your 
stockholders’ families “have since been 
enjoying the trust funds that the ‘Play- 
boy’ earned.” ° 

We are just trying to get where you are, 
in our way, in our time. 

You are still a great copywriter, and if 
the trust funds ever run out— 

Sincerely yours, 
Joun P. CUNNINGHAM 


The $64 Question in Direct Mail Selling 


the writer fails in this respect, he can 
rarely step up returns markedly by clean- 
ing up his mailing list and streamlining 
his handling procedure. 

Said the late Robert Collier, a fabu- 
lously successful writer of direct mail: 
“The ultimate purpose of every sales 
letter simmers down to this: The reader 
of this letter wants certain things. The 
desire for them is, consciousiy or uncon- 
sciously, the dominant idea in his mind. 
You want him to do a certain definite 
thing for you. How can you tie this up to 
the thing he wants, in such a way that the 
doing of it will bring him a step nearer 
his goal?” 

How to “tie this up” successfully is the 
$64 question in direct mail selling. It 
has no relationship whatever to such 
mechanical problems as whether or not 
your mailing pieces are delivered folded 
or placed on the floor. 


eI do not believe that any writer of 
direct mail advertising can predict in 
advance, for sure, that a given letter will 
produce such-and-such a result. I know 
that I can’t, and I have done, and still 
am doing, a heap of direct mail work. 
There appear to be no infallible formu- 
las. Mr. Collier puts it this way: “There 
are scores of rules for writing good let- 
ters, and most of them are helpful, but 
merely following the rules will never 
make a good letter. . .A letter may have 
perfect diction, a finished style; it may 
bristle with attention-getters and inter- 
est-arousers; it may follow every known 
rule; yet when it reaches the Hall of 
Judgment where the reader sits and de- 
cides its fate, it may find itself cast into 


Advertising Age, February 25, 1952 


The Creative Man‘s Corner... 


ad. 


als (whatever that means). 


Ads, Like Salesmen, Have 
Their Own Personalities 


== © SYIVANLAY 
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There is a difference in fluorescent lamps—and a difference in advertising 
them, as this GE ad amply (or should one say “lamply”’) illustrates. 

The point of GE’s difference—aluminum ends—is made quickly, visually, 
interestingly. It is also made with a layout and typographic treatment which, 
in The Corner’s opinion, not only make for ease of reading and comprehension 
but for a feeling of confidence. And not because the ad states that “you can 
put your confidence in General Electric,” but because it exhibits good taste, a 
sincerity of tone and presentation, a “rightness” in all aspects that The Corner, 
with due apologies to Sylvania and its agency, finds lacking in the Sylvania 


The Sylvania ad undoubtedly means all it says. But it says it a little too 
loudly, a little too flamboyantly, like a salesman who impresses himself upon 
you more than the product. Sylvania, to do it justice, claims differences, too— 
coil coatings (whatever they are) which contain closely controlled amounts 
of zirconium oxide (whatever that is) and better fluorescent powders (what- 
ever they look like) developed from highly critical portions of selected miner- 


The Corner read somewhere, and at some time, the shrewd observation 
that advertisements are like salesmen, and should be chosen on the same 
bases—how well they tell your stery, how well they represent your company. 
The GE ad is well dressed, mildly spoken, tells its story interestingly, with 
demonstration and with excellent logic. It is clear, believable and convincing. 
You can’t ask for more in an advertisement or a salesman. 


oe me meee ee 


the hell of wastebasket-dom, while some 
screed lacking any pretense of polish or 
the finer arts of correspondence blandly 
picks up the bacon and walks home with 
tg 

If there are no dependable rules, as 
Mr. Collier says (and my own experience 
bears him out), what, then, is one to do? 
The answer, and the only answer, is to 
be found in careful testing. That seems 
obvious enough, but the fact is that count- 
less millions of letters and mailing pieces 
are sent out every year without benefit 
of tests. Vast sums of money are wasted 
in this way. Usually the reason is some 
sort of desperate deadline, real or imag- 
inary, that must be met at al] costs. 


® I have always believed that the most 
difficult problem in advertising is that 
of finding the one right appeal, the one 
benefit most likely to arouse in the reader 
what Mr. Collier calls “that acquisitive 
feeling.” Scores of titles were considered 
when Dale Carnegie’s best seller (3,000,- 
000 copies, I believe) was named. Nearly 
18 months went by before Mr. Carnegie 
and his publisher finally decided they 
had the right promised benefit in “How 
to Win Friends and Influence People.” 

A great deal of national magazine ad- 
vertising—in fact, most of it—runs with- 
out benefit of adequate and conclusive 
tests. This no-test procedure, in my ex- 
perience, is in many instances unavoidable 


for a complex variety of reasons that we 
need not go into here. But there are no 
insurmountable reasons why the direct 
mail advertiser should not operate on a 
firm policy of adequate testing before 
costly mailings are sent out. 

I am in agreement, as I have said, with 
Mr. McAlpine’s notion that there is a need 
for further research into the physical 
aspects of direct mail advertising. I am 
not sure that research into “readership” 
will result in anything constructive. We 
already know, as Dr. Starch has demon- 
stated, that certain eye-catching “devices” 
increase attention and readership, but 
readership, as such, to quote Mr. Collier, 
is not “the ultimate purpose of what 
every sales letter simmers down to.” 
“Devices” have no relationship at all to 
human motivation. 


es Let’s have more investigation of such 
things as the size of mail box slots, as Mr. 
McAlpine suggests. But, more urgent, let’s 
put greater emphasis on the importance 
of testing. No direct mail advertiser can 
operate intelligently and safely without 
it. No direct mail specialist is so expert 
that, without testing, his word is law. 
“Most experienced writers,” says Robert 
Collier, “can readily pick a letter that has 
little or no chance for success, but no man 
knows so much about letter writing that 
he can tell you how successful or other- 
wise a letter will be.” 
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You Get the | 
MOST 

When You Get the 

‘POST’ 


Cover St. Lovis with One Newspaper, at One Low Cost, and 
Get a PLUS CIRCULATION of 103,011 Daily, 139,439 Sunday | Fetail Trading Zone 
in the Merchandisable Area Outside the St. Louis City Zone 


CIRCULATION 


DAILY SUNDAY 
City Zone 


297,207 300,918 


(All Other) 103,011 
TOTAL 400,218 


139,439 
440,357 
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Tips for the Production Man... 


Cold Type (Typewriter) Composition 
“ Has Many Practical Uses 


By KennetuH B. BUTLER 

The increase in the use of offset and 
rotogravure for promotion printing has 
brought with it an increase in the use of 
typewriter composition. Since these two 
ri printing methods are basically photo- 
- graphic, advertisers have explored the 
ib savings that can be made in setting photo- 
graphic type in their own production de- 
partments. 

The savings, reportedly, result from 
; the pasteup method of page makeup in 
ie addition to the elimination of standard 
aie linotype or monotype composition. The 
manufacturers of the special typewriters 
used in this work have made significant 
advances in the design of their type faces, 
as well as in uniformity of impression 
and line justification (making lines come 
flush at both sides). 


~ - ~ baewwscos . 
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3 HOUSE PUBLICATION—Part of page from 
fe ’‘Bandwagon,” house publication of Com- 
ix nercial Controls Corp., Rochester, N. Y., 
a 4 which used IBM typewriters for its sec- 
nd typing. 


own composition must include, of 
ourse, certain additional costs beyond the 
alary of the typist. Such costs must in- 
F lude supervision, investment and depre- 
iation in the machine, cost of proofread- 
: ig, social security, vacations and insur- 
nce or retirement plans, materials, office 
pace and overhead, etc. 
— A couple of years ago one publication, 
So Current Developments, reported a page 
cost of $1.50 per page as compared with 
$4.50 to $5.50 per page set in metal. 

Syracuse University Press reported its 
Vari-Typer cost at $2.50 a page; estimated 
Page for metal composition, $4 a page. 


4 > = In computing savings, an office doing 
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Employe Communications... 


By Ropert Newcoms Ann Marc SAMMONS 
? If anyone had suggested to an industrial 

relations manager a decade ago that com- 

munications with supervisors are a public 

relations department responsibility, the 
, enraged industrial relations director 
i would have run screaming to the front 
office, holiering “Teacher!” 

Time has softened many things. Time 
has also dumped into the industrial rela- 
tions man’s lap a staggering assortment of 
new duties, created chiefly by Washington. 
Understaffed and overpressured, he hasn't 
time for such matters as supervisory com- 
munication, This is tough, in a way, be- 
cause he is relinquishing responsibilities 
for contact with personnel that have al- 
ways been recognized as his 

In the larger, multiple-plant companies, 
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TYPEWRITER COMPOSITION, OFFSET—A page 
from the catalog of John Plain & Co., Chi- 
cago, printed by offset, 75,000 run. 


American Technical Society, Chicago, 
reported in 1949 that they saved $1,500 
on a 416-page book (a saving of $3.60 per 
page). 


® Paul C. Gehring, production manager 
of International Tel & Tel, reports that 
his cost with typewriter composition is 
about $2.50 per hour, all inclusive, and 
that his savings run from 30% to 50%, 
depending on the kind of composition. He 
reports that savings are greatest on tabu- 
lar work and on the basis of the made-up 
page rather than cost per line. 

Mr. Gehring further reports that justi- 
fication of right-hand margin by second 
typing increases cost 70% to 100% com- 
pared with unjustified right hand mar- 
gin. 

Most widely used machines today, all 
electric for uniform impression, include 
the Vari-Typer (Ralph C. Coxhead Corp., 
Newark, N. J.); IBM (International Busi- 
ness Machines, 590 Madison Ave., New 
York); Remington Rand (315 4th Ave., 
N.Y.); and Underwood (1 Park Ave. 
New York) 


PR Takes Over Supervisory 
2 Communication in Many Plants 


the public relations staff has moved in 
(or has been invited in) to take over. 
That can be good, because communications 
often involves writing. It can be bad, be- 
cause public relations men are not basi- 
cally personnel men; they are not schooled 
in, or particularly excited about, the ab- 
sorbing topic of labor relations. 

At Eastern Gas & Fuel Associates in 
Boston, the public relations department is 
the service arm for those who prepare 
communications to supervisors in this 
widespread organization. Charles E. 
Downing, as manager of public relations, 
holds his reins loosely, in sensible ac- 
knowledgment of the fact that the local 
manager is boss, that it is the role of 
public relations—in matters of industrial 
relations—to suggest, to assist, to render 


the service in the quantities asked. The 
result of this accurate appraisal of good 
operating relations is a manual called 
“Your Information for Management Bul- 
letin,” produced by the public relations 
department and embracing suggestions on 
how “to communicate information to 
supervisors through a monthly newslet- 
ter.” 


® Here is a compact, useful public rela- 
tions job. First of all, it’s a selling job. 
(In personnel work in plants, many public 
relations men have discovered it is nec- 
essary to “sell” viewpoints—that shouldn't 
need selling—to local managers who feel 
their autonomy may be threatened, to 
supervisors who feel they are being told 
by outsiders how to run their jobs, and 
dozens of others.) So Director Downing’s 
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first job was to sell the objectives. He 
then moved to methods; to physical form; 
lists; transmittal letters; contents; sug- 
gestions for preparing local news; tips on 
copy approvals; schedules and deadlines, 
special bulletins and costs. Downing and 
his staff may not make writers out of 
those who follow the handbook, but they 
will have taught them a lot more than 
they knew. 

Industry has a startling need for writ- 
ten communication at the plant level. It 
is the sort of communication public rela- 
tions people can provide. But they must 
first recognize that public relations is in- 
ternal as well as external; that to succeed 
internally in the work you must like 
plant people. You must work with them, 
live with them, and respect the dignity of 
their viewpoint. 


Mail Order and Direct Mail Clinic... 


Let Removal Notice Do Double Duty 


By Waitt NorTHMORE SCHULTZ 

Sooner or later, if your business grows, 
you'll find you must move to bigger or 
more suitable headquarters. 

A headquarters move means new prob- 
lems, not the least of which is informing 
your customers and suppliers what your 
new address will be. ..and is. 

One of the cleverest “we-have-moved” 
notices I’ve received in a long time came 
from the John Moran Advertising Agency, 
formerly of Wilkes-Barre, now located in 
Shoemakersville, Pa. 


8 I think this card does its job well be- 


cause: 
1. Artwork is effectively used, telling 


The Eye and Ear Department... 


0 Cameo, 


“Darleeng! Eet ees so goo-o-d to have 
you here. Come close! Ah—your leetle 
mouth! Those petite glo-o-ves you wear. 
And, of course, those Cameo stockeengs!” 

Fifteen minutes of drivel like this is 
currently being dispensed (over CBS-TV 
twice a week at 11:15 p.m.) by a gigolo 
type of personality called “The Conti- 
nental.” 

The Continental (purported name, 
Renzo Cesana—and a count, no less) is 
a sort of male Lonesome Gal, whose pur- 
pose in life is to stimulate romance-hun- 
gry females with a Charles Boyer type of 
delivery and the deviltry of having every 
female viewer feel that she is in his— 
heaven forbid—apartment. There are 
cruder names for this type of stimulation, 
but apparently The Continental has made 
quite a name for himself on the coast. 

Sponsor is Burlington Mills, for its 
Cameo hose. The show opens with what 
looks like a Hollywood Oscar—but 
which, after awhile, turns out to be a 
pair of female gams, upright, wearing 
Cameo hose. (Your reviewer stood on 
his head to confirm this suspicion.) A 
box appears with a cameo on it. The 
cameo is suddenly transformed into a 
real, live gal—who gives’ a completely 
insipid commercial about Cameo hose. 

The selling gimmick on Cameo hose, 
incidentally, is a copywriter’s hallucina- 
tion called “face powder finish.” Just what 
face powder—used at the opposite end 
of the female anatom:vy—has to do with 
stockings, never quite came clear, at least 
to this reviewer. 


by humorous, action sketches about the 
move. 

2. A subtle bit of sales promotion is 
blended into the card: “We do not make 
shoes. . .but we do create advertising that 
sells...” the card reads, tying in a sales 
pitch with the town’s name. 

Another mail order trick John Moran 
has worked into his card is a request for 
his customer’s new address, should there 
be one. This is accomplished by a request 
(on the address side) to the postmaster 
for form 3547—also illustrated to spark 
up the notice. 

Here’s a “we-have-moved” promotion 
idea that rates filing for future consider- 
ation and adaptation. 


Cameo! 


Renzo Cesana 


he Continental, however, as already 
indicated, eventually got around to ad- 
miring his guest’s underpinings—and 
assumed she wore Cameo socks. While he 
passed cigarets (lit a la Paul Henreid, or 
two at a time) to the camera, and even 
clinked a champagne glass right in your 
face, when he took a lecherous look at 
your legs, all you saw was some very un- 
sexy carpet. 

In the opinion of The Eye and Ear De- 
partment, if The Continental is going to 
have the unfulfilled portion of the na- 
tion’s females into his apartment twice a 
week without getting around to anything 
more exciting than cigarets and cham- 
pagne, he’s going to get awfully, over- 
poweringly dull—despite his publicized 
killing on the coast. 2 
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a letter of thanks to: 


Publishers and their representatives, 
suppliers in the graphic arts. . . 


all who serve the advertising agencies 


On July 1st we will conclude a period of service to 
MOTOROLA INC. which began in 1938. We have enjoyed 
the relationship and leave behind us a record of which we 
are extremely proud ...a record which we think speaks 


eloquently for itself. 


That we were able during these years to deliver for 
Motorola under the extreme pressures which are 
characteristic of the Radio and TV business, was due 
in no small measure to the heartwarming cooperation 


you gave us at all times. 


Sincere thanks to all of you. We'll be calling on you 


for more of the same. 


Gourfain-Cobb Advertising Agency, Inc. 
Wrigley Building, Chicago 


where we believe that: 
the shortest distance between a Problem and its 
Solution is straight thinking. 
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1949 4 stations 


1950 6 stations 
1951 7 stations 


S 19528 stations 


8 important television stations in 8 key markets of 


\merica. These successful stations know the full meaning 
and benefits derived from the separate and undivided 
representation provided by Harrington, Righter & 


Parsons, Inc. The principle preached in 1949 — that 
television was different and important enough to deserve 
the attention in the national field of a company uncom- 


promisingly devoted to the television medium— 
has become the positive fact of 1952. 


At Harrington, Righter & Parsons you find a solid, 
experienced and well-rounded organization whose only 
interest is television. There is no compromise. That's why 
these 8 important television stations in 8 key markets 
have appointed us their exclusive national representatiye. 


WLTV @ @ @ ATLANTA 


owned by Broadcasting, Inc. 


WAAM .. .j sanmon: 


owned by WAAM,, Inc. 


WwW B E N -TV BUFFALO 


owned by Buffalo Evening News 


WE MY-TV GREENSBORO 


owned by Greensboro News and Record 


‘WDAF-TV KANSAS CITY 


owned by The Kansas City Star 


WwW H A Ss -T V ioursvise 


owned by the Courier-Journal & 
the Louisville Times *efecive Morch 22, 1952 


WTMI-TYV snwavxee 


~ owned by the Milwaukee Journal 


gs WTTG e @ @ WASHINGTON 


owned by Allen B. DuMont Labs., Inc. 


Harrington, Righter & Parsons, Inc. 


NEW YORK - CHICAGO - SAN FRANCISCO 
the only exclusive television station representative 


100,000 May Be 
Employed in TV 
by 1962: NARTB 


BALTrmore, Feb. 19—A special 
study of TV job outlooks, released 
here last week by the National 
Assn. of Radio & Television Broad- 
casters, sees the possibility that 
100,000 persons may be employed 
in television by 1962. 

The survey was released in con- 
junction with the second annual 
regional television seminar at 
Station WAAM. 

Noting that “almost everybody 
regards television as the pot of 
gold at the end of the vocational 
rainbow,” the NARTB study warns 
that “the road to the top is through 
successful specialization. 

“There are a few network open- 
ings each year for the ‘bright 
young man’ without experience,” 
the survey notes, “but there is no 
need for networks to utilize in- 
experienced and untested person- 
nel. Moreover, the production of 
network television shows is much 
too elaborate and costly to be en- 
trusted to apprentices.” 


® The estimate of 100,000 jobs in 
TV is based on a prediction by 
Federal Communications Commis- 
sion Chairman Wayne Coy that 
2,500 stations may be operating 
within a decade. 

At the present time the nation’s 
108 TV stations employ 7.000 and 
the four networks an additional 


3,800. In October, 1951, AM sta-| 
tions were employing 48,000 per- 


sons. 
The study estimates 1951 TV 

dollar volume at $300,000,000. 
Only 7% of television employes 


are in sales, NARTB reports. Of) 


61 employes at an average station, 
one was sales manager, two were 
salesmen and one was engaged in 
sales promotion or service. 

NARTB said that a good radio 
salesman will undoubtedly be suc- 
cessful in TV, but it pointed out 
that there are important differ- 
ences in selling the two. 


s “First of all, television costs a 
lot more,” the study says. “One 
TV sales manager observed that 
you are now trying to sell a Cadil- 
lac to a man who has been happily 
driving a Ford. 

“Secondly, TV production costs, 
even at the local level, are sub- 
stantial and variable. A TV sales- 
man has to know them. 

“Finally, the service part of TV 
selling is demanding and time con- 
suming; much more so than in 
radio. This fact has caused a num- 
ber of stations to set up sales serv- 
ice departments which are sup- 
posed to take some of the detail 
off the shoulders of the salesman.” 


Ted Bates Appoints Fox 

Frances O. Fox, formerly associ- 
ate editor in the women’s depart- 
ment of King Features, has joined 
the press department of Ted Bates 
& Co., New York. 
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‘Nestle Lite, Non-Ammonia Shampoo, to Bow 


New York, Feb. 19—Nestle-Le- 
|}mur Co. is currently introducing 
| Nestle Lite, a new non-ammonia 
shampoo hair lightener, in mar- 
kets across the country. Adver- 
| tising, up to and including color 
covers in movie, romance and oth- 
er magazines, is spearheading the 
introduction. R. T. O’Connell Co. 
is the agency. 

The product, which retails for 
$1.50, claims to lighten hair from 
one to ten shades in from five to 
20 minutes. Hair may be high- 
lighted or made blond depending 
on the length of time Nestle Lite 
remains on. 


The media schedule, which will 
also plug Nestle Colorinse and 
Colortint, includes color covers in 
March issues of Modern Romances, 
Modern Screen, Screenland, Screen 
Stories and Silver Screen. Half- 
page b&w ads are scheduled for 
Motion Picture, Photoplay, Radio 
& Television Mirror, True Confes- 
sions, True Experiences, True Love 
Stories and True Romance. 

Single column ads will run in 
Charm, Cosmopolitan and Wom- 
an’s Home Companion. 

Dealer aids in the form of co- 
operative advertising, display 
cards and streamers are also in- 


| cluded in the promotion. 


First Issue of New 
‘Super Market News’ 
Set for Late April 


New York, Feb. 19—Fairchild 
Publications’ new weekly tabloid 
newspaper, to be known as Super 
Market News, will be issued late 
in April, but no specific date for 
the first mumber has been set, 
Louis W. Fairchild, president of | 
the publishing company, has an- 
nounced. 

As previously reported in AA) 
(Dec. 3, 51), the new Fairchild! 
paper will be in the food field. Its | 
subscription price will be $1 a| 
year. The basic, one-time adver- | 
| tising rate will be 57¢ a line, or 
| $517 for a 1,125-line page. Circula- 
| tion is expected to be 10,000. With- | 
in a reasonable time, it is also 
expected that Super Market News 
will become an ABC paper. 


} 


8 Robert Stainton, formerly on 
the sales staff of Women’s Wear, 
has been named advertising man- 
ager of the new weekly, and Juli-| 
an Handler, who has been on the 
| news staff of Retailing Daily, will) 
be editor of Super Market News.) 
An editorial staff is being organ-| 
| ized. In addition, the new paper 
will be serviced by Fairchild News | 
Service, which claims 350 corre-| 
| spondents in major market centers. | 
| Fairchild Publications has been) 
|in business for 60 years and pub- | 
lishes three dailies—Daily News 
Record, Retailing Daily and Wo- 
|men’s Wear; a weekly—Footwear 
News; and a semi-monthiy maga- 
| zine—Men’s Wear. 

| 

| Packer Campaigns in Ontario 
J. M. Schneider Ltd., Kitchener, 
Ont., meat packer, is using 165-line 
insertions in Ontario dailies to 
advertise its sausages, wieners, 
ham, prepared and canned meats, 
as well as its Crispy-Flake short- 
ening. Smaller space copy will be 
used for Spot dog food. J. J. Gib- 
bons Ltd., Toronto, is the agency. 


| 
Night Shopping Stressed 
In order to meet the require- 
ments of customers, Carson Pirie 
Scott & Co., Chicago department 
| store, will be open on Thursday | 
evenings, starting Feb. 21, in addi-| 
| tion to its regular Monday evening | 
| 8:30 p.m. closing time. Other Loop | 
department stores are expected to | 
' follow suit. 


SHELL 


; S7 through 
2 ae J. WALTER THOMPSON COMPANY 


Buys 


50,000 WATTS 


Evans Joins DuMont Sales 

Alexander G. Evans, formerly a 
member of the executive staff of 
Pittsburgh Coke & Chemical Corp., 
has been appointed assistant na- 
tional sales manager for the receiv- 
er sales division of Allen B. Du- 
Mont Laboratories Inc., East Pat- 
erson, N. J. 


a 


... because it gives me the 
best coverage of the fast- 
growing Liquefied Petro- 
leum Gas Market. An in- 
dustry that has tripled its 
sales in the last five years, 
and now serves more than 
8,000,000 consumers.” 


... and because BP-News has 


> 50% greater coverage of read- 
ers in Bulk Plants who represent 
85% of the industry's purchas- 
ing power. 


> Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


> The Pioneer Publication with 
more than 20 years editorial ex- 
perience. 


> Publishers of the only library of 
technical books — Headquarters 
—_— information since 


> Seven Readership surveys prove 
BP-News first choice by a 2 to | 
majority. 


> First in display and classified ad- 
vertising for 13 years. 


> In 1950, 97 exclusive advertis- 


ers used only BP-News Publica- 
tions to sell this market. 


BUTANE PROPRY 

a ‘NB P 
“A JENKINS PUBLICATION 

Los Angeles 4, California 
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Dow Discontinues Selling 


James L. Dow, chairman of the 


Magazines, Dailies 
Get Bulk of 1952 w 
|/Paul premium advertising com- 
; pany, will discontinue his personal 
Milwaukee Road Ads selling of the Dow line of calen- 
Cuicaco, Feb. 20—By natural dars and “good will” products and 
progression from its last year’s| Will devote his time to expanding 
slogan of “Going Places!” the Mil- and strengthening the Dow sales 
waukee Road (Chicago, Milwau- ee — B oder — Ban 
pa lig er make his headq ers in the Dow 
kee, St. Paul & Pacific Railroad) | Chicago office, 540 N. Michigan 
has switched to “Out in Front” as! Ave. 


the central idea for its 1952 maga- 
zine and newspaper advertising. | Pyle Joins Gundlach & Co. 
| William Pyle, formerly with 


As was the case last year, the 
campaign is divided into two parts, | Carnation Co., Oakland, Cal., has 
a passenger series and a traffic-; been appointed field consultant 
institutional series. The latter, in- | 224 account executive for the far 


western states by G. P. Gundlach 
& Co., Cincinnati agency. 
( j eg B Build forS 
| Buys ing for Stations 
f Jeamwork | Clark Associates Inc. has pur- 
|chased the Knickerbocker Bldg. 
| in Binghampton, N.Y., for $100,000 


Forms Own Agency 
Adelaide Erwin, formerly a 
board of Louis F. Dow Co., St.| Rochester, N. Y., newspaper wom- 


an, has formed her own agency, 
Adelaide Erwin Advertising, with 
offices in the Temple Bldg., Roch- 
ester. The new agency will special- 
ize in promotion and merchandis- 
ing, with emphasis on fashion and 
public relations. 


Schmidt Heads Trade Fair 


Theodore Schmict, formerly di- 
rector of public relations for Kais- 
er Aluminum & Chemical Corp., 
Spokane, Wash., as been ap- 
pointed general manager of Inter- 
national Trade Fair Inc., which 
will sponsor the i952 Far East 
Trade Fair at Seattle in September. 


Calder Elected V. P. 
Perkins-Goodwin Co. New 
York, pulp and paper marketing 


and management organization, has 
elected Louis Calder, secretary and 


to house its radio and television | director of the company since 1947, 


SO LONG, MULE! 


The mule-less machine has taken over rural Arkansas—newly-diver- 
sified boom-state for farm products. Here are some of the changes the 
new Census of Agriculture shows for Arkansas, 1950 over 1945: 

TRACTORS: 130% increase (vs 47% for U.S.) 

TRUCKS: 92% increase (vs 45% for U.S.) 

ELECTRIFIED FARMS: 183% increase (vs 50% for U. S.) 
And THE ARKANSAS FARMER, Arkansas’ 53-year-old farm and home 

which penetrates this new-rich farm market, is booming, 

too: 1951 advertising lineage was 66% greater than 1949-——one of the 
biggest two-year gains, percentagewise, in the nation! Write us or 
ask our nearest Representatives for complete farm census figures on 
Arkansas and for specific market data on one of nation’s fastest- 
growing FARM markets. For adequate coverage of rural Arkansas 
(A.B.C, circ. 97% rural) you NEED 


Thos. J. Anderson, Publisher Little Rock 


Wate 5 Hite Peck & Billingsiee W. M. Temple 
York Chicoge 


stations, WNBF and WNBF-TV. ji v.p. 


end wins! 


\ 


THE MILWAUKEE ROAD 


Route of the HIAWATHAS 


| 
ace 
| 


augurated with marked success in 
1951, is designed to build Milwau-_ . 
kee as a progressive railroad and | 
} to sell its freight and passenger | 

service. 

For the first time in several 

years, the railroad is using color 
' in full-page insertions in News- | 
E week and Time. These insertions 
i, are divided equally between pas- | 
\ senger and _traffic-institutional. 
5; The two books also will be used | 
for b&w passenger service inser- | 
tions. 


Time ads, b&w ads for traffic-_ 
institutional will run in a list of| 
review type and business papers, | 
and passenger ads will consist of 
Pacific Northwest vacation copy 
in early spring issues of general, 
women’s, travel and educational 
magazines, and in newspapers. 
In all, 33 national magazines, 
ae 215 on-line and off-line dailies | 
and 507 on-line weeklies will be) 
used. In addition, Sunday news-_ 
i casts over 24 key radio stations 
/ in strategically located on-line 
cities will be used. 

| Prompted by the fact that the 
\ average American male is more 
{ interested in sports than any other 
‘ newspaper topic, the traffic-insti- 
| tutionalmewspaper series will use 
sport themes, with each suggesting 
| the Milwaukee Road is a champ 
} 

| 


! 
s Aside from the Newsweek and 
{ 


in the transportation field. 
Roche, Williams & Cleary, Chi- 
cago, is the agency. 


Andrews Adds Two Accounts 


Andrews Agency, Milwaukee, 
has been appointed to direct ad- 
vertising for St. Paul Hydraulic 
Hoist, Minneapolis, and National 
Lift Co., Waukesha, Wis., both di- 
visions of Gar Wood Industries and 
manufacturers of equipment and 
accessories for heavy, medium and 
light trucks. Luther Weaver & As- 
sociates, St. Paul, previously han- 
| dled the St. Paul Hydraulic Hoist 
account. 


Westinghouse Names Francis 

{ The lamp division of Westing- 
house Electric Corp., Bloomfield, 
N. J., has appointed William E. 
\ Francis, formerly president of 


Local Enterprises Co., Richmond, 
and v.p. of Commercial Printing 
} 


Co., Lexington, Ky., manager of 
information services. 


blade is a sword 


Beware of a man with a blade in hand—unless yo know 
how he spells it. Because a lower-case “‘b” could change 
a respected newspaper into a dangerous weapon. 


Capitals change the meaning of many words. For 
example, an upper-case initial letter gives Coke a very 
special meaning. As the friendly abbreviation of 
Coca-Cola, Coke is a registered trade-mark. As such, 
it deserves capital treatment. 


Good practice requires that owners of trade-marks 
protect them diligently ...as you protect the name of 


THE COCA-COLA COMPANY 


your newspaper. That’s why we ask that you make it 
Coke—with a capital, please. 


P.S. A cold Coke goes awfully good after a hot story. 


Ask for it either way 
... both trade-marks 
mean the same thing. 
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Radio Is Still 
Healthy, According 
to New WOR Study 


New York, Feb. 19—Another of 
the radio-is-here-to-stay 
has been released by WOR, which 


reports that seven out of ten 
families in this area listened on 
a typical day during November, 
1951 


This statement was based on a 


survey of 1,750 families which 
were interviewed by Pulse Inc. 
They were questioned concerning 


the family’s listening during the 
preceding week and day, with sub- 
questions for daytime and evening 


JUST ASK FOR MARIE: 


frahting job. 3. Guiek pick-up 


livery, fast accurate work, £2 
of experienced rsonnel, ee 
LETTER SHOP, 


studies | 


hours for each. They were asked 
merely if any member of the fam- 
ily had listened; no attempt was 
made to determine the amount of 
time spent listening. 

Nine out of ten families queried 
said its members listened to the 
radio some time during the week. 


@ “On the average day over 2,- 
100,000 families tune in between 
6 am. and 6 p.m., with slightly 
more listening some time between 
6 p.m. and midnight,” Robert M.| 
Hoffman, research director of 
WOR, points out. 

“While continuing to get a big. 
play from families who don’t own | 
a television set, radio attracts more 
than six out of every ten video 
families every day. Each night, 
on the average, more than half} 
| (52%) of the TV owners in New} 
| York devotg time to radio listen-| 
| ing,” he said 


|@ In terms of the number of fam- | 
lilies who listened some time} 
‘throughout the average day, the 


"sagt ee’ 


listeners in| 1927 


Canada’s No. | market 
affiliation in that market! 


u SAN iN 


Ww 
>. shee s 


From the world’s first batteryless radio station 
to the first most powerful independent station in 
British Commonwealth! From a handful of 
to Canada’s 


We are proud of this record. We are 


alike! 


soe Cece 
ow that aie al 


From 1,000 watts to 50,000! 


No. 1 Station in 
. . . with the only CBS 


grateful to all our friends 
who have helped us make it! 
Advertisers and public 
And on this our twenty- 
fifth anniversary, we pledge 
to keep CFRB “Canada’s 
No. | Station”. . . first for 
service, information and 
entertainment! 


Ps | ber of radio families, 
| with more morning listening which 


| declined 17%. 


ye Poe 
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: CELEBRATING A : 
e QUARTER CENTURY OF BROADCASTING ¢ 
2 
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ry + 
° TORONTO : 
@ Representatives: 2 
e United States: Adam J. Young Jr., Incorporated : 
> Canada: All-Canado Radio Facilities Limited e| 
ecescseeeeeeeeeeeeeseeeeeeeeeeecege 13.5, a gain over the 1950 figure 


WHEST ARE THE STOCKPILES 
of vesveapar...? 


NO LOGOTYPE—The most unusual aspect of this 
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Package Shows for 
Negro Markets Made 
Available by WLIB 


New York, Feb. 20—Station 
WLIB, which has been devoting 
an increasing amount of time in 
recent months to shows designed 
to appeal to Negroes, will make 
some of these packages available 
for syndication throughout the 
country. 

The purpose of the move, ac- 
cording to Morris S. Novik, presi- 
dent of the 1,000-watt independ- 
ent, is not to make money for the 
station but to promote its programis 
and attract better guests to them 


“keep America strong” spread is 


the absence of the advertiser's (General Cable Corp., New York) signature at the 


bottom. “General Cable” does appear on 


the large reel in the illustration, and the 


company is further identified in the copyright line in the lower left hand corner, 
but the company name is not used in either the headline or the copy. Hicks & 
Greist is the agency. 


last three months of 1951 showed 
a slight gain (5.3%) over the last 
| three months of 1946. This was due 
| to an increase (16%) in the num- 
combined 


helps to counteract the drop in 
the nighttime audience, Mr. Hoff- 
man stated. 

Again on the basis of families 
who listen some time, the morn- 
ing audience is up 43% (as of 
November, 1951) over five years 
ago; the afternoon audience gained 
15%, while the nighttime audience 


WOR, which also operates a TV 
station, looks to video families to 
“boost listening even higher in the 
| period ahead.” The station noted 
this trend: “during the last quar- 
ter of 1951 nighttime radio listen- 
ing (in New York) in video homes 
was 40% above the 1948 level and 
36% higher than in 1950.” 


TV DOESN'T SILENCE 
RADIO, WNEW FINDS 
New York, Feb. 19—Using Pulse 


| 1951 


Inc. data as the basis for its case, 
WNEW, one of the country’s most | 
aggressive independent AM sta-| 
tions, has released a brochure to! 
answer those who say radio be-| 
comes a forgotten gadget when TV} 
comes into a home. 
“A ‘television home’ is a radio} 
home to which a television set has | 
been added. When this occurs, as | 
it has in 60% of the radio homes | 
in the metropolitan New York 
area, the radio sets in these homes 
are not immediately and forever 
silenced,” the presentation asserts 


8 “Evening radio listening has been 
most vulnerable to television. But 
radio is listened to now (March- 
April, 1951) in 28.2% of all metro- 
politan New York homes in the 
average quarter-hour, compared 
with 38.3% in 1947 (March-April), 
when there was no measurable! 
television ownership. This is a de- 
crease of 10.1%. But in the aver- 
age evening quarter-hour, televi- 
sion set usage has increased 27.7% 

“Even if it is assumed that the 
entire 10.1% loss in average eve- 
ning quarter-hour radio set usage 
was all transferred to televiewing, 
how can we account for the re- 
maining 17.6%—which is equal 
to 64% of the increase in the tele- 
vision audience? 


s “We can account for it by re- 
membering that people do not 
choose only between radio and 
television. If the choice is for 
it is at the expense of all 
other possible diversions, includ- 
ing television. Similarly, if the 
choice is for television it is not 
only or mainly at the expense of 
radio. . .but at the expense of other 
possible pursuits.” 

Average quarter-hour nighttime 
| radio sets-in-use in AM homes 
with TV in the spring of 1951 was 


radio, 


of 10.3. On the other hand, WNEW 
points out that despite the in- 
crease in the number of video sets 
the nighttime TV sets-in-use for 
the corresponding period in these 
homes declined from 61.0 in 
March-April, 1950, to 55.3 in 
March-April, 1951. 


® Meanwhile, according to Pulse, 
usage in radio only homes in the 
nation’s first market showed 
slight evening gains in the spring 
of 1951—43.6—over the corres- 
ponding 1950 figure of 41.2. The 
trend was reversed for afternoon 
radio listening, with average quar- 
ter-hour sets-in-use of 25.7 for 
March-April, 1951, compared with 
29.5 for March-April, 1950. 

In the commercial section of 
the brochure, WNEW states: 

“In 1947, before television, 
WNEW averaged a 2.2 rating be- 
tween 6 a.m. and 12 midnight 
seven days a week. Thus far in 
(January through Novem- 
ber) WNEW is averaging a 2.5 
rating in this same period. The 
WNEW share of audience and 
competitive rank against other ra- 
dio stations are both above the 
1947 level.” 


| Circulation Up, Rates Stay Put 

Leica Photography, New York, 
has announced a circulation guar- 
antee increase from 45,000 to 55,- 
000. However, no advertising rate 


by affording them wider coverage. 
| Letters already have gone out to 
|mpre than 50 stations which air 
| some amount of programming 
aimed at the Negro market. 

| 

s Some of the transcriptions being 
offered are: 

“Poppy Cannon Presents,” a 30- 
minute program of food news and 
interviews, featuring Mrs. Walter 
White. United Fruit Co. sponsors 
this over WLIB. 

“Charlotte Hubbard’s Washing- 
ton By-Line,” a 15-minute com- 


mentary session from the nation’s 
capital. 
The “Ruth Ellingtog James” 


show, starring the sister of Duke 
Ellington, available as either a 
15-minute-daily or a Monday- 
through-Friday package. 

At the outset, WLIB said, these 
shows will be made available to 
stations at cost—approximately 
$10. If sponsors are signed later, 
the price would be expected to go 
up, with the talent asking addi- 
tional fees for their work. 


Corin Joins Kastor 


Jerome Y. Corin, formerly with 
General Mills and Puritan Beef in 
merchandising and sales capacities, 
has joined Kastor, Farrell, Ches- 
ley & Clifford, New York, as an 
executive in the agency’s service 
department. Mr. Corin was most 
recently engaged in the develop- 
ment of frozen food specialty prod- 
ucts. 


Lainhart Named Copy Chiet 

R. B. Lainhart, a veteran of 20 
years’ experience in the fields of 
advertising, sales promotion and 
merchandising, has been appointed 
copy chief of Crook Advertising, 


| structure changes will be made. 


Dallas. 


rhe SALES 


FULL COLOR 
3 DIMENSIONAL 


DISPLAYS 


Loaded with sellability, 
these eye-catching, 


permanent 


miniature 


trademark replicas bring 
instant recognition of your 
brand at the all-important 
point-of-purchase. 
Individually sculptured of 
non-critical, chip-resistant 


Palestic, Pl 


asto Displays 


have infinite detail . . . 


achieve life 
impossible 


with printing or die-cuts. 


And... at 
production 


Write for facts today! 


like effects 
to duplicate 


UNIQUE! 
MAKES YOUR 
TRADEMARK LIVE! 
AMALINGLY LOW 

PRICED! 
Advertising Agencies 
Inquiries Invited 


low, low mass 
prices! 
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Department Store Sales .. 


1952 


Detroit 
. Milwaukee 
St. Louis District ..... 


Index Falls 8% for Week of Feb. 9 


WASHINGTON, Feb. 19—Depart- 
ment store sales for the week end- 
ed Feb. 9 slipped an average 8% 
from sales of a year ago, the Fed- 
eral Reserve Board reports. The 
sales index for the week (1935- 
39 equals 100) stood at 251, com- 
pared with 273 for the same week 
in 1951. The current figure, how- 
ever, is still above those for the 
1947 through 1950 weeks. 

All 12 districts registered losses 
for the week. The New York dis- 


DEPARTMENT STORE 


SALES INDEX 


Little Rock ....... 
Louisville 


Minneapolis District o 
Minneapolis 
Some cities reported substantial 3 3 


gains for the period. New Haven| Kansas City District 
was up 31% over the correspond-| Wichita” 
ing week a year ago. Augusta 


Kansas City 
showed a 24% increase; Nashville  Sjusnorse ¢ 


Oklahoma aol 


J 
Virgil A. Warren 


of Advertising Agencies. 


field, Conn., agency, 


—\4 Four A’s Adds Two Agencies 
Advertising, 
Spokane, and Atherton Advertis- 
ing, Los Angeles, have become 
members of the American Assn. | 


Agency Promotes Malarney 

|. Taylor & Greenough, Wethers- 
has 
_j4| moted James Malarney from ac- 
count executive to assistant sales 


pro- 


| Bull Appointed TV Art Head 

Hervert Bull, formerly with Mc- 
Cann-Erickson, New York, has 
been appointed TV art director of 
Needham, Louis & Brorby, Chi- 
cago. 


_Glenco Citrus to Ringer 

Glenco Citrus Products Inc., 
Glendora, Cal., has appointed 
Ringer & Associates, Los Angeles, 
to direct its merchandising and 
advertising. 


MoH TERRES 


1935.39 EQUALS 100 


Week to Feb. 9, ’52*..p251 
Week to Feb, 10, '51*..273 
Week to Feb. 11, ’50*..238 
Week to Feb. 12, '49*..238 
Week to Feb. 14, ’48*..238 
Week to Feb. 15, ’47*..247 


7 pPreliminary. 
*Not adjusted seasonally. 


trict showed a 12% decline. The 
Kansas City district was down 
11%; the Dallas and San Francisco 
districts were each off 10%, and 
the Cleveland and Chicago districts 
reported declines of 9% each. 


the Real Push 
Behind Sales! 


You'll find 
im 
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trial Marketing Data Book. 
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Snips Magazine 


gained 19%; New Orleans in- Tulsa . —10' manager. 
creased 15%, and Lowell-Law- Dallas Distriet ... a 
rence climbed 11% higher than | BED PROD ois neessnecennne neil 
last year’s volume. Fort Worth ethos per 

Among the cities recording loss- San Antonio ...... —= 

isco Distri = 
jes, Denver, Oklahoma City and | on Se biti — = 
| Toledo were high, each falling 19% | — Los iin. ie 
for the period. Dallas and Spo- a oa i 
kane were down 16%. Six cities ——, ~ =. = = 
| registered a 15% loss for the week | oes Diego . 6 =i afl 
ended Feb. 9—Seattle; Portland,| San, Francisco = = oe 
| Ore.; San Diego; Wichita; Pitte- | Sait L Lake City an ae “aH 
P Seattle reco... AZ =f —f8 
| burgh, and Atlanta. | fom 8 ae 
% Change from '51| Revised. 
*Data not Available. 


Federal Reserve Jan. Feb. 
District and City 
| UNITED STATES 
| Béston District ... 
| New Haven ...... 


Week Ended 
_. | 


a 
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| Keeton Appointed Sales V. P. 


G. F. Keeton, formerly national 


SNOUDOIN. teipasiicttecenants —9| field sales manager in charge of 
a 11| merchandising operations for the 
ka seein ‘ _¢ —11| American kitchen division of Avco 
New York District ....... —16 r—z —12| Mfg. Co., Cincinnati, has been ap- 
ee eg wees 6 pei pointed v.p. in charge of sales of 
New Vork _14| Dexter Co., Fairfield, Ia., and its 
Rochester —| subsidiary — Appliance Mfg. 
yracuse 0., Alliance, O. Both companies 
Pehiadetonie tet ~~ 18 1S —|manufacture household washers, 
Cleveland District —15 1 —9/ dryers and ironers. 
ae 13 38 —- 
Cleveland | - —i¢ 10 —8| Promotes L. A. Baumgartner 
Columbus i . 13| L. A. Baumgartner, general mer- 
Erie ......... 2 12 —¢| chandise manager of the Chicago 
Pittsburgh. ........ . —21 6 3] division, has been promoted to as- 
ae ae secon —— 4 sistant to the president in charge 
Baltimore mie | of sales of RCA Victor Distributing 
Atlanta District ............ oa Corp. 
Jacksonville 
Miam! . Ward Archer Opens Agency 
pene Ay Ward Archer, formerly with the 
New Orleans Commercial Appeal, Memphis, has 
ashville ..... opened his own agency, Ward 
= Archer Advertising, in the Good- 


Indianapolis 


wyn Institute Bldg., Memphis. 


MORE PEOPLE read the Sunday Courier - Express 


than any other paper in Western New York. 


It’s the 


big buy for mass coverage in this rich, 8-County Market. 
And to tell your message most economically to those 
families with the most money to spend, it’s the Daily 


Courier - Express that gets results. : 


BUFFALO 
COURIER-EXPRESS 


Western New York’s Only Morning 
ond Sunday Newspaper 

REPRESENTATIVES: 

SCOLARO, MEEKER & SCOTT 


ee Day 


A SAS TON EELS 


Some Of The NEW Advertisers 
Who Have Joined The 


Be ee et 


These Figures 
For Themselves! 


* 


; Fig . : ee ee 
Ck ee ee feat 1 ns re a Si tl leh 


Last 

7 Months 
Lineage 
Record 


7 MONTHS AVERAGE INCREASE... 28.1% 


September ...1950 vs 1951... + 35.8% 
October .....1950 vs 1951...+ 22.2% 
November ...1950 vs 1951... +37.9% 
December....1950 vs 1951...+ 22.4% 
Januaty...,.. 1951vs 1952...+ 18.3% 
February..... 1951 vs 1952... + 26.0% 
March....... 1951 vs 1952... + 33.1% 


Legion Parade. 


ETHYL CORPORATION 


E. |. DU PONT DE NEMOURS & COMPANY, INC.—"‘Zerone” and "Zerex” 


REMINGTON-RAND, INC.—Electric Shaver 
THE ARMSTRONG RUBBER COMPANY —Tires 
RENFIELD IMPORTERS, LTD.—Gordon’'s Gin 
KNAPP BROTHERS SHOE MFG. CORP.—Men’s Shoes 


INTERNATIONAL SHOE CO.—City Club 


FRANKFORT DISTILLERS CORP.—‘‘Paul Jones”’ 


THE MARLIN FIREARMS CO. 
THE BARBASOL COMPANY 


BROWN & WILLIAMSON TOBACCO CORP.—''Raleigh’’ Tobacco 
BROWN-FORMAN DISTILLERS CORP.—''Early Times” 
THE BLACK & DECKER MFG. CO.—Tools 


LIGGETT & MYERS TOBACCO CO.—'"'Chesterfield’’ 
MAIL POUCH TCBACCO CO.—"Kentucky Club” 
OLSON RUG COMPANY 
MARSHALL FIELD & COMPANY 
NATIONAL AIRLINES, INC. 
DELTA AIR LINES, INC. 
RALSTON PURINA CO.—Dog Food 
THE AMERICAN TOBACCO CO.—"‘Lucky Strike” 
THE AMERICAN : 
: 
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- 270000 ABC Circulation Guaranteed. 
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® PHOTOGRAPHI 
REVIE 


INDUSTRIAL ADMAN OF 1951—J. Stanford Smith (left), manager of advertising 

and sales promotion, General Electric Co., receiving from G. D. Crain Jr., pub- 

lisher of Industrial Marketing and Advertising Age. IM’s annuol award as 

industrial Advertising Man of the Year at last Monday's meeting of Industrial Ad- 
vertising Assn. of New York. (Story on Page 52.) 
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Hwan? bey « better beer 


YE WITNESSES—The men in Fort Pitt Brewing Co.'s facing half-page ads have 
mething to grin about. Although not planned, the ads flank a picture of the 
much-talked-about Egyptian “belly dancer,’ Samia Gamal. Through Batten, Barton, 
Durstine & Osborn, Pittsburgh, the ad appeared in the Feb. 10 roto section of 
the Pittsburgh Press. 


; 
Sime 


Pee SRE 


Syren js Sr aL 


COLLEGE COVER CONTEST—When Bertrand W. Hall & Co., financial public relations counsel, was faced 
with the problem of preparing a cover for an annual report of its client, Knott Hotel Corp., it arranged 


en + COO Oe com | Cae 


SPRING MESSAGE—H. W. Gossard Co. 

will run this ad in Sunday roto, mago- 

zine or fashion sections of 93 newspapers 

in five areas on March 16 to open its 

spring campaign. Weiss & Geller, Chi- 
cago, is the agency. 


WHERE AWAY?—James S. Little (left), 
manager of the New York office of the 
Charles Dallas Reach Co., Newark, ac- 
cepts gold watch from Mr. Reach at a 
farewell dinner given by department 
heads of the agency. Mr. Little resigns 
after 15 years with the company March 
1 to join another agency, but he doesn’t 
plan to announce which one until then. 
looking on is Col. E. C. Stover Jr., di- 
rector of marketing. 


SFE NES A REN, 


TWENTYMAN TALKS—Jeff Twentyman (right), advertising manager of the Met- 
ropolitan Store, Dayton, O., one of the largest retail newspaper advertisers of 
men’s clothing, talks with G. A. Smth Jr. (left), retail advertising manager of the 
Roanoke Times-World, and Shields Johnson, v.p. and general manager of the paper, 
after a speech by Mr. Twentyman before the Roanoke Advertising Club. 


‘POOF’ PUSH—Ingeborg Jorgensen, Chicago actress, takes her cue from Harry 
Lange (left), Sarra Inc. production manager, during the shooting of three 90- 
second film commercials on “Poof,” newest product of Jules Montenier & Co. 
Roger Moran (right), of Earle Ludgin & Co.’s TV staff, the Montenier agency, looks 
on. Films will be used on the Stopette-sponsored CBS-TV Sunday evening show, 
“What's My Line?” “Poof” is being advertised solely through TV. 


ede 2 


for senior advertising design students of Pratt Institute, Brooklyn, to compete for an award. These are the 
UM 


27 entries. The award will be presented by the Hall organi y 


aS ™ Advertising Age, February 25, 1952 4 
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THIS IS PROOF THAT THE CHICAGO DEFENDER IS A 


LEADER IN READER PREFERENCE. 


| THAT’S WHY THE CHICAGO DEFENDER IS YOUR BEST 
PUBLICATION THROUGH WHICH TO GET RESULTS 
AND CASH REGISTER RETURNS IN THIS NO. 1 NEGRO 


Here are some of the startling 
facts uncovered regarding NEWS 
and ADVERTISING readership of 
The Chicago Defender as evidenced 
by this new readership study made 
by Northwestern University. 


“Unusually high reader traffic—most of the pages 
were perused by 70% to 100% of both men and 
women.” 


“One advertisement of only 1000 lines scored the 
unprecedented readership of 77% of the men 
and 83% of the women.” 


“The small advertisers in general achieved cred- 
itable ratings.” 


“The amazing record of readership is without 
equal in our experience.” 


“There is no doubt in my mind that the Defender 
has a degree of reader interest which is not often 
duplicated by a newspaper of general circula- 
tion.” 


ASK TO SEE THE COMPLETE STORY ON 
DEFENDER READERSHIP AND MARKET FACTS 


= 
! 
THE CHICAGO DEFENDER \ 
3435 Indiana Ave., Chicago, til. ! 
Gentlemen: 1 
| am interested in having more facts regarding your readership study. Also please send i 
! 
i 
1 
' 
1 
' 
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the “One and a half million dollars daily” morket study. 
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Harold Levy Gets YWCA 


Harold P. Levy, Hollywood pub- 
lic relations organization, has been 
appointed public relations coun- 
sel for the Young Women’s Christ- 
ian Assn., Los Angeles. A publicity 
program ‘also will be handled for 
the association’s 14 local branches 
and centers. 


Riverside to McCreery Inc. 


Riverside Rancho, 
ballroom, has appointed Walter 
McCreery Inc., Beverly Hills, to 
direct its advertising. The agency 
will handle the ballroom’s half- 
hour western disc-jockey show, 
broadcast six times a week on 
KXLA, Pasadena. 
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BEST 


CHICAGO 


BUY 


SHARE OF AUDIENCE 


ENTIRE YEAR 195] 


DAYS A WEEK—6 A.M.-MIDNIGHT 


BASE “A” HR. RATE 


ETA 
ET B 


27.6% 
15.7% 


IND 13.0% 


ETC 10.2% 
ETD 9.5% 
IND B 8.1% 
IND C 5.9% 
IND D 3.0% 


$1100 
$900 


$250 


$900 
$900 
$338 
$300 
$240 


SOURCES: PULSE OF CHICAGO, 1951; SRDS 


“The Most Homes Per Dollar Station” 


400 N. MICHIGAN AVE., CHICAGO 11, ILLINOIS 
AM RADIO SALES CO., REPRESENTATIVE 


Los Angeles 


Ameren oven cutter ante better <b ti 
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Fast in. Contin. 


TWO CAMPAIGNS—At left is a typical insertion in Honey- 
well’s corporate campaign, designed to interpret the business 
the company to the public. While institutional in character, 


this ad also does a sales job for the e 


Now an gutdoor thermostat to keep you more comfortable 
indoors! It's Honeywell's EizdZituds Wnalhbuatel00’ 


Advertising Age, February 25, 


to develop demand for improved heating controls. 
paign is running in American Home, Better Homes and Gar 
dens, Life and Small Homes Guide. 


1952 


This cam- 


Honeywell is also running 


Ww @ zone control campaign, aimed primarily at homes in which 


The campaign runs in Newsweek, The Saturday <a Post 
’ ad, 


heat 


and Time. At right is o current “di 


Famous Americans Help Honeywell 
Tell Ad Story to Its Salesmen 


Personalized Messages 
Give 1,000 Salesmen a 
New Idea of Its Value 


MINNEAPOLIS, Feb. 20—In the 
middle of last month, Minneapolis- 
Honeywell Regulator Co. com- 
pleted the last of four regional 
sales conventions, in Atlantic City, 
Niagara Falls, Ont., Chicago, and 
San Francisco, which for the first 
| time brought together more than 
| 1,000 Honeywell salesmen repre- 
| senting all seven divisions of the 
| company. 
| One of the basic functions of 
sales conventions is to tell the 
advertising story to the sales staff 
—and to tell it so that it really 
makes an impact. Honeywell is 
lconvtinend that it solved this prob- 
llem with an unusual advertising 
| presentation which brought a gal- 
axy of famous representatives of 
business from outside the Honey- 
well organization te the meeting to 
tell its salesmen about the econ- 
| omic climate, the importance of 
advertising, the wisdom of car- 
rying on advertising even when 
production might be on allocation, 
etc. 


s Minneapolis-Honeywell’s over- 
all sales meeting theme, developed 
largely by H. D. Bissell, the com- 
|pany’s director of merchandising, 


; salesman: 


|in cooperation with Foote, Cone} 


|& Belding, the agency for four of 
the company’s divisions, was a 
lstraight pitch at the individual 


“In ’52—It’s You!” 


Each salesman received, as he! 


registered, a personalized folder 
whose outside cover was a dupli- 
cate of Time’s man of the year} 
cover; the “man of the year,” com- 
plete with a 6x6%4” portrait and! 
his printed description as “Honey- 
well’s John Brown,” was the sales- | 
man himself. 

Inside the folder was his name 
tag, a background of Time mater- 
ial including a “men of the year” 
story about the Honeywell sales 
meetings and salesmen, smaller 
Time-cover folders with schedules 
of the divisional meetings in 
which each salesman might be in- 
terested, etc. 


® The sales meetings lasted two 
days. They started off with an 
opening combined meeting and a 
closing eombined meeting. In be- 
tween, each of the divisions car- 
ried on separate programs to dis- 
cuss its individual problems. At 
the divisional meetings the pecu- 
liar sales problems and opportun- 
ities of that division were discuss- 
ed, and the advertising program 


for the division was explained, in| 


15- to 25-minute presentations by 
the company’s divisional adver- 
tising executives. 

But the big advertising show 
was put on at the final combined 
session by Herb Bissell, who has 
long been convinced that “one 
good measure of the value a com- 
pany gets from its advertising and 


CHESTERFIELD 


through 


CUNNINGHAM & WALSH, INC. 


50,000 WATTS 


through 


more than one thermostat is required to provide satisfactory 


merchandising program is the 
value placed upon it by its selling 
organization. If they believe in it, 
have respect for it, in terms of 
what it will do for them person- 
ally and selfishly, the chances of 
the selling organization’s using the 
advertising profitably, instead of 
neglecting it, are greatly en- 
hanced.” 

That premise induced Mr. Bis- 
}seH to develop an over-all adver- 
| tising presentation which did not 
| show a single forthcoming Honey- 
well ad (although it showed sev- 
|eral ancient ones), and which re- 
lied, for drama and punch, prima- 
rily on important business and 
economic personalities outside the 
|Honeywell company. They dis- 
cussed the economic climate, the 
general role of advertising, the 
place of the salesman and the op- 
| portunities that exist. 


\@ There were six of them—six 
“big names”: Secretary of Com- 
j}merce Charles E. Sawyer; Elmo 
Roper, famed market researcher; 
David F. Austin, executive v. p. 
of U.S. Steel Corp.; John L. Coll- 
yer, chairman and president of 
B. F. Goodrich Co.; Elliott V. Bell, 
editor and publisher of Business 
Week, and John Normile, building 
editor of Better Homes & Gardens. 

They weren’t present in person, 
but by virtue of professional 
sound-color movies and scripts 
which talked directly to the Hon- 
eywell salesmen by name, they 
achieved remarkable results. (The 
technique of projection used by 
Honeywell is a story in itself. The 
company has had built for its use 
a set of projection equipment 
which permits either front or rear 
projection of any combination or 
collection of movies, slides and 
slide films, with the ability to 
|switch from one form of presenta- 
tion to the other, on a single 
screen, without interruption.) 

For example, Secretary Sawyer 
said: 

As Secretary of Commerce, I have 
had many opportunities to see how the 
American economy works and to observe 
how the strength of the free world de- 
pends upon widespread distribution of 
our goods as well as upon our production 
of guns and tanks. 

Our safety and progress are the result 
of the progress of millions of business or- 
| ganizations including your own—Honey- 
well. Those of you in distribution know 
the importance of salesmanship te an 
individual business. For your company 
to prosper, its thermostats, recording 
gages and other control mechanisms must 
be sold 

You who work for Honeywell around 
‘the world know that you have a good 
product to sell . . . 

And when Elmo Roper reviewed 
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the economic outlook, he said: 

. .. The challenge to every Honeywell 
salesman is to find a way, even if it has 
to be a new one, to meet this challenge 
of expanding incomes and expanding 
markets... 


® Mr. Austin discussed the prob- 
lems of advertising and selling in 
the face of product shortages, a 
condition which faces Honeywell 
as well as U. S. Steel. He com- 
mented: 

... Lam told you at Honeywell regard 
the future as we do and with the same 
enthusiasm for a continuing increase in 
the American standard of living . 

It has been said that it is more import- 
ant to own a market than a mill. If this 


Advertising, therefore, faces a year of; 
great responsibility, for it must meet the | 
challenge of intaining the 
fri , intact, until our products are 
again in free supply. | 
| Mr. Collyer emphasized much} 
the same state of mind: 

The B. F. Goodrich Co., like the Minn-| 
eapolis-Honeywell Regulator Co., is ex-| 
periencing the impact of restrictions in 
many fields... 

We realize, as does your company and 
many others, the importance of keeping 
our name before those who buy our prod- 
ucts, regardless of the nature of the prod- 
uction in which we may, for the emer- 
gency, be engaged. Only by maintaining 
our position with the public will we in- 
sure for the future, opportunities for con- | 
tinuing progress and service. | 


| 
| 


be true, and I believe it is, then times! 


such as these demand of our sales organ- 
izations continuing appraisal of the steps 
being taken to protect this priceless asset. 
Toward these ends, United States Steel 
in 1952 will continue its aggressive pro- 
motion, even though at increased dollar 
cost. Advertising, as an important sales 
weapon, will play its full part in attain- 
ing these objectives. 


@ Mr. Bell and Mr. Normile, dis-| 
cussing the outlook for the heavy; 
industries and for building, re- 

spectively, also carefully included | 
|specific references to Minneapolis- 

| Honeywell in their scripts. | 
| These discussions of the politi- | 


Advertising Space 


CHICAGO, ILL. 


Available on 


in Various Cites throughout the U. S. A. 
Colorful 6” X 8” signs in the heart of the 
market—where the Customer Buys. 


For complete information call or write 


THE PARK-AD CO. 


333 No. MICHIGAN AVE. 


“There is no better location”. 


| 
| 
| 


FRanklin 2-9521 | 


MAN OF YEAR—Each of the 1,000 sales- 
man attending the Honeywell convention 
found his own picture staring at him from 
his “program book.” Shown here is Herb | 

Bissell, director of merchandising. 


cal and economic outlook were 
followed by four specific exam-| 
ples, related by Honeywell sales- | 
men (three on film, the fourth in| 
person from the floor), of how) 
advertising had helped them make | 
a sale. 

Mr. Bissell, who emceed the 
presentation in person, introduced | 
the speakers on film and provided | 
continuity to the presentation, | 
wound it up by reminding his! 
audience that “this may be the, 
only advertising presentation in 
advertising history that doesn’t 
show you reproductions of coming 
advertisements. . . We feel that 
the advertising we have been run- 
ning should have already spoken | 
with sufficient voice for you to! 


| have heard it, if it has been worth | 
|hearing. So we will simply say 


that this year we will try to do| 
better and to provide more where 
more is needed.” 


s Emphasizing that Minneapolis- 
Honeywell advertising is keyed to} 
the special problems of special 
markets, Mr. Bissell pointed out; 
that the one common ingredient of | 


jall the company’s advertising is, all object lesson in the importance 
the Honeywell name, for which/of the advertising function and its 
a new standardized monogram has /| place in the long-range objectives 
been developed, and wound up by| of the company and its sales force. 
introducing Mark C. Honeywell, | “We are convinced,” says Mr. 
chairman of the board, on the’ Bissell, “that our tie-ins with lead- 
| screen. jing American personalities did a 

The whole presentation took|job of elevating the advertising 
|about 35 minutes, and Mr. Bissell, presentation which could not have 
|}Tom McDonald, v. p. in charge of|}been done in any other way. 
sales, and other Honeywell execu-|I have had many comments from 
| tives are convinced that it did an salesmen who have told me they 
}unusual job of raising the status, were reasonably interested in see- 
jof advertising in the salesmen’s|ing Secretary of Commerce Saw- 
eyes, and in giving them an over-| yer come on the screen, but that 
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24-SHEET POSTERS 
P. O. P. DISPLAYS 
DECALCOMANIAS 


COUNTER CARDS 
PLASTIC SIGNS 


BANNERS 

CAR CAROS 

FLASHER BOXES 

THREE DIMENSIONAL UNITS 
DAY-GLOW & BLACK-LIGHT DISPLAYS 


2638 $7 
REPRESENTATIVES 


CREATIVE ART 


FACILITIES 
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POSTER PROCESS COMPANY 
ouis st. 
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G AGENCIES FOR TWO DECADES 


Paul Revere—America’s first engraver—achieved high 
repute for engraving as an art because of his painstaking 
craftsmanship. 


The mark of excellence readily apparent in Revere plates 
is achieved by the expert craftsmen who stage, hand-etch 
and tool the plates after the image has been properly 
transferred to metal by skilled technicians. 


Revere makes photo engravings exclusively, offers 24 hour . 
service... No matter how rush the job, no matter how 
exacting your requirements—Revere is always right on 
the dot! 


America’s first engraver 


PHOTO ENGRAVING 


712 FEDERAL STREET CHICAGO S.1LL. Phone WA 2-8816-8817 
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the impact was terrific when he tions, long trade lists, etc. I think 
mentioned the name Honeywell. much damage can be done to ad- 
This feeling consistently mounted vertising prestige at the salesman 
as Elmo Roper, John Collyer, Dave level by over-long, run-of-the-mill 
Austin and the others spoke per- presentations. The thinking and 
sonally to Honeywell men.” the goals are the important things 
A to present—not all the details 
: @ The individual advertising pres- that are so much a part of the 
entations to the divisions, as men- advertising man’s daily operation.” 

u tioned previously, were made by Minneapolis-Honeywell adver- 
the divisional advertising men in tising in 1952 will again concen- 
talks that varied from 15 to 25 trate primarily on a “dissatisfac- 
minutes. tion” campaign aimed at high- 
“I firmly believe that merchan- lighting unsatisfactory home heat- 
4 dising the advertising in this fash- ing conditions and their remedy; 
i ion is completely necessary,” Mr. | the “zone control” effort designed 
. Bissell said, “but I am equally to encourage the use of more than 
of the opinion that it must be done one thermostat in homes where 
compactly, and not get involved they are needed; and the corporate 

i in detailed discussions of circula- campaign designed to cement Hon- 
4 eywell’s position as the leader in 


a cep ehl tA the automatic controls field. A 
WANNER eT C4 |widespread industrial and trade 


|campaign is also included. 

| Advertising of Honeywell’s 
heating controls division, com- 
mercial division, appliance divi-| 
sion, aero division and corporate | 
advertising is handled by Foote, | 


| 


@ NITE NEON-FLYING 
© SKY~ BROADCASTING 


AMERICAN SKY ADVERTISING co. 


CHICAGO |, CLLINOTS 
PHONE ST 22-7487 


924 EAST 38TH ST 
MU 77-6477 


How 2 slices of sausage upped 
cent distribution 550% 


Accent, then a new prod- 


s)} * 


é 


preference, but rather of creat- 
uct, was ready to break ing an entirely new want. 


= itsadvertising in Chicago. To get grocers personally sold 


al 

u But distribution was spotty 
about 10°°. How to expand dis- 
fast? 

Like scores of others, Accent 


on this unique product, Don- 
nelley devised this simple dem- 
tribution onstration: 

Donnelley's detail salesmen 
found theanswerintheScoreDe- purchased two slices of sausage 
tailing Service of the Donnelley at the meat counter. On one 
~ Merchandising Division they sprinkled Ac’cent; the other 


Because Ac‘cent was totally was left plain. Grocers were 


uniike anything on the market, then invited to taste the two 
; Donnelley's problem was not pieces of sausage—and to com- 


the usual one of building brand _ pare the flavor. . . 


Result: grocers were convinced that Ac'cent does “make flavors sing” — 
? and Ac'cent’s distribution zoomed from 10% to 55% within six weeks! 


Need a highly skilled sales force to do a store detailing job like 


if . this for you? To supplement your own sales organization for a 


special promotion? To help you speed up several months of 


™ selling into as many weeks — or even days? Call in the Donnelley 
Merchandising Division! 

%g Confact your nearest Donnelley office Phone 

THE REUBEN H. DONNELLEY CORPORATION 

Merchandising Division, Dept. Al 


or mail this coupon today 


: 407 E. 25th St. 50-22 23rd Street 401 N. Broad St. 110 Arlington St. 
CHICAGO 16 LONG ISLAND CITY 1,N.Y. PHILADELPHIA8 BOSTON 16 
Victory 2.3232 RAvenswood 9-0500 WAlnut 2-2434 Liberty 2 


Please send additional information about — 


| 
| 
| 
2 
re | a Store detaining Manual house to house 
i 
| 
| 


Instatiation of 
pont of purchase displays 


ODO Store checks 


sampling of Couponing 


| 
m3? | 
| 
| 
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TOP HONORS—This 24-sheet poster is part of American Oil Co.'s 1951 advertis- 
ing program that took top award in the Advertising Campaign classification of 


the Freedoms Foundation Award. Joseph Katz Co., 


Baltimore and New York, is the 


agency. 


Cone & Belding. Aitkin-Kynett 
Co. handles Honeywell’s oe 
|instrument division; the M 

Switch division is handled ‘a 
Hamilton Advertising Agency, and 
Ronalds Advertising Agency han- 
dles the Canadian company 


= Next week, Honeywell will cap 


the annual sales convention sea- | 


son with another innovation: It 
will present a capsule version of 
its sales conventions to 1,800 pro- 
duction and engineering personnel. 

A letter from Harold W. Sweatt, 
Honeywell president, went to em- 
ployes this week. It invited them 
to a “special presentation at the 
Lyceum Theater” Monday, at 7:30. 
Included was an admission ticket 
for “Salesmen for a Day.” 

Said Mr. Sweatt: 

“Each year...Honeywell sales- 
men meet to review past accom- 
plishments and preview the com- 
ing year. In general, over-all sales 
goals are planned and discussed. . . 

“So that you may experience 
participation in such a meeting, we 
have designated you as ‘Salesman 
for a Day.’ In effect, whether in 


| the field or not, we are all sales- 


men at Honeywell. Our mutual 
efforts in creating quality prod- 
ucts play an important part in the 
successful sale of each and every 
Honeywell product.” 


Swift Leaves WCBS-TV 
to Head TV for Bolling Co. 

G. Richard (Dick) Swift, who 
recently resigned 
as general man- 
ager of WCBS- 
TV, New York, 
has been named 
v.p. in charge of 
television for 
Bolling Co., New 
York, radio-TV 
station repre- | 
sentative. 

Mr. Swift had 
been with Co- 
lumbia Broad- 
casting System 
for 20 years. 


B&B Promotes Foxen 

William A. Foxen, who has | 
been with Benton & Bowles in| 
various capacities since 1946, has 
been promoted to associate ac- 
count executive in the New York 
office of the agency. 


Dick Swift 


Citations Promotes Bender 

Arthur Bender, West Coast rep- 
resentative, has been promoted to 
sales manager of Citations, Som- 
ersworth, be 
branded line of in-stock novelty 
shoes. 


Promotes Sophie Marblestone 


American Oil Co. 
Wins Top Award 
for Freedom Ad 


VALLEY Force, Pa., Feb. 22— 
American Oil Co., Baltimore, was 
honored today by Freedoms Foun- 
dation for having the advertising 
campaign which contributed the 
most toward a better understand- 
ing of freedom in 1951. 

H. C. Smith, president of Amer- 
ican’ Oil, and E. F. Kahlkhof, ad- 
vertising manager, accepted the 
foundation’s George Washington 
Honor Medal. The medal also 
went to winners in 15 other divi- 
sions. The Washington Day cere- 
monies were held at the founda- 
tion’s home in Valley Forge. 

American Oil’s agency, Joseph 
Katz Co., Baltimore, said the 
award-winning entry included a 
24-sheet poster, two and four- 
sheet Railway Express posters, 
service station posterettes and ra- 
dio scripts used on the Edward R. 
Murrow news program on CBS. 

In the general category, which 
had 58 cash prizes, the Advertis- 
ing Council, New York, received 
one of the additional honor medal 
awards. 


s Twenty-four companies followed 
American Oil in the advertising 


|campaign class and were listed 


H., marketer of a/| 


Mrs. Sophie Marblestone has) 


been promoted to manager of Ar- 


nold M. Niemeyer & Associates, | 


St. Paul agency. She will continue) 
as media director, a position she| 
has held since 1947. 


Hartman Elected V. P. 
Howard C. Hartman has been| 
elected v.p. and secretary of Weber | 


— Brewing Co., Waukesha, | 


| 


| 


1952 


under honor medal awards. They 
are: 

Acacia Mutual Life Insurance Co., 
Washington; America’s Electric Light & 
Power Cos., New York; Armco Steel 
Corp., Middletown, O.; Assn. of Ameri- 
can Railroads, Washington; Bankers 
Trust Co., New York; Bell Telephone 
System, New York; Bohn Aluminum & 
Brass Co., Detroit; Caterpillar Tractor 
Co., Peoria, Ul.; Container Corp. of 
America, Chicago; General Mills Iinc., 
Minneapolis; Goodyear Tire & Rubber 
Co., Akron; International Nickel Co., 
New York. 

Also, John Hancock Mutual Life In- 
surance Co., Boston; Lumbermens Mutual 
Casualty Co., Chicago; Kraft Foods Co., 
Chicago; Liberty Life Insurance Co., 
Greenville, S. C.; Republic Steel Corp., 
Cleveland; Revere Copper & Brass Inc., 
New York; Standard Oil Co. of Indiana, 
Chicago; Texas & Pacific Railway Co., 
Dallas; Timken Roller Bearing Co., Can- 
ton, O.; Union Oil Co. of California, Los 
Angeles; Warner & Swasey Co., Cleve- 
land, and Youngstown Sheet & Tube 
Co., Youngstown, O. 


s Top award for the best local 
advertising campaign was won by 
the Chamber of Commerce in 
Rockford, Il. 

In the company employe pub- 
lications class, the top award went 
to “3M Megaphone,” edited by 
James Keith for Minnesota Mining 
& Mfg. Co., Minneapolis. 

Swift & Co., Chicago, won the 
top award in the 16mm motion 
picture division for “The Big Idea,” 
produced by Wilding Pictures. 

E. I. du Pont de Nemours Co., 
Wilmington, Del., took first place 
in the radio field for its “Caval- 
cade of America” show over NBC. 

In television, WPIX, New York, 
won the top award for its “Brund- 
age Crime Report.” 

Freedoms Foundation was or- 
ganized in 1949 as a non-profit, 
non-political, non-sectarian awards 
organization. Awards this year 
totaled $100,000. 


Two Appoint Meltzer Agency 


Richard N. Meltzer Advertising, 
San Francisco, has been appointed 
to handle advertising for Rocky 
Mountain Motor Co., Denver, and 
Family Food Plan Inc., San Fran- 
cisco. 


Peg Harris to Guild, Bascom 


Peg Harris has been appointed 
assistant account executive and 
media director of Guild, Bascom 
& Bonfigli, San Francisco. She 
formerly was with Botsford, Con- 
stantine & Gardner, San Francisco. 


Robson Joins ‘Legion’ 


Walt Robson, formerly promo- 
tion and merchandising manager 
of Argosy, has joined American 
Legion as advertising sales pro- 


motion manager. 


207 N. MICHIGAN AVE,, 
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& Co., 


COLOR—This Colorizer Associates four- 

color page ad will appear in the March 

issue of Better Homes & Gardens. A 

total of 11 ads will be run in five home 

magazines during Colorizer’s spring 

campaign. Arthur G. Rippey & Co., Den- 
ver, is the agency. 


Colorizer Associates 
Set Spring Campaign 


Cuicaco, Feb. 20—From March 
through June, Colorizer Associates 
will run 11 ads in five home mag- 
azines. 

Full-page and half-page color 
ads will appear in American Home, 
Better Homes & Gardens, House 
Beautiful, House & Garden and 
Living for Young Homemakers. 
Linked with the campaign are co- 
op newspaper ads, point of sale 
aids and a Colorizer movie for 
dealer use. 

The copy theme of the cam- 
paign stresses the 1,322 paint col- 
ors offered by Colorizer. Illus- 
trations will be Kodachrome room 
pictures. A coupon in the ad of- 
fers a booklet on decorating for 
10¢. 


®@ Colorizer Associates is made up 
of 13 paint companies that sell 
Colorizer paints under regional 
brand names. The members are 
Brooklyn Varnish Mfg. Co., Brook- 
lyn; Bennett’s, Salt Lake City; 
Blue Ribbon Paint Co., Wheeling, 
W. Va.; Walter N. Boysen Co., Oak- 
land; James Bute Co., Houston; 
Great Western Paint Mfg. Co., 
Kansas City; Jewel Paint & Var- 
nish Co., Chicago; Kohler-McLister 
Paint Co., Denver; W. H. Sweney 
St. Paul; Vane-Calvert 
Paint Co., St. Louis; Warren Paint 
& Color Co., Nashville; Wetherill’s 
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Atlas Paints, Philadelphia, and Im- 
perial Varnish & Color Co., To- 
ronto. 2 

Arthur G. Rippey & Co., Denver, 
is the agency. 


Fresh‘nd-Aire Names Kelly 
Ad Head: Switches Agency 

Fresh’nd-Aire Co., Chicago, 
manufacturer of fans and air con- 
ditioners, has appointed Hayden 
Kelly ad mana- 
ger to succeed W. 
S. Sheldon. For- 
merly, Mr. Kelly 
was assistant to 
the ad manager 
of Hotpoint Inc., 
Chicago. Previous 
to joining Hot- 
point, he had 
been sales repre- 
sentative for 
Fran Byrne Stu- 
dios and Allen B. 
Wrisley Co., Chi- 
cago, soap producer, and for three 
years ran his own photography 
studio. 

At the same time, Fresh’nd-Aire 
switched its ad account from Dan- 
cer-Fitzgerald-Sample, Chicago, to 
O’Grady, Andersen & Gray, Chi- 
cago. The company expects to an- 
nounce details of a “greatly ex- 
panded national advertising and 
sales promotion program” soon. 


Mails $2,000,000 in Coupons 
For 12 Grocery Producers 

“Brands You Know” division of 
Hecht-Arms Co., San Francisco, 
direct advertising company, will 
mail 20,000,000 coupons in March 
in western states. The mailing is 
valued at $2,000,000. The share- 
the-cost program is for non-com- 
peting lines and includes 12 gro- 
cery product manufacturers. 

The manufacturers and prod- 
ucts are: 

Albers Milling (flapjacks, pancake and 
waffle mix, Quick oats); Best Foods (sal- 
ad oil); Borden Co. (mayonnaise, salad 
dressing); B. T. Babbitt Inc. (Bab-O); 
Colgate-Palmolive-Peet Co. (Cashmere 
Bouquet soap, Fab); Durkee Famous 
Foods (whipped salad dressing, genuine 
mayonnaise); Fisher Flouring Mills (Bis- 
kit mix, enriched flour, Zoom); Folger 
Coffee; Frito Co. (Fritos); General Foods 
(Maxwell House instant coffee, Gaines 
Meal); Lang & Co. (Gold Shield coffee), 
and Wesson Oil & Snowdrift Sales Co. 
(Wesson oil). 


Hayden Kelly 


Radio-TV Institute to Meet 
The Institute for Education by 
Radio and Television, sponsored 
by Ohio State University, will hold 
= 16th annual meeting April 17- 


PR Society Moves 

The Public Relations Society of 
America has moved to larger of- 
fices at 2 W. 46th St., New York 19. 


“The Tacoma Market 
» Demands Complete 
Local Coverage” 


says C. A. Olson, 
Olson Brokerage Co., 
Seattle, Wash. 


Mr. Olson’s company represents some of the nation’s leading 
food lines, has been in business more than 20 years. 

He has this to say about Tacoma: 

“We do a large percentage of our business in the Tacoma 


market. It always gets separate coverage by our salesmen, 
We believe our lines must be advertised and merchandised 


locally in Tacoma. 


The 


gcomA 


News Tribune 


Over 82,000 Circulation ABC 


Otherwise we lose a large degree 0: 
impact in our Puget Sound area.” 


And we say: “Think TWICE about 

TACOMA .. . @ separate, distinct 

market, effectively covered ONLY 

by the dominant News Tribune.” 
Ask Sawyer, Ferguson, Walker 
Compony. 


and K TNT 


Transit Radio 


Georgia Pays Oif on Its 
Advertising Obligation 


Gov. Herman Talmadge has 
signed a bill to pay $100,000 to 147 
newspaper publishers for adver- 
tising placed under the adminis- 
tration of former acting Gov. Mel- 
vin E. Thompson. 

Declaring the payment “a moral 
obligation,” the chief executive ex- 
plained that orders for advertising 
constitutional amendments were 
placed during the heat of the 1948 
campaign. Consequently, the cost 
was in excess of that permitted by 
the state constitution. 


, | Happiness Tours Names Two 


Happiness Tours, Chicago, has 
appointed Gene L. Barron, former- 
ly director of sales for the Chez 
Paree, Chicago theater-restaurant, 
director of advertising and public 
relations. 


McKelvy Co. Appoints Dow 

Henry O. Dow has been ap- 
pointed national field sales mana- 
ger of Alfred D. McKelvy Co., 
New York, manufacturer of Sea- 
forth men’s toiletries. 


NBC-TV Promotes Dann 


Now coordinator of program 
package sales, Michael Dann has 
been appointed supervisor of spe- 
cial broadcasts for the television 
network of the National Broadcast- 
ing Co., New York. He previously 
was NBC’s trade news editor. 


Parker Pen Names Foster 


Parker Pen Co., Janesville, Wis., 
has promoted Arthur W. Foster to 
the newly created post of field 
merchandising manager. Mr. Fos- 
ter joined Parker in 1931 and has 
been with the West Coast branch 
sales office since that time. 


YOUR MARKET SHIFTING? 


Alert space-buyers and ad managers combat shifting consumer markets by 
adding this network of weekly newspapers serving our Armed Forces to their 
schedules. Weekly editions for each service, published here ond abroad, 
reach millions of service men and their dependents, all over the world. Buy 
one edition or all nine to fit particular distribution requirements. Let us show 
you how to sell this gigantic market within the Armed Forces. 

GET THE FACTS—Our booklet ‘‘Mass Sampling and Selling to the Millions’ 
is loaded with data on this market and how to reach it. Describes our valu- 
able merchandising service to advertisers. Request your free copy from near- 


est advertising office below: 


Army Times—Air Force Times—Navy Times 


Members: Audit Bureau of Circulations 


(Est'd 20 October 1951) 


The Network of Weekly Newspapers reaching the U. $. Armed Forces Everywhere 


Washington: 3132 M St., N. W. 
New York: 41 East 42nd St. 
Chicago: 203 N. Wabash Ave. 


San F 
Also: London - Frankfurt - Tokyo 


Phila.: R. W. McCarney, 1015 Chestnut St. 
Los Angeles: 6399 Wilshire Bivd. 


dnock Bidg. 


IF YOU WANT YOUR CATALOGUE... 


OR BOOKLET...OR HOUSE ORGAN 
eeeTO BE READ FROM COVER 


TO COVER... 


S 


sure 


“h 


PRrereraBLy, a cover of 
BUCKEYE or BECKETT—the good- 
looking, long-wearing cover stocks which 
have long been the first choice of admen 
and printers everywhere. 13 colors, 9 finishes, 
to choose from in the BUCKEYE line; 10 colors, 
9 finishes, in the lower-priced but very attractive 
BECKETT line. New sample books on request. 


P THE BECKETT 
PAPER COMPANY | 


MAKERS OF GOOD PAPER 


IN HAMILTON, OHIO SINCE 


1848 
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y our 
SUNDAY VISITOR 
-REGISTER 


: UNIT 
OPEN UP new sales 
markets among these 
1,515,215 families! 


the Our Sunday Visitor - 
Register UNIT plan which is 


tailored to your needs. 


Let us prove how regular 
Visitor-Register advertisers see 
the good results on their sales 
records and in their cash sales. 


Get the facts and helpful 
suggestions without obliga- 
Just write, wire or tele- 
money- 

about 


tion. 
phone for factual, 
making information 
this vast volume-buying mar- 
ket you may be overlooking... 


You don’t need to “penetrate” 
this huge family buying mar- 
ket—it’s all over the nation! 


Just key your advertising to 
these larger-than-average fam- 
ily homes across America 
through the two great national 


weeklies they read and enjoy. 


There is no reason why YOU 
can’t cultivate this volume- 
buying, steady-buying family 
market—easily and economi- 
cally. Just take advantage of 


Lo15,215 


WEEKLY CIRCULATION 


NATIOWAL 


UD Bertolet Co. ne 


Otraetonw 


REPRESENTATIVES 


—SHICAGO 


Bernstein Named Editorial Director of ‘1M’ 


Cuicaco, Feb. 19—G. D. Crain 
| Jr., publisher of ADVERTISING AGE 
and Industrial Marketing, has an- 
nounced the appointment of S. R. 
Bernstein, editor 
AGE, as editorial director of In- 
| dustrial Marketing 
| The purpose of the appoint- 
ment is to assure co-ordination of 
the editorial staffs of the two 
| publications and particularly to 
| strengthen the news coverage of 
| 1M through utilization of the large 
|field staff of AA. This arrange- 
ment also will insure increased 
coverage of industrial advertising 
and marketing activities in AA. 

Mr. Bernstein and Merle King- 
man, who continues as managing 
editor of IM, take over the duties 
of Bob Aitchison, who recently re- 
| Signed as editor to enter the agen- 
cy business as a partner of James 
Shrout Associates, Chicago. 

Arnold V. White, formerly with 
| Ross Roy Inc., Detroit agency, and 
formerly associate editor of Com- 


of ADVERTISING | 


joined IM as associate editor. 
Charles Downes continues as east- 
ern editor, with headquarters in | 
New York. 


Chittick Co. Adds 6 Accounts | 


Walter S. Chittick Co., Phila-| 
delphia, has been appointed to} 
direct advertising for George K. 
Heebner Inc., engineer and builder; 
Old Origina) Bookbinder’s, restau- 
rant; Philadelphia Electrical &} 
Mfg. Co., producer of street and | 
flood lighting equipment and Pem- | 
co electric water heaters; Pioneer 
Salt Co., maker of Meltzit and 
other chemical products; Titania 
Jewelers Inc., and El-Tronics Inc., 
manufacturer of electronic equip- 
ment, all of Philadelphia. 


WCCO Promotes Two 


Roy W. Hall has been promoted 
from sales manager to assistant 
| general manager of WCCO, Min- 
neapolis-St. Paul CBS-owned sta- 
tion. Bob McKinsey, producer- 
director, has been promoted to the 
newly created post of production 


merce Magazine, Chicago, has manager. 


Is 
Growing 


F-A-S-T! 


Under construction near Paducah is a $500,000,000 Atomic Energy 
Commission uranium separation plant, with twin electric plonts 
that will add up to the greatest power pool in the world. 


More than 20,000 new jobs have been created since these projects 
were started in December, 1950. The atomic plant payroll alone 
is about $1,750,000 a week. 


wv 
4 


has d in the Paducah area. The 1950 census gave 
Sadana 32,000 people. A conservative estimate now is 40,000. 


In 1951 city permits were issued for 815 new family dwelling units. 
One county housing project alone has 237 homes. Some 8,500 
persons are living in 3,000 trailers in a three-county area near 
Paducah. And building is going on all through West Kentucky. 


Paducah bank deposits jumped 76% in 1951 to $40,411,430.66. 


Advertising Age, February 25, 1952 
Estimated TV Set Ownership 
NBC Television Network Data Chart Jan. 1, 1952 
Penetration figures prepared by Edward Peiry & Co. 
No. No. No. % Pene- 
| Area Stations Families Sets tration 
Albuquerque 1 53,700 13,000 24.2 
EE due iets direusheatbhenbodeewibe 1 193,700 76,000 39.2 
Atlanta 3 325, 152,000 46.7 
DD. gus vonidéededhenmtanwetssed 3 477,200 358,000 75.0 
NN Tr 1 3,600 50,200 53.6 
irmingham cea tenl eda nhaite 2 264,400 88,300 33.4 
| Bloomington saleate Pinte vil 1 50,100 21,000 419 
CE sna decipecctcdcseseces 2 1,101,300 848,000 77.0 
Brownsville ) atone, Mexico) . 1 10,300* =_ 
SEED pp ccerekwansccecesedsee 1 352,100 248,000 70.4 
| RR a REF pe 1 363,700 117,000 32.2 
Chicago 4 1,707,800 1,090,000 63.8 
SD 03 covernanceiwe 3 000 305,000 718 
Dt ‘ti redthbarersadechebaess 3 100 568,000 714 
EE tnd KceCénsccns oceees 3 333,200 191,000 57.3 
Dallas-Ft. Worth 3 397,800 149,000 37.5 
Gavenport-R. I. . 2 203,800 85,100 41.8 
EE’ ade videoaerevee 2 278,500 170,000 6L0 
Detroit 3 943,200 604,000+ 4 64.0 
eee 1 89,000 58,900 66.2 
Grand —~ pel 1 187,800 81,000 43.1 
Greensboro we 1 183,300 76,000 4.5 
CD cocccsese 1 328,300 116,000 35.3 
Huntington 1 193,200 66,000 34.2 
Indianapolis 1 383,500 188,000 49.0 
Jacksonville 1 120,100 52,000 43.3 
Johnstown 1 500 133,000 44.3 
Kalamazoo 1 176,200 69,000 39.2 
Kansas City 1 473,600 181,000 38.2 
Lancaster 1 216,100 131,000 60.6 
i. aspéacnbes peares 1 222,000 80,000 36.0 
Los Angeles 7 1,611,900 1,090,000 67.6 
Louisville 2 258,000 122,000 47.3 
Memphis 1 294,200 115,000 39.1 
Miami ae 1 189,700 82,000 43.2 
Milwaukee. 1 408,700 306,000 74.9 
Minn.-St. Paul . 2 458,400 302,000 65.9 
Nashville .... 1 218,200 54,800 25.1 
New Haven ... 1 404,400 224,000 55.4 
4 ea 1 284,300 78,400 27.6 
New York .... 7 4,152,100 2,800,000 67.4 
qe ee re 1 204,600 97,600 47.7 
— City 1 244,300 92,300 37.8 
init binOnebs sa0eevin 2 210,500 112,300 53.2 
Philadelphia 3 1,385,800 1,001,000 72.2 
Phoenix ..... 1 121,100 39,000 32.2 
Pittsburgh . 1 7, 358,000 47.9 
Providence .... 1 401,200 191,000 47.6 
Richmond .. 1 141,700 105,000 74.1 
Rochester e 1 700 000 59.6 
Salt Lake City 2 400 70,200 79.4 
San Antonio ..... 2 177,900 63,400 35.6 
San Diego** ... 1 181,800 112,000 616 
San Francisco 3 975.800 315,000 32.3 
Schenectady 1 335,900 .000 57.8 
Seattle 1 441,200 125.000 28.3 
St. Louis . 1 .900 363,000 63.8 
Syracuse . 2 226,500 160,000 70.6 
Toledo 1 314,300 48,000 47.1 
Tulsa 1 182,200 77,500 42.5 
Utica ’ 1 122,600 64,000 52.2 
Washington : 4 Bry 300 324,000 68.6 
Wilmington .. . . 1 3,900 90,000 62.5 
Total ae 109 27, ii 700 15,777,000 57.6 


SET INSTALLATION NOTES 
Set estimates for stations may be added together for network purposes. In many areas, sets can re- 
ceive more than one NBC station but on this chart sets have been credited to only one station. For 
spot and local purposes, anyone interested in the total number of sets reached by an individual station 
should consult the station. 


**Covered by Los Angeles. #Does not include estimated 41.000 sets in Canadian area reached by 
Buffalo station. #2Does not include estimated 29,000 sets in Canadian area reached by Detroit sta- 
tions. *Preliminary estimate of sets in Texas area of XELD-TV; initial survey being made; estimated 
2.500 sets in Mexican area of station. 


The % penetration figures are computed by the Petry TV research department as an approximation 
and should not be considered absolute because the set figures include sets installed in public places. 
multi-set homes and others. Also, in some cases, the figures include sets installed beyond the 0.imv/m 
contour 


Lodge Starts Campaign Klein Joins WDRC Sales 


Del Monte Lodge, Pebble Beach, Raiph H. Klein, formerly pro- 
Cal., through Knollin Advertising, gram director of WONS, Hart- 
San Francisco, will break its first ford, has been appointed a sales 
postwar magazine campaign in representative for WDRC, Hart- 
the April issue of Sunset Maga- ford, basic CBS outlet in Con- 
zine. necticut. 


The debit gains of Paducah banks (58.8%) were easily a 1951 
record for the United States. f 


Industries ore fast moving into the Paducah trade area. Since the |! 
war such firms as the following have built or started building 
plants—Pennsalt, Pittsburgh Metallurgical, Magnavox, Modine 
Manufacturing Company, Air Reduction Corporation, B. F. Good- 
rich Chemicals. 


Sun-D. rat cireul is far ahead of ABC audit reports. The ABC 
figure for Sept. 30, 1951, was 24,695 daily. In February circula- 
tion was 27,000-plus daily (not ABC figures). The Sun-Democrat 
has installed a new 48-page Goss Universal press that doubles 
printing capacity and prints up to four colors. 


The Paducah market has far more people with far more money than [| 
it ever had before. Your key to this fast-growing area is The 
Paducah Sun-Democrat. 


The Paducah SunDemecrat 


Burke, Kuipers 
& Mahoney 


Daily-Sunday 
27,000-Plius* 


STATIONS WKYB & WKYC (fm) 


1000 watts (500 daytime) John Pearson, Reps. 
PADUCAH, KY. 


*From office records, not ABC. 


Engraving and Electrotyping 


under one roof means 3% 


faster — better 


service for you. 


Glebe Engraving 
and Electrotype Company 
Black and White—4 Color Process 


HA 7-5305 711 SO. DEARBORN STREET - CHICAGO 5 
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whan yocve go "wane back of yu! 


MUTUAL'S NEW LOOK—This is the first of the new series of ads for Mutual of New 
York appearing in Collier's, Life and The Saturday Evening Post. 


Mutual of New York's New Campaign 
Is Based on ‘Specific Needs’ Theme 


New York, Feb. 21—Mutual 
Life Insurance Co. of New York 
has switched its theme. 

No longer will Mutual Life play 
up the words “mutual” and “life” 
in its copy. Ads breaking the next 
week or two will carry the new 
signature “Mutual of New York” 
and also play up the initials, 
MONY. 

There are three reasons for the 
change. First, 63 other insurance 
companies have “mutual” or “life” 
in their names. Second, “MONY” 
will help make it clear to readers 
that Mutual Life deals chiefly 
with money as its “product.” (Lo- 
eal agents will be called “MONY 
advisers.”) Third, all of this fits 
in with the firm’s new plan to 
stress specific needs. Abstract 
themes based on “security” or 
“protection” are strictly out. 


@ The campaign opens with a 
spread in Life Feb. 25. Next come 
spreads in The Saturday Evening 
Post (March 1) and Collier’s 
(March 15). Thereafter, full pages 
will run monthly in Collier’s, 
Newsweek, SEP and Time, and 
every other month a page will ap- 
pear in American Home, Better 
Homes & Gardens, Parents’ Maga- 
zine and Sunset Magazine. Benton 
& Bowles is the agency. 

Mutual’s new ads will be black 
and white and will use photos. The 
theme for each ad will be a single 
insurance need, Russell V. Vernet, 
director of advertising, explained. 
One ad covers money needed for 
retirement. Others tell how money 
helps pay hospital bills, takes care 
of the mortgage payments, puts 
children “through college and the 
like. 


Also, the full-page space is larg- | 


er than Mutual has ever before 
used. Half-pages were the top be- 
fore. Also new: an inquiry coupon 
in each ad. 


® Mutual gives full credit for the 
new program to Benton & Bowles, 
which took over the account on 
Jan. 1. How Mutual chose B&B 
was told to AA last fall by Mr. 
Vernet (AA, Sept. 10). 

The agency was given full rein 
to recommend ad themes, format 
and media, within budget limita- 
tions. The resulting program, Mr. 
Vernet said, is looked upon by 
agency and client alike as a radi- 
cally new approach to life insur- 
ance sales promotion. 

Many factors favored the 
changes in Mutual’s national ad- 
vertising program, Clifford B. 
Reeves, 2nd v.p., said. But three 
factors in particular made 1952 an 
important time to change, he add- 
ed. 


= These were: 

1. A new insurance program, in- 
cluding lower gross premiums on 
new policies. 


2. A shift in the company’s mer- 
chandising program to the single- 
need selling approach. 

3. Mutual’s pending entry (in 
April) into the accident and sick- 
ness insurance field. 

Mutual's direct mail and other 
promotional and merchandising 
activities will be tied in with the 
single-need national ad program, 
on a theme-by-theme basis. 

Spadework for the campaign 
actually was begun four months 
before B&B officially took over 
the account, AA was told. It start- 
ed in September, when Mutual 
agents met with agency managers 
and home office officials in Hous- 
ton. 


® William R. Baker, B&B presi- 
dent, Holcombe Parks, v.p. and 
p.r. director, and Philip Warner, 
account executive, spent nearly a 
full week at the meeting. They 
talked with field men about their 
advertising likes and dislikes. Spe- 
cial eonferences were held with 
standing advisory committees of 
Mutual agents and managers. 
Meetings also were held with 
Mutual’s advertising and public 
relations staffs, and with repre- 
sentatives of its agencies depart- 
ment and sales promotion section. 
Mutual presented a preview of 
the new ad program to represent- 


Went to be ia this boot some dey F 


SINGLE-NEED APPROACH—This is a full- 

page ad representing the new single-need 

approoch which will mark the new cam- 
paign of Mutual of New York. | 


atives of nearly all departments 
well before the first ad was sched- 
uled; the company prides itself on 
“living a corporate life in a gold- 
fish bowl.” 


s Mutual's entire field force, some 
2,500 agents, received a broad- 
side about the campaign nearly a 
month ago. A follow-up will ap- 
pear in the March issue of “Points,” 
Mutual’s monthly magazine for 
agents. It will include additional 
ideas for merchandising the cam- 
paign. The company’s house organ, 
“Mutual Circle,” announced the 


campaign to 1,700 home office em- 
ployes. 

Commenting on the magazines 
selected for the campaign, B&B 
said they met the following re- 
quirements: 

“1. A pattern of readers that in- 
cludes the maximum number of 
good prospects for insurance. 

“2. An editorial content which 
inspires great reader interest and 
loyalty. 

“3. A demonstrated ability to 
reach and influence people who 
think.” 

The nine publications chosen, 
the agency added, match the pres- 
ent distribution of Mutual’s busi- 
ness, both geographically and on 
an income basis. 


Procter & Gamble, 
General Mills Ask for 
Radio Rate Cuts 


(Continued from Page 1) 
much as the afternoon time. 

P&G has not yet actually asked 
the network to sell this evening 
time at daytime rates. But the ad- 
vertiser points out it is faced with 
the problem of deciding how it 
can keep within the budgets set 
for various brands, in view of the 
heavy expenditures needed for TV. 

As the country’s number one ad- 
vertiser sees its dilemma, there are 
two principal alternatives: (1) 
P&G, for some brands, can drop 
out of one medium and remain in 
the others; (2) the medium (radio) 
which has been cut by another 
(TV) can reduce its nighttime 
costs to help the advertiser out 
of the “squeeze.” 

A P&G spokesman told AA that 
discussions haven’t reached the 
stage where the company has 
asked for daytime rates for the 
three across-the-board evening 
shows. He said a greatly increased 
volume of sales, from radio and 
other media, might lessen the 
squeeze. 


s But the company at this time 
seems convinced that, in order to 
keep the three shows in question 
on the air in the fall and make 
them pay off, there will have to 
be some fairly sharp reductions 
in time rates. 

P&G's studies on how its radio 
and TV shows and other media 
efforts are producing have not yet 
been completed. “Some of our 
agencies may tell us, for example, 
that a certain radio show is more 
valuable to us than a certain TV 
show. All these studies will be 
considered in our future plans,” 
he said. 

CBS Radio declined to comment 
on this situation. It would not say 
what concessions, if any, the net- 
work was willing to make to keep 
this big piece of P&G business. 
Nor would executives of CBS-AM 
say whether similar requests had 
been received from other adver- 
tisers. 


@® The second rate story of the 
week involves a major spot cam- 
paign planned by General Mills. 
The company is planning to air 
approximately 900 announcements 
in each of 40 or 50 cities during a 
17-week period beginning in May. 

In some cities, the company will 
split the 900 spots between two or 
more stations and in some cities 
one station will handle the busi- 
ness. A majority (possibly 80%) 
of the spots are Class A time and 
the remainder are scheduled for 
the daytime hours. 

A spokesman for General Mills 
said that the company set up its 
objectives, determined the cities 
in which it wanted coverage, de- 
termined the number of spots 
needed, calculated what funds 
were available for the drive and 
apportioned the funds among the 
markets. 


8 In effect, General Mills worked 
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Ad Outlay Percentage Needn‘t Match 


(Continued from Page 1) 
Staehle, publisher of Factory, Coal 
Age and Engineering & Mining 
Journal, and Charles Whitney, 
publisher of Interiors. 

The session consisted of a se- 
ries of crisp questions and answers, 
such as the following: 

Q. (Mr. Staehle)—Is complete 
coverage of a market by a busi- 
ness paper indicative of the pa- 
per’s readership? 

A. (Mr. Duffy)—There is no 
such thing as complete coverage 
by any business paper. 

Q. (Mr. Clough)—Is there any 
basis of comparison of ABC, CCA, 
and sworn circulation publica- 
tions? 

A. (Mr. Duffy)—There is no 
basis of comparison. (Mr. Lang) — 
Editorial content determines read- 
ership. There is no way to deter- 
mine this except by a qualitative 
analysis of circulation statements. 


® Asked about the future of busi- 
ness papers, Mr. Duffy said he be- 
lieved they were here to stay. On 
the question of fee vs. 15% for 
agency remuneration, Mr. Duffy 
said he—and most other agency 
executives—preferred the 15% 
commission. It is a more practic- 
able, satisfactory and equitable ar- 
rangement for all concerned, he 
said. 

Messrs. Duffy and Lang declined 
to express any opinion as to how 
high they are likely to go. This 
depends on competitive conditions 
and market changes, Mr. Duffy 
said. 

Confronted with a statement that 
he made in his book, “Profitable 
Advertising,” that a good business 
paper has a subscription renewal 
rate of better than 50%, Mr. Duffy 
said that the statement was a gen- 
eralization, and that different pa- 
pers and markets alter conditions. 


s On the question of business pa- 
per research, both Mr. Lang and 
Mr. Duffy agreed that too much of 
it was not specific enough. As for 
readership, they said, they would 
be more interested in quality than 
to discuss business paper rates or 
quantity. And they would be par- 
ticularly interested in specific 
names and positions of regular 
readers. 

At the circulation session Wil- 
liam Cunningham, Fuller & Smith 
& Ross account executive, urged 


Growth of National Economy: Duffy 


publishers to develop better quali- 
tative standards for evaluating 
business papers. Try to work out 
a formula for general acceptance 
of more specific standards of qual- 
ity, he said. 

George Reppert of American 
Machinist, speaking as a space 
salesman, told publishers and cir- 
culation men that a circulation de- 
partment is running on one leg 
unless it has the cooperation and 
support of research. 


8 Gardiner Gibbs, mail circula- 
tion manager of McGraw-Hill Pub- 
lishing Co., said that to meet ris- 
ing postal costs it is necessary to- 
day to watch costs in other activi- 
ties. This means cleaning up lists, 
getting competitive bids for out- 
side mailing jobs, and similar 
work, he said. 

“For commerce and industry the 
business press is a major exten- 
sion educational service, and rep- 
resents an essential supplement to 
the research activities in which 
the universities engage,” Stanley 
F. Teele told a luncheon group. Dr. 
Teele is associate dean of Harvard 
University’s graduate school of 
business. 

He cited four important tren 
that bear watching: (1) the gro 
ing concept of the business lea 
er’s responsibilities; (2) the 
creasing emphasis on human 
lations in business; (3) the inter 
in on-going education, and (4) t 
great weakness of research in bu 
ness administration. 


# James G. Lyne, president 
Simmons-Boardman Publishi 
Corp., also urged business pa 
editors and publishers to do m 
interpretation of social and 
nomic trends in relation to speci 
industry problems. 

He recommended that ABP o: 
fer awards to business paper ed 
tors for such interpretations. Th 
could be similar to the awards 
makes for outstanding advertisi 
in merchandising and industri 
fields, he said. 

William D. Littleford, preside 
of Billboard Publishing Co., w 
general conference chairman, a 
Arnold D. Friedman, president 
Lebhar-Friedman Publication 
presided at the luncheon session. 
Mr. Friedman also is chairman ef 
the ABP board of directors. 


out a package price for each mar- 
ket. It offered the stations a set 
figure for a given number of run- 
of-schedule (no fixed time posi- 
tion) announcements. 
AA learned from other sources 
that, in some cases at least, the 
package price works out to about 
one-half of the one-time daytime 
rate. 
Since many stations would give 
a discount of about 30% on such 
business anyway, this means that 
General Mills in some cases is ask- 
ing for the night spots at consid- 
erably less than the normal cost. 
However, some stations offer ex- 
tra discounts for run-of-schedule 
“saturation” campaigns. In these 
cases, the offer is closer to current 
card rates. 

Knox Reeves Advertising han- 
dles the account. 


YPO Names PR Group 

The Young Presidents’ Organi- 
zation has named a public rela- 
tions committee to study and de- 
velop public policy for the group, 
which includes top executives who 
reached their posts before the age 
of 39. Committee members are 
Marion Harper Jr. of McCann- 
Erickson, Peter Hilton of Hilton & 
Riggio, and Willard F. Rockwell 
Jr. of Rockwell Mfg. Co., Pitts- 


burgh. 


WDSU, WTMJ-TV 
Sign Video Code 
as Drive Opens 


WASHINGTON, Feb. 21—WDSU- 
TV, New Orleans, and WTMJ-TY, 
Milwaukee, ran a dead heat today 
as the first stations to subscribe 
to TV’s new code. 

Official enrollment of stations by 
the National Assn. of Radio and 
Television Broadcasters’ code au- 
thority got under way this week. 
Officials hoped they will be well 
along toward the necessary 65 
stations by the time the code goes 
into effect March 1. 

The application of WDSU-TV 
came in the form of a telephone 
call from Robert D. Swezey, ex- 
ecutive v.p. and general manager 
of the station and chairman of the 
committee which drafted the code. 
At approximately the same time, 
NARTB received an application 
by telegram from Walter Damm, 
v.p. and general manager of 
WTMJ-TV, and a member of the 
five-man code review board. 


W. W. Corry Elected V. P. 

W. W. Corry has been ap- 
pointed executive v.p. and secre- 
tary of National Fire Insurance 
Co., Hartford. 
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General Mills Adds Show 

“Whispering Streets,” a new 
drama based on the life of a news- 
paper corréspondent, will be pre- 
sented daily by General Mills, 
Minneapolis, over American 
Broadcasting Co. The broadcasts 
will start March 3 through Knox 
Reeves Advertising, Minneapolis. 
“Betty Crocker’s Magazine of the 
Air.” which was formerly heard in 
this time spot, will move to an aft- 
ernoon period. Dancer-Fitzgerald- 
Sample is the agency for the Betty 
Crocker program. 


. » » you are 
looking for 


NATIONAL 
DISTRIBUTION! 


if you are « ee distributor, or ad 
agency man i} pay you to get all 
the facts about pm low cost national dis- 
tribution produced by the direct-to-consumer 
sales metho 
The services of our experienced merchandising 
_ are available at no cost or obligation to 
for initial planning, product and 
Darket analysis, copy assistance and follow 


through. Learn about this old and proven plan 

that can start thousands of sales-wise men -_ 

women working for you in 48 states 

their own expense Write now to 
OPPORTUNITY MAGAZINE 

Dept. A107, 28 EB. Jackson Bivd., Chicago 4, Hi. 


This Week in Washington... 


W. A. Ayres: Last of FTC Old Guard 


By STANLEY COHEN 
Washington Editor 

WasHINGTON, Feb. 21—Commis- 
sioner William A. Ayres, who suc- 
cumbed to a heart attack Sunday 
night, was the last of FTC’s “old 
guard.” At 84, he still issued blis- 
tering opinions whenever he felt 
FTC sacrificed a literal interpre- 
tation of the law for expediency 
or “practicality.” 

His dissent from FTC’s new 
trade practice rules for the cos- 
metic industry predicted that “dis- 
criminatory” demonstrator allow- 
ances will remain in the industry 
“with little significant change.” 
Objecting to the system of alter- 
nate promotional benefits which 
FTC authorized for the cosmetic 
industry, Commissioner Ayres con- 
tended that demonstrators should 
be available to all firms, or to 
none at all. “It would not be dif- 
ficult,” he commented, “for a seller 


“KWKH 


for coffee 


and lumber” 


Says Q. T. HARDTNER, JR. 


President, Ocean Cottee Co 


und Hardener Lumber Co 


IMPORTANT LOUISIANA MERCHANDISER 


As the ewner of both a highly successful coffee com- 
pany and an equally successful lumber operation, 
Mr. Q. T. Hardtner, Jr. is doubly qualified to judge 
KWKH’s selling power in the important Louisiana- 
Arkansas- Texas area. This is what he recently wrote us: 


“ 
4 builders and housewives are vastly removed 
from each other in their buying habits; however, I have for 
the past four years used KWKH-built programs to success- 
fully promote both Ocean Coffee and Hardtner’s Urania 
Lumber and have enjoyed considerable sales success with 
both. I am convinced that KWKH is Ark-La-Tex’s as well 
as Shreveport’s favorite radio station. In addition to my 


regular KWKH_ programs, 


I have also used 


KWKH’s 


Louisiana Hayride on Saturday nights and especially recom- 
mend it to reach the big Ark-La-Tex market. 


(Signed) Q. T. Hardtner, Jr.” 


Study No. 2—Spring 1949 
KWKH's 


227,701 of 75.0% of these families are 
listeners’. 


and Oklahoma counties.) 


KWKH DAYTIME BMB MAP 


daytime BMB circulation is 303,230 families, 
daytime, in 87 Louisiana, Arkansas and Texas counties. 
“average daily 
(Nighttime BMB Map shows 268,590 families in 
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi 


The Branham Company, Representatives 


Henry Clay, General Manager 


A Shreveport Times Station 


to make alternative offers to dif- 
ferent customers so as to benefit 
those whom he intended to favor.” 


® More recently he spoke for the 
commission in a decision prevent- 
ing a grocery buying co-op from 
accepting promotional allowances 
which appeared to be brokerage 
fees in disguise. To Commissioner 
Lowell Mason, who protested that 
the co-op represented the efforts 
of small business to compete with 
chains, he snapped back: “We 
know of no law of public policy 
which gives to business men of 
any class or size immunity from 
the requirements of the law.” 
When FTC settled its laxative 
cases by stipulation a few years 
ago, Ayres dissented on the 


grounds that the stipulations—if, 


violated—would not stand up in 
court. Subsequently, he sold FTC 
on a system of “consent settle- 
ments” which achieves the same 
speedy agreements but leaves the 
commission in an impregnable 
legal position. 


Advertising Age, February 25, 1952 


TRIBUNE GUIDE—‘The Natural Look 
Around the Clock” is the theme of the 
Chicago Tribune’s color cover page of 
its Men's Apparel Guide to be published 
March 26. The page also will be featured 
by other papers in major cities as a 
cover on special men’s wear sections, for 
which the Tribune will make available 
color mats about March 1. 


spots during the next few weeks. 
That’s about a third of the money 


| available at this time for recruit- 


ing ads. 
Those who are supposed to know 


| feel confident the recruiters will 


® Asked why he was able to re-| 
main so active 14 years after pass-| 
ing the official government retire- 
ment age, Commissioner Ayres 
said his good health came from the 


exercise he got in the '20s, running 


| for Congress as a Democrat every 


| ity to his ability to find “the secret 


| unlikely situation”—an asset which 


right and I was wrong.” 


two years in a strong Republican 
state like Kansas. (Before ap- 
pointment to FTC in 1934, he rep- 
resented the eighth Kansas con-| 
gressional district for eight terms, | 
and was often the only Democrat 
in the Kansas congressional dele- 
gation.) 

Commissioner Lowell Mason, 
with whom he often disagreed, 
credited Ayres’ immense popular- 


of the kernel of fun in the most 


saved many a tense moment around 
the commission table. Commis- 
sioner John Carson, who had 
known Ayres 30 years, said they 
often differed. “But often, I had 
a suspicion afterwards that he was 


have more money in the near 
future, however. Grant Advertis- 
ing, which handles the recruiting 
account, is supposed to have as- 
surance that action will be taken 
soon to release a portion of the 
$3,000,000 recruiting fund which 
was “frozen” last fall when Con- 
gress rebelled against the use of 
big-name radio talent on spon- 
sored Army and Air Force shows. 
o 7 * 

Republican congressmen are 
roasting the Office of Price Stab- 
ilization for lining up big-name 
stars for a series of transcribed 
features which are to be made 
available on a sustaining basis to 
radio stations. OPS says the series 
is modeled after similar price con- 
trol promotions carried on by the 
old Office of Price Administration. 
But congressmen contend it is a 
“propaganda” campaign to keep 
price control on the books indefin- 
itely. 

e = e 
Paul A. Walker, who has been 


|}on the Federal Communications 


Publishers and advertisers got 


| rough treatment Monday night as 


| Sen. Paul A. Douglas 


(D., 
gave the Citizens Committee on the 


IU.) | 


| Hoover Report his ideas on the 


| 


steps that are needed to get the 
federal budget down to manage- 
able size. 

Noting that the postal deficit will 
run to $700,000,000 next year, he 
called for extensive organizational 
changes in the department. Then 
he accused publishers—‘“who as a) 
class inveigh most heavily against | 
the federal subsidies and deficit 
financing”—of being the recipients | 
“of the biggest subsidy of all,” in 
the form of postal rates which are 
only a fraction of transportation | 
and handling costs. 

Asserting that “publishers in the | 
main seem to want to hold on to| 
this privilege for as long as they | 
possibly can,” he contended: “Not 
until employes, patrons, publishers, 
direct mail advertisers and mail 
order houses and others as well} 
show a willingness to give up priv-| 
ilege will we be able to cut the 
postal deficit down to reasonable 
proportions.” 

+ * * 

Lt. Col. William Berkley, who is| 
in charge of the Army and Air! 
Force recruiting advertising pro- 
gram, had a visit Monday from a 
delegation from National Assn. of 
Radio and Television Broadcasters. 
Object: Assurance that radio and 
TV will get its share of any money 
the services spend for advertising. 

Col. Berkley doesn’t have to be 
sold on radio. Only two weeks ago, 
he announced the services will be 
buying about $95,000 worth of 


Commission since 1934, says that 
by and large U. S. radio and TV 
stations do a job which “far sur- 


| 
} 
| 
| 
| 


passes any other broadcasting sys-, 


tem in the world.” He lists fine 
programs carried by networks and 
individual stations, but concludes 
“stations could do a great deal 
more to inform and inspire our 
people.” 

Commissioner Walker reports 
that 78 TV stations, up for license 
renewals recently, devoted less 
than 1% of their time to religious 
programs, less than 3% to educa- 
tional programs in behalf of or by 
an educational organization, less 
than 2% to discussion programs. 

“To a great extent the average 
level of radio and television pro- 
grams reflects our immature wants 
and interests quite as much as it 
fosters them,” Commissioner 
Walker conceded. 

“If radio and television, as well 
as other public opinion media, are 
going to be most effective in pro- 
moting good human _ relations, 
there must be cooperative effort 
on the part of all elements and 
forees in our society.” 

s * * 

In a moment of genius the other 
day, Rep. Walt Horan (R., Wash.) 
introduced a bill which would re- 
quire manufacturers of electrical 
appliances to provide purchasers 
with a booklet telling how to make 
minor repairs. A home owner and 
handyman himself, the congress- 
man exploded, “I’ve had to call 
service men countless times to 
make trivial repairs any high 
school boy could make if he merely 
had a simple instruction book.” 

His “Household Appliance In- 
struction Booklet Act” (H.R. 6219) 
was referred to the House inter- 
state commerce committee, where 
it will rest indefinitely. Unless, 
of course, the Horan garbage dis- 
poser rebels one of these days, and 
he decides to press the point seri- 
ously. 


‘Manage’ Handles Own Ads 


Manage, published by the Na- 
tional Assn. of Foremen, Dayton, 
O., will handle its own advertising 
from its Dayton headquarters this 
year. Formerly, the magazine 
used representatives in various 
sections of the U.S. 


Krupnick Promotes Smith 

George L. Smith, a member of 
the art staff of Krupnick & Asso- 
ciates, St. Louis, for the past three 
years, has been promoted to asso- 
ciate art director. 


McCormick Joins ‘Household’ 
Patrick B. McCormick has joined 

the advertising sales staff of 

Household in Cleveland. 


ou 


EXPOSITION 


get together 


merchandise 


NPBE 


ACCOUNT EXECUTIVES 


of companies which use premiums 


PREMIUM BUYERS 


in advertising agencies 


are henthed fo ‘ 


19th NATIONAL 
PREMIUM BUYERS 


America's largest and most outstanding ex- 
position where premium users and exhibitors 


MARCH 17-20, 1952 
Conrad Hilton Hotel « Chicago, Illinois 


x | save your lime 


write on your agency letterhead and let us 
have a guest badge prepared for you in ad- 
vance. As this is an exclusive trade show be 
sure to list your accounts which use premium 


A. B. Coffman, Originator and Manager 
R. S. Hall, Assistant Manager 

111 W. Jackson Bivd., Chicago 4, Illinois 
WaAbosh 2-3578 
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Advertising Age, February 25, 1952 


January Sales of Chain Stores 


or 
1952 1951 
. $ 16,777,575 $ + 
347, 7 1 + 7.0 
25,762,712 27,278,288 - 35! 
850, 92,274, + etd 
. $227,738,643 36, + 9. 
$185,013,694 $208,087,502 
; 6,712,263 7,363,724 
63,912,212 by 4 =H 
.$255,638,169 $304,022,765 —15.9 
... § 4,113,393 $ 3,893,646 + 56 
... 13,927,464 13,508,884 + 31 
Group Total be cdSepeeebeescdsewcene $ 18,040,857 $ 17,402,530 + 37 
Variety and Miscellaneous 
Adam Hat Stores $ 1,012,822 —1L3.3 
Beck, A. S. 2,885,990 —104 
Bond Stores . 5,711,030 +138 
Butler Bros. ..... 10,1618 —18.9 
“Diana Stores Corp. 1,176,606 — 61 
Edison Bros. ......... 4,559,924 —19 
Gamble- anogme 9,430,402 —15.6 
Grant _ PRE 14,099. — 246 
Raoned Robinson Stores 697 069 — 56 
. f S Sep’ 6,427,449 — 2. 
Kinney, Hy ii «siesekeds cease 892 +1 
Diaiectiasievesueehaanaces 18,548,469 + 3. 
lone 2 eryest Inc. 095,63 — 9 
. 2a prey 7,491,959 + 62 
ee Tee 6,271,996 +12 
‘McLellan Stores .. 3,460,629 +71 
Melville Shoe Corp. ............ 4,771,641 —10.8 
‘Mercantile Stores Inc. 9,695,100 —148 
‘Miles Shoes Inc. . 1,393,604 +10.3 
Murphy, G. C. 9.479.693 +11. 
National Shirt 954,360 —65. 
Neisner Bros. .... 552,217 — 3. 
SE Aes esedennegensnnd 6400000000be8 128. — 0. 
Shoe Corp. of America 2,687,559 + 5. 
DED |. cancecsctene 13,758.00C —31. 
White's Auto Stores 013,255 + 9.0 
A eae 42,845.20 + 1.0) 
2 wee $196,203. —49 
EE SEE cxiedascpivin cast checeucchsadal $726,164.81 — 53 
“Twelve months: 1951—$2.777,277.096; 1950—$2.690.466, 374; 3.2. 
*Tweive months: 1951—$1,189.177.944; 1950—$1.258,125.266: —5.5. 
“Twelve months: 1951—$146, 308,238; 1950—$143,516,544; +2.0. 
‘Twelve months: ee 525.040; 1950—$101,890,926; +4.5. 
‘Twelve months: 1951—$14 954; 1950—$125.656,191; +12.0. 
‘Twelve months: 1951—$124.719.800; 1950—$125.427.000: .6. 


‘Twelve months: 


‘Twelve months: 1951—$61. 


—————Sanuar y—————. 


1951—$26. pny if Ree sy 897,553; +11.3. 


640.122; +7.8. 


950—$56 
*Six months: 1952—$11, 455.78 545. Tosi 89. 850. See: +16.3. 


Carolinas News Ad Execs Elect 
Clifton Green of the News.} 


Florence, S. C., has been elected | som Awards Committee, 


president of the Newspaper Ad- 
vertising Executives Assn. of the 
Carolinas. Other officers elected 


are: Elwood Horne of the Herald| 


and Sun, Durham, N. C., Ist v.p.; 
George Lemons of the News and 
Record, Greensboro, N. C., 2nd v.p.; 
R. L. Alander of the News, Char- 


lotte, N. C., secretary, and George | 


Hooks of the Times, Raleigh, N. C., 
treasurer. 


Industrial Ad Awards Set 

The Sheppard Award for In- 
dustrial Advertising is offered for 
the third year for advertising orig- 


% Gain) 


Philadelphia Prosecutes 
Misleading Advertisers 
Philadelphia District Attorney 
Richardson Dilworth says his of- 
fice will prosecute retailers whose 
49 |advertising is misleading. The 


the fining of | SOMEBODY'S SECRETARY. . 


statement followed 
Lincoln Tire Co. 


2| misadvertising a fire sale on tires, 
receivers and 
re TY electrical appliances. 

Mr. Dilworth said the company 
$450,000 fire sale 
when there actually was little fire 
sale merchandise. In addition, the 


| radios, television 
advertised a 


company had only 


gated the case. 


Windsor, Ont., 
Thomas Adams, 


sales manager. 


of merchandise in stock. Both the 
district attorney’s office and the 
Better Business Bureau 


Zenith Appoints Adams S. M. 
Zenith Radio _—e of Canada, | 
as 
formerly with 

Sonotone Corp., Elmsford, N. Y., 


Ad Specialty Company Bows 

B. & D. Advertising Seatemies i 
has been established at 112 Koons 
St., Buffalo, by Stanley M. Bolas 
and Leo Dulekowski. 


Coulter Named Art Director 
Dewitt (Tex) Coulter has been 
appointed art director and ac- joined the western advertising 
count executive of James W. Huff staff of National Geographic in 
Advertising, Dallas. 


Joins ‘National Geographic’ 
Thomas J. Roxworthy Jr, has 


Chicago. 


for allegedly 


by POST-HALL SYNDICATE 


$70,000 worth 


= 


investi- | 


appointed | 


YES, 1 KNOW THE 
MERCHANDISING 

MANAGER IS PLANNING \COST PICTURE BOOKLETS 
A COMIC-TYPE SALES 
BOOKLET-- BUT WHO'S 
OOING IT FOR US? 


POST-HALL, OF COURSE! 
THEY SPECIALIZE IN LOW- 


FOR MERCHANDISING... 
HANDLE THE COMPLETE 
JOB FROM SCRIPT IDEA 

TO PRINTEC BOOKLET,’ 


FREE SAMPLE BOOKLETS AVAILABLE FROM THE ABOVE ADDRESS 


inated and produced in Canada. | 


March 31 is the deadline. Entry 
forms and details may be had 
Indus- 


trial Advertisers Assn. of Montre- 


al, P. O. Box 10, Montreal. 


Allman Co. Adds Account 

Allman Co., Detroit, has been 
appointed to direct advertising for 
American Electrical Heater Co., 
Detroit. Previously the company | 
placed its business direct. 


San Francisco PR Oftice Opens 
A new public relations office has 
been opened by Edgar Waite at 
425 Bush St., San Francisco. He 
formerly was with Braun & Co. 


The SCHENECTADY, N. Y. 


BIG STORY 


Consistent Circulation Growth of 
SCHENECTADY GAZETTE provides | 
a NATURAL for sales effectiveness 


1948 1949 1950 195) 
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CHART BASED ON ABC PUBLISHER'S STATEMENTS 
For Sales Results - - In Schenectady 


It's the GAZETTE 


Leading Newspaper for 57 Years 


REYNOLDS-FITZGERALD, INC., Notional Representatives 


USE THESE FRIENDLY McGRAW-HILL 
INTERNATIONAL EXPORT SERVICES 


_ 


nN 


~ 


A. 


5. 


n 


| THE “GUESS” 


HOW TO TAKE 


. Export Trade Counsellors Staff 


Foreign Language Translations 


. Trade Information and Overseas 


Visitors Bulletins 

Overseas Business Services in 70 
Countries 

McGraw-Hill International Trad- 
er — Monthly Newsletter 


. Overseas Direct Mail Services 


7. Automotive Overseas Wholesaler 


~ 


_ 
— 


eine ‘ 
and T 9 


List 
Directory of Overseas Agents 


and Distributors of Drug and 
Health Products 


. World Motor Census — Registra- 


tions and Exports 


. Overseas Market Breakdown for 


U.S. Drug and Health Products, 
Equipment and Supplies 


. Principal Markets Analyses for 


Machinery and Equipment Ex- 
ports 


12. 
13. 


14, 


15. 


17. 


18 


20. 


2 


22. 


OUT OF EXPORT 


Export Sales Worksheets 


Foreign Government Buying 
Agencies 

Overseas Construction Contract- 
ors and Engineers 


Export Business Advertising 
Copy 


. Condensed Media and Market 


Sheets 
Automotive Buyers Guides 


. Latin-American Industrial and 


Construction Buyers Guides 


. Latin-American Construction 


Projects 


Analysis of Principal Export 
Markets of U.S. Chemicals and 
Related Products 


. Report to Executives on South 


America (From Business Week) 


What's Ahead for Export Ad- 
vertusing in 1952 


Business is no place for guessing games. And in export, 
particularly, there are hundreds upon hundreds of facts 
and figures necessary to a profitable operation. 
McGraw-Hill International offers these 22 friendly ex- 
port services for your help. Check them over and decide 
which can best be of service to you. For further informa- 
tion write John F. Burke, Promotion Director, McGraw- 
Hill International, 330 West 42nd St., New York 36, N.Y. 


McGRAW-HILL INTERNATIONAL 


330 West 42nd Street, New York 36,N.Y. = * 
McGRAW-HILL DIGEST © THE AMERICAN AUTOMOBILE (OVERSEAS EDITION) © Ei 
AUTOMOVIL AMERICANO ® PHARMACY INTERNATIONAL ® EL FARMACEUTICO © 
INGENIERIA INTERNACIONAL INDUSTRIA @ INGENIERIA INTERNACIONAL CON. 


and Books for Overseas Circulation 
Offices in Principal Cities of the World 


C5) 


STRUCCION @ McGRAW-HILL AMERICAN LETTER © THE MACHINIST (LONDON) © 

ANNUAL BUYERS GUIDES FOR AUTOMOTIVE PRODUCTS, INDUSTRIAL MACHINERY 

AND CONSTRUCTION EQUIPMENT © OVERSEAS BUSINESS SERVICES © BOOK Headquarters For World-Wide 
EXPORT DIVISION © WORLD NEWS 


Business Information 
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¥ P 
If you Sell to the 
Baking Industry 


you have an important 
in this Big Issue— 


¥& This tssve ill have treme 
impact on the Baking Industry. 


te Extra pass-along readershi 
ree éstimote our normal 
readers per copy will be 
exceeded. 


“Ye Entre distribution. of 
copies, sold at $] each. A 
paid circulation of 7%. 


1,000 


a History of the Baking Industry 
_s=12 historical chapters — 
leaders in the Industry. 


Our $5th henbvorsary—iiie- 
g the development of this giant — 
Sitien dollar industry. cd 


Here is a special place to t 
kers your own progress oda 
ht where they will be oe tviall 


ame 


the increase in Rates 
FINAL CLOSING DATE— 


March (Sth 


With this Issue. the name of 


! 
Bakers 
» sinceroey 


ST., CHICAGO 3 


‘Some TV Shows 


Win Sponsors, | 
but More Lose 


(Continued from Page 1) 


| (via Sullivan, Stauffer, Colwell &| 
| Bayles) has not been set. 


This will bring Pearson fully 
jinto the commercial column for) 


the first time since February, 1951, | 


when Adam Hat Stores’ long spon- | 
sorship of his radio show ended. 


| Adam said it dropped Mr. Pearson | 


purely because it wanted to use| 
other media, but the company did 
not announce the move until after | 
Sen. Joseph McCarthy had blasted | 
Pearson as the “voice of Commu- 
nism.” 


® Sponsor activity also was lively | 
this week at CBS Television. On| 
the credit side: “Claudia,” now 
sponsored by General Foods 
(Y&R) over NBC-TV, will move 
to Columbia on March 31 at 9:30 
p.m., EST. Cannon Mills (Y&R) 
will present “Give and Take” on 
TV starting March 20 at 3:30 p.m., 
EST. The advertiser will continue 
to carry the radio version Satur- 
day morning on CBS. 

Susquehanna Waist Co. will 
sponsor half of CBS-TV’s coverage | 
of the Easter parade, with Steve | 
Allen as emcee. Mervin & Jesse 
Levine handles this account. 

Columbia Records (McCann- 
Erickson) will replace Oldsmobile 
as backer of the Tuesday and 
Thursday segments of “Douglas 
Edwards and the News” as of Feb. | 
26. The TV retrenchment by the! 
auto maker reportedly is due to 
production cutbacks. Oldsmobile 
will continue to carry the news- 
cast three days weekly. 


Advertising Age, February 25, 1952 


Highlights of the Week’s News 


Young & Rubicam’s domestic billings about equal J. Walter Thompson 
Co.’s. That is one highlight of AA’s eighth annual compilation of 
agency billings. In the first report in '45, 27 agencies reported; 

will be filmed in Hollywood. 250 are named this year. Fifty are now in the over-$10,000,000 
Losing its sponsors at the end | OE 6 ayer’ ..Page 1 

_of the current cycle is “Live Like) Radio rate cuts are in the wind seahes3 Procter & Gamble and 1 General 

a Millionaire,” presented on alter-| ygijis ask for concessions. Meanwhile, the latter will get lower rates 

nate weeks by General Mills) ‘tom many stations next spring in a big new saturation spot 

(Knox Reeves Advertising) and Pp 1 

Grove Laboratories (Gardner Ad-| ITIVE «------- 00 - ++ ee eres reece settee ren neces nneeee sees 7 

vertising Co.). The Uaiverdley of Santa Clara found that chambers of commerce and 
The same is true for the “Alan other groups stick close to bromides in brochures on cities’ merits. 

| Young Show,” dropped by Esso} The university’s amusing report includes a list of oft-used slogans 
which it calls “eligible for retirement.” .................+5- Page 2 


Standard Oil ‘(Marschalk & Pratt), 

effective M " 

ers with yo a agg os =| AA reports on results of Sears’ television experiment in Los Angeles. 

Young on the Los Angeles and| Main conclusion: A retailer cannot “freeze” his approach to televi- 

San Francisco stations. Esso’s TV sion like a marketer with one product and expect to gain maximum 

funds are being diverted to “Esso. advantage from the medium. Additional details on .......... Page 42 

Reporter,” which will be produced Want a ride on the world’s first space ship? Ralston bet that the kids 

locally on a number of stations. in Los Angeles do, and that they are willing to pay a price—one 
box top—for the privilege. More than 5,000 shouting children prove 
Peeeeen TE GE ROE oa Ss 3 3 cs ve xowtasiensciseceansbees Page 44 


Most of Bell & Howell’s $1,000,000 1952 ad budget will plug the 
new Bell & Howell magnetic sound projector. The budget, incidental- 
ly, is up more than one-third 

Agency costs are soaring, along with agency biilings. In two decades, 
the agency business has changed from an immensely profitable 
business to one of relatively moderate returns ............ Page 94 

Want to buy 150,000 German rifles, or a Pennsylvania brewery, or 
some Peruvian pottery that is 2,700 years old? Frank Lawson 

; c ; Wright's thriving Customart Press will tell you how. It’s a newspaper 
pent = which = the = without headlines, news or editorials ..................... Page 98 
recently as a replacemen r 

“Leave It a the Girls, ” ig aiag! AA presents a list of agencies formed, merged and reorganized dur- 


to an alternate-week schedule. | ing 1952, plus a review of the background of some of the changes, 
4d ds Kind boa eee anh setts Sees ae iad Page 112 


At NBC-AM the Lewis-Howe, 0n 
Co. will present “Barrie Craig” as} Who does better work or has more fun than the operator of a one- 
a replacement for “Tums Holly-| man agency? Nobody, but nobody, says Herman Halpern, who tells 
wood Theater” starting March 18. the hi and pl f 

. a pr P ‘es of one-man operation on ...... Page 117 
Dancer-Fitzgerald-Sample is the : ‘ 
agency. | Cunningham & Walsh’s John Cunningham wrote an answer to Ned 

Bob (Elliott) & Ray (Goulding)| Jordan’s sprightly letter (AA, Jan. 28). But he didn’t know Mr. 
will replace “Kings Row” for Col-| Jordan’s address, so sent it to AA. We just couldn’t pass up a 
gate-Palmolive-Peet Co. The pro-| chance to continue the sparkling exchange, which you will find 
Se WMO ERT) ae... Ls... nanthondnnenndndin cs okeeenems eoeaeue eee Page 126 


30 
sot Sommer alter! pat ngaes | Mutual Life of New York switches from the abstract. And in changing 


Effective April 2, “Schlitz Play- 
house of Stars,” now an hour 
drama on CBS-TV through Y&R, 
will be reduced to a half-hour 
show. Currently carried live from) 
New York, the 30-minute program | 


®s National Broadcasting Co. signed 
Anson Inc. (Grey Advertising | 
Agency) to replace Norge (J. Wal-| 
ter Thompson Co.) as alternate-| 
week backer of the last half of the | 
“Kate Smith Evening Hour” on| 
video, as of April 16. 

Next month Hazel Bishop Inc. 
through Raymond Spector Co., will 
become alternate-week sponsor of 
“Cameo Theater” on NBC-TV. 
Riggio Tobacco Corp., for Regent) 


Twice every month 


Your t 
‘nthe 


> reaches 7 out of every 10 Farm Families 


What other salesman 
can match 
that record? 


If you find a salesman who can 
guarantee to make over 100,000 
calls twice every month, 

hire him. He's worth every 
cent you can pay him! 

The salesman you're looking 
for is The Dakota Farmer 
Salesinan in the Dakotas! 
More than 100,000 subscribers 


to spend! 


The Dakota Farmer penetrates with the 


speed, power, and experienced 
knowledge of the market to sell 


toothpicks and tractors, chicken feed and 


chow mein. No other periodical or 


salesman can match The Dakota Farmer's 
coverage and penetration in The Dakotas. 
Put your sales story into the hands of 
the Top Salesman in the Dakotas .. . 
The Dakota Farmer, the most effective 
merchandising and editorial influence 


in the Dakotas! 
4. P. Maloney, Adv. Mgr. 


The Top 


-7 out 
of every 10 farm families—actually invite 
The Dakota Farmer into their homes twice 
a month. These are loyal customers with 
more than one billion dollars cash income 


to a MONY theme, it also submerges the words “mutual” and 
WMS oo ock4''t Kitna cbek% pith Slate eae et ae Page 141 
- REGULAR FEATURES 
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Sales with HEINN 


Loose-Leaf Binders 


@ Many of your suppliers—if 
not most of them—probably 
use Heinn Loose- 
Leaf Binders to 
help make sales 
to you. This is a 
reasonable claim, 
since practically 
all leaders in ev- 
ery industry use 
Heinn Binders. 
Custom-styled, 
job-planned Heinn 
Binders can help 
you step up your 
own sales... at 
the lowest opera- 
tional cost per 
unit per year. 
Write for the 
complete story. 
@ CATALOG COVERS 
@ PRICE AND PARTS BOOKS 


@ SALES AND INSTRUCTION MANUALS 
@ PROPOSAL COVERS @ PLASTIC TAB INDEXES 


THE HEINN COMPANY 


| Hee BJ 320 W. FLORIDA ST., MILWAUKEE 4, WIS, 
u ‘ 
mi oricinators oF tHe loose-leaf SYSTEM OF CATALOGIAG 
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1952 


Ekco Products Forms Two New Corporations; 
Will Import from Europe, Central America 


Cricaco, Feb. 20—Ekco Products 
So, today announced the formation 
of two new foreign trade corpora- 
tions. 

The two subsidiaries (Ekco now 
has 16) will be known as Ekco In- 
ternational Corp. and Ekco Amer- 
icas Corp. They will start as ex- 
port and import selling and pur- 
chasing companies; later they will 
conduct manufacturing operations 
in Western Europe and Central 
America. Headquarters for both 
companies will be here. 

The new firms will make house- 
wares items, but none of them will 
be competitive with Ekco’s present 
line, Arthur Keating, Ekco presi- 
dent, said. The two companies will 
handle all foreign sales for Ekco. 


® “Within five years we will im- 
port, at our cost, about $5,000,000 
worth of merchandise annually 
from these two new companies,” 
Mr. Keating said. Items imported 
will be those on which there is 
“reasonable duty,” he added. 

The new operation is of particu- 
lar benefit to Ekco stockholders, 
he said. Ekco is investing very 
little capital; money for expansion 
will be raised by selling shares in 
Great Britain. And profits that 
accrue will not be subject to U. S. 
excess profits taxes, he pointed 
out. 


® Edward Keating, v.p. of Ekco 
Products and Arthur Keating’s 
son, will be president of both new 


oe HANES oer 


Werte hss - ra 2 


TV TIE-IN—Two of NBC-TV’s comedy stars, 
Sid Caesar and Imogene Coca, will be 
featured in a magazine campaign by 
P. H. Hanes Knitting Co., Winston-Salem, 
N. C., which bows in March. This ad, to 
appecor in the March 8 issue of The 
Saturday Evening Post, opens the drive. 
N. W. Ayer & Son, Philadelphia, is the 
agency. 


companies. Fritz Bronner, former- 
ly export manager of Ekco, will 
be v.p. and general manager. 
Goods imported from the new 
firms will be warehoused in New 
York, Chicago, Los Angeles and 
Torontc. A “fair amount” of ad- 
vertising and merchandising will 
be conducted to sell the imports 
in the U. S., Arthur Keating said. 


| | Buchen Co., Chicago, effective March 1. He was president of Stuart 


Prudential Ran 1,750,000 Lines of Copy 
in Newspapers During Strike of Agents 


New York, Feb. 21—More than 
1,750,000 lines of newspaper ad- 
vertising were run by the Pruden- 


tial Insurance Co. of America dur-| 


ing the ten-week period that the 
company was struck by the In- 
surance Agents International Un- 
ion (AFL). 

In addition, radio spots were 
heard in 13 cities for six days dur- 
ing the strike period. 


Calkins & Holden, Carlock, Mc- | 


foreign language papers, for three 
weeks. Size, frequency and the 
number of papers were gradu- 
ally stepped down, with the view 
in mind of running ads in which- 
ever areas 30% or more of the 
agents were striking. 

At the strike’s conclusion, ads 
telling people how to pay their 
premiums were running in about 
140 papers. 


Clinton & Smith, the Prudential|# Prudential says there was an | 
agency, has not yet fully tabulated!immediate upturn in premium) 
its media expenditures during the | payments after each insertion ran. | 
81-day strike—one of the longest | However, one executive had the | 
white-collar walkouts on record | impression that the one or two)! 
—but these are the latest linage | letters which were sent to most 
| policyholders in struck areas— 
| with a return envelope enclosed— | 


Last Minute News Flashes | 


Potter to Join Buchen Co. as Account Exec 
Cuicaco, Feb. 22—Stuart B. Potter, an account executive of Erwin, 
| Wasey & Co. Ltd., Chicago, has been appointed an account executive of 


Potter Inc., Chicago, when he joined Wasey in May of 1949. 


_Redi Foods to Kastor, Farrell: Other Late News 


| @ Redi Foods Co., New York, processor of frozen shrimp, fish and 
other food products, has named Kastor, Farrell, Chesley & Clifford as 
its agency. The account was formerly with William von Zehle & Co. 


e S. Chapin Lawson, formerly Cleveland advertising manager, has 
been named promotion manager for both the House & Home edition 
and the Architectural Forum edition of Magazine of Building, a new 
over-all post for the two editions in New York. John Beard, eastern 
| advertising manager for both editions, moves his headquarters to 
| Cleveland. The Pittsburgh territory now will be included in the Cleve- 
land operation. 


e Bing Crosby has filed application for television station rights in 
Spokane and Yakima, Wash., with the Federal Communications Com- 
| mission. 


| 


|@ An increase of 20% in WGN-TV basic charges will go into effect 
| March 1. 


| @ Jerry B. Hoopes, with Leo Burnett Co. for the past 13 years, has 

been appointed executive art director of C. Wendel Muench & Co., Chi- 
| cago. He replaces Merton Brown, who has resigned to take an extended 
| trip through Mexico and South America. 


|@ Karl Schullinger, manager of television-radio production and tele- 
| vision supervisor for Young & Rubicam, has been named to direct radio- 
| TV activities for American Tobacco Co., New York, effective March 3. 
| This is a newly created position in the cigaret maker’s advertising de- 
| partment, which is headed by Albert R. Stevens. It was set up to take 
| care of the company’s expanded TV activities. Mr. Schullinger formerly 
| was associated with American Tobacco’s advertising as senior producer 

for Lord & Thomas and later as supervisor for Lucky Strike programs 
with that agency’s successor, Foote, Cone & Belding. 


| e Robert Conahy & Associates, New York, has been appointed agency 
| for Paul H. Raymer Co., radio-television station representative. 


e Town & Country, New York, has appointed Park Benjamin as ad- 
| vertising manager. 
| @ Leigh Foods, New York, will introduce its new frozen waffles in the 
New York market on Monday. Radio participations on the “Jack Ster- 
| ling Show” (WCBS) are being used to publicize the six-waffle package. 
One-minute TV spots will start in a couple of weeks. The Leigh waffle 
| will be introduced in Chicago in about a month. 


|e Vice-Adm. F. E. M. Whiting, USN (Ret.), president of Licensed Bev- 
| erage Industries, New York public relations organization for the dis- 
| tilling industry, told the board of directors last week he will not be 
' available for reelection at the annual meeting in April. His duties will 
| be assumed by Thomas Donovan, now an LBI v.p., with a title to be 
| determined later. The admiral has headed the group during most of 
the postwar period. Mr. Donovan, an attorney, is a longtime LBI em- 
ploye. 


| International Furniture Co. 
|Names Van Ness Ad Manager 


International Furniture Co., 
Chicago, has appointed Barbara 
Van Ness advertising manager, 
succeeding Miss 
Barbara Down- 
tain, who has re- 
| signed. Formerly, 
Miss Van Ness 


Taylor Co. Promotes Two; 
Augments Sales Statt 

O. L. (Ted) Taylor, president of 
O. L. Taylor Co., New York, has 
been named chairman of the 
board of the radio station repre- 


8 ee ee 


figures. 
® Understandably, neither the 
agency nor Prudential officials 


would give any indication as to 


the amount of money spent on| 
this adyertising, since that is the| 


subject of a $5,000,000 suit which 
the union filed against Prudential 
(AA, Dec. 24). 

When the strike began on Dec. 
1, Prudential ran 1,000-line ads in 
some 200 newspapers, including 


got faster action than the ads. 

Today’s 1,000-line ad, which ad- 
vised policyholders that the strike 
was over and that agents would 
be making their calls shortly, ran 
in 105 cities. 

Under the terms of the settle- 
ment, the union and insurance 
company have agreed to withdraw 
all pending court actions, includ- 
ing the advertising suit. 


THEODORE FISHER 

MASSAPEQUA ParRK, N. Y., Feb. 
21—Theodore C. Fisher, 44, Pedlar 
& Ryan v.p., died of a heart attack 
at his home today. 

Mr. Fisher had been in adver- 
tising for nearly 25 years. He was 
with Ruthrauff & Ryan before 
serving with Pedlar & Ryan as a 
time buyer, media director, v.p. 
and, for the last two years, ac- 
count executive for Procter & Gam- 
ble products. 


CHARLES A. LAHM 

CLEVELAND, Feb. 21—Charles A. 
(Art) Lahm, 65, associated with 
the advertising department of the 
Cleveland Plain Dealer for more 
than 40 years, died here from a 
heart ailment. Mr. Lahm left the 
Plain Dealer office, after telling 
associates he felt ill. He was found 
dead in his auto on a downtown 
street the next afternoon. 

Mr. Lahm started in the news- 
paper business as a collector for 


the Cleveland Press before World 
War I. He worked a year as ad- 
vertising makeup man on the Cin- 
cinnati Post, then returned to 
Cleveland as a classified advertis- 
ing solicitor for the Plain Dealer. 
For the past eight years he had 
sold local and national food adver- 
tising. 


HARRY YEIDEL 

ORLANDO, Fia., Feb. 19—Harry 
Yeidel, 37, formerly a copywriter 
and account executive in the di- 
rect selling department of Ruth- 
rauff & Ryan, Chicago, died here 
Sunday, following a lengthy ill- 
ness. Mr. Yeidel was a resident 
of Park Forest, II1. 


HENRY C. SEIPP 

Cuicaco, Feb. 21—Henry C. 
Seipp, 35, public relations counse- 
lor for the Ford Motor Co. air- 
craft engine division here, died 
Tuesday in Little Company of 
Mary Hospital from injuries re- 
ceived in an auto collision Feb. 1. 


was advertising 
manager for Neu- 
mode Hosiery 
Co., Chicago. 
Before joining 
Neumode she was 
a copywriter for 
| Marshall Field & 
| Co., Chicago, and 
has been associ- 
im ated with George H. Hartman Co., 
——_ agency, and KXLW, Clay- 
on, 


Barbora Van Ness 


lL. G. Venard 


sentative company. Replacing h 
as president is Lloyd George Ve- 
— ym roy v.p. 

r. Taylor said this move was 
a part of the company’s long term Record Group Names Griffin 
expansion policy, which prompted| John W. Griffin, one of the pio- 
the recent appointment of Howard | neers in the record industry, has 
B. Meyers, former sales manageT| been appointed executive secre- 
of WMAQ, Chicago, as western | tary of the newly organized Rec- 
sales manager, and the addition of|ord Industry Assn. of America, 
Michael Sweeney and Winston | New York. During the past three 
Kirby, formerly of ABC, to the| decades Mr. Griffin has—among 


O. L. Taylor 


Mo. 


New York sales staff. 


Casler Names Henricks V. P. 

William F. Henricks has been 
named a v.p. of Casler, Hempstead 
& Hanford, Chicago. Mr. Henricks 
joined the agency in 1948 as PR 
director. Later he became an ac- 
count executive, handling Hotpoint 
commercial cooking equipment de- 
partment, Autocessories Ltd. and 
S. H. Arnoldt Inc. accounts. 


| Louis Waldman Appointed 


| Louis D. Waldman, formerly 
| sales promotion director for Teen- 
| timers Inc., New York, has been 

appointed to the newly created 
| post of publicity coordinator ani 
| sales promotion director of Snel- 


| other things—operated his own re- 
| tail record business and held ex- 
| ecutive posts with Radio Corp. of 
America, American Record Corp. 
(predecessor to Columbia Records) 
and Capital Records. He is re- 


turning to the industry after an 
absence of a few years. 


Brown Joins Tatham-Laird 
David D. Brown, formerly man- 
ager of the recently-closed Chi-) 
| cago office of Kastor, Farrell, | 
| Chesley & Clifford, has joined the 
| contact staff of Tatham-Laird Inc., | 
hicago. | 


Tobey to ‘Field & Stream’ 
Bradford Tobey, former] 
Fortune and Architectural 


with | 
‘orum, 


| lenburg’s, Philadelphia department has joined the Chicago advertising 


store. 


| staff of Field & Stream. 


_ 
‘3 
o, 


Liberty Net Sues 
13 Baseball Clubs 
for $12,000,000 


Cuicaco, Feb. 21—Liberty 
Broadcasting System today filed a 
$12,000,000 anti-trust suit against 
13 major league baseball clubs. 
Also named in the suit were the 
presidents of the two major leagues 
and baseball commissioner Ford 
Frick. 

Gordon McLendon, Liberty 
president, said the network was 
being forced to discontinue its 
game-of-the-day radio broadcasts 
because the 13 clubs had denied it 
access to their parks. This was 
done in spite of the fact that Lib- 
erty had bid higher for broadcast 
rights than any other broadcaster, 
he said. 

Liberty also is asking for an 
injunction enjoining the defend- 
ants from refusing to permit the 
network’s agents to enter the parks 
of the clubs named. 


® The network has sustained los- 
ses and suffered damages in ex- 
cess of $4,000,000, Mr. McLendon 
said. It is asking treble damages, 
as provided by anti-trust laws. 

Mr. McLendon declined to say 
why three teams—the Brooklyn 
Dodgers, Cincinnati Reds and Chi- 
cago White Sox—were not named 
in the suit, He said it was “a legal 
matter.” 

However, the White Sox a 
Liberty have signed a three-ye 
contract calling for broadcast 
all Sox home and away games 
52, 53 and "54. 

Liberty’s suit was filed in feder 
district court for the northern di 
trict of Illinois. No date for hea 
ings has been set. 


MUTUAL SIGNS 9 CLUBS 

New York, Feb. 22—Mutu 
Broadcasting System has signed 
carry game-of-the-day broadcas 
of nine major league baseba 
clubs this season. Falstaff Brewin, 
Corp. (Dancer-Fitzgerald-Sample 
will sponsor the games on a “larg 
list of stations.” The rest of th 
Mutua! network will sell the gam 
cooperatively to local sponsors. 

Last year Falstaff sponsor 
major league games on Libert 
Broadcasting System. 

Mutual’s 1952 baseball coverag 
will include games of the Chicag 
White Sox, Cleveland Indians, De 
troit Tigers and St. Louis Browns 
in the American league and the 
Boston Braves, Brooklyn Dodgers, 
Chicago Cubs, Cincinnati Reds and 
Philadelphia Phillies in the Na- 
tional league. Mutual said negoti- 
ations with other major league 
clubs are still in progress. 


Guide for Art, Photo 
Buyers Out in March 

Art Director & Studio News, 
New York, news monthly of com- 
mercial art, will publish the first 
annual Art & Photo Buyers’ Guide, 
listing more than 1,000 artists, 
photographers and_ studios, on 
March 10. The price is $1. 

The annual is aimed at art di- 
rectors and other buyers of art, 
photography, typography and ai- 
lied services. Its lists will be ar- 
ranged by specialization (airbrush 
to wood engravings). The guide 
will be “the first comprehensive 
directory ever published to cover 
the advertising and editorial art 
and photographic fields.” 


| KTBI Changes Call Letters 


KTBI, Tacoma, has changed its 
call letters to KTAC and gone on 
a full-time schedule at 850 on the 
dial. Ted Knightlinger has been 
appointed general manager and 
Don Hopkins sales manager. 


McBee Co. Shifts Gibson 
E. H. Gibson, v.p. and sales 


"manager of McBee Co. Ltd. To- 


ronto, has been appointed sales 

manager of the accounting equip- 

— of McBee Co., New 
ork. 
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Appoints ]. Robert Guckert 


J. Robert Guckert, formerly ac- 
count executive and copy director 
of James A. Stewart Co., Carnegie, 
Pa., has been appointed an account 
executive of John R. C. Williams 
Advertising, Pittsburgh. 


Williams Joins Dowd Co. 


Miles Tod Williams, formerly an 
account executive with Horton- 
Noyes Co., Providence, has been 
appointed an account executive for 
Jonn C. Dowd Co., Boston. 


in the Toronto market 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


- PUTS IT RIGHT 
~ IN YOUR LAP 


Yr, 


421,121 


COPIES DAILY 


A.B.C. Publisher's Statement, Sept 


30, 1951 
The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 


Private Lines 


Rumors that the National Broad-, cards are in a red b6x which bears, 


casting Co. has agreed not to sell 
spot announcements or time im- 
mediately adjacent to “Hollywood 
Star Playhouse,” sponsored by the 
American Bakers Assn.’s Bakers 
of America promotion, are only 
partly true. 

The all-industry program pro- 


| mainder of the deck is devoted to 


motes baked goods generally and| 


NBC agreed not to sell adjacencies 
to any specific baker or bakery 
chain at the ABA’s request. Af- 
filiates carrying the show also 
have agreed to observe this pledge. 
However, the ban does not apply 
to other advertisers and does not 
set a precedent. Similar agree- 
ments have been made in the past 
for other sponsors to prevent in- 
dividual companies from capital- 
izing on similar jointly sponsored 
programs. 
” o [ 

As part of its promotion of Flint 
and Ekcoline kitchen tools to deal- 
ers, Ekco Products Co. is equip- 


ping its sales representatives with 


an unusual deck of “playing” cards. 
The deck consists of 53 cards, 
6x4” in size, all of them aces. The 


| 


| 


| Corling, 


| 
| 
| 


in bold white letters, the message | 
“Here's a great deal! Advertising | 
campaign for spring 1952.” | 

The first of the 53 cards within | 
explains “Here's the biggest fistful | 
of aces you've ever held!” The re- | 


showing, on each card, a reproduc- 
tion of an ad to run in national 
magazines during the spring cam- 
paign, a small inset of the cover 
of a magazine, and the month in 
which the ad will appear along 
with circulation figures for the 
magazine 


o - * 

Aubrey, Finlay, Marley & Hodg- 
son, Chicago agency, is being 
haunted by the ghost of its former 
self—Aubrey, Moore & Wallace. 
Three persons to join the staff 
within the past 10 days are Aubrey 
mail boy; Jean Moore, 
researcher, and Bill Wallace, copy- 
writer. 

° e 7 

“Down You Go,” DuMont TV 
show sponsored by Old Gold, 
really has pulling power. Since it 
started last fall (AA, Sept. 3 et 


Cueck your schedules ... if your adver- 
tisements (or your clients’) are not appear- 
ing in the Long Beach Press-Telegram then 
you are overlooking more than $340,797,295 
in spendable family income among the 04,205 
city zone subscribers of the Long Beach 
Press-Telegram. (1n addition, 24,167 Press- 
Telegram families reside in the rapidly ex- 


panding suburban area.) 


Long Beach ranks tenth in the nation in 
effective buying power per capita according 
to Sales Management's Survey of Buying 
Power. Press-Telegram readers are the rich- 
est audience in this autonomous segment of 
America’s third largest market. 


Don’t “Lock your door at noon” by over- 
looking this ready and able-to-buy market. 
Put the Long Beach Press-Telegram on your 


schedule NOW, 


MORE THAN 2 OUT OF 3 READ THE 


Press-Telegram 


IN LONG BEACH, CALIFORNIA 


Netionel Representatives: Cresmer & Woodwerd, Inc. 


A 


FOR DAD—If dad gets a Marlboro shirt 
for Father's Day, in the package will 
be a recording of “We're Just Wild 
about Daddy.” The record promotion will 
be tied in with newspaper ads, window 
streamers and other point of sale aids. 
Leonard F. Fellman & Associates is the 
Marlboro Shirt Co. agency. 


seq.) it has received more than 
50,000 letters per week. Lately it 
has pulled more than 60,000. Now 
the radio version, started Feb. 9, 
reports 18,000 letters in its first 
week. Aired over some 350 Mutual 
stations (6:30-6:55 p.m., CST), the 
show has no sponsor yet. As in the 
TV version, an Encyclopaedia 
Britannica World Atlas is given 
for each question used. If the 
panel is stumped, the sender gets 
a complete set of EB. 
* * a 

Svenska Telegrambyran, Swed- 
ish agency with offices in Stock- 
holm, Gothenburg, Malmo and 


Halsingborg, last month celebrated | 


its 85th anniversary. The cele- 
bration included the distribution 


Society. 


Rockettes Plans ‘52 Drive 


Rockettes Footwear Corp., Bos- 
ton shoe manufacturer, will use 
Glamour, Mademoiselle, Modern 
Screen, Seventeen and Vogue for 
its 1952 promotion. Retail promo- 
tion kits and advertising manuals, 
including newspaper mats, radio 
scripts, window displays and other 
selling aids, have been released to 
retailers. 


Union Central Names Two 


Union Central Life Insurance 
Co., Cincinnati, has promoted Rob- 
ert W. Ashbrook, who has been 
with the company for 21 years, 
to director of sales art. William A. 


| Pogue, formerly with Guenther, 
| Brown & Berne, Cincinnati agen- 


cy, has been appointed editor of 
“The Agency Bulletin,” monthly 
house organ. 


dvertising Age, February 25, 1952 


‘Country Gentleman’ 
* o 
Adding New Section 
’ . = ’ 
on ‘Country Living 

PHILADELPHIA, Feb. 22—Country 
Gentleman in its March issue has 
revised its editorial content to in- 
clude a major new section called 
|“Country Living.” 
| This section will have its own 
| four-color cover and will be edited 
| for all members of the farm family. 
| It will not be a “back-of-the- 
| book” section, but will be given 
prominence. For March it will 
take the magazine’s center posi- 
tion, 

At the same time, “Country 
Gentlewoman” will be merged into 
“Country Living.” It has been a 
special section for 17 years. 


s “‘Country Living’ is a new kind 
of editorial program in the farm 
magazine field,’ explained Editor 
Robert H. Reed. “It will deal with 
the farm family’s entire range of 
better-living interests, in the com- 
munity and the world as well as 
those centered around the modern 
farm house.” 

The new section will cover such 
subjects as home building and re- 
modeling, home furnishings and 
equipment, interior decorating, 
gardening, outdoor living, recre- 
ation, travel, foods, beauty, handi- 
crafts, fashions, health, child care. 
It will include departments de- 
voted to children, teen-agers, rural 
| youth groups and rural women’s 
| clubs, profiles of successful fami- 


| to 49 long-time employes of the’ lies, stories on community projects 
| Gold Medal of the Royal Patriotic| and religion, and a shoppers’ sec- 
n. 


tio 


Agency Gets Mop Account, 
Appoints Gary Garabedian 

Advertisers’ Service Co., Paw- 
tucket, R. 1, has been appointed 
to handle advertising for New 
England Mop Co., Pawtucket. 
Trade publications, newspapers 
and direct mail will be used. 

Gary Garabedian, formerly with 
the advertising department of Out- 
let Co., Providence department 
store, has been appointed art di- 
rector of the agency. 


Mastic Tile Promotes Two 


Mastic Tile Corp. of America, 
Newburgh, N. Y., has promoted 
Carl Resnikoff, with the company 
since 1947, to v.p. in charge of 
sales. Joseph G. Baumann has been 
advanced from assistant sales 
manager to sales manager of the 
eastern division. 
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PHILIP W. HALL 
New Brunswick, N. J., Feb. 19 
—Philip Wells Hall, 75, president 
of the former Hall Printing Press 
Co., and a former executive in| 
charge of sales for R. Hoe & Co., 
printing press manufacturer, died 
Feb. 17 at a nursing home here. 
Born in Brooklyn, N. Y., Mr. 
Hall began his career with Alumi- 
num Plate & Press Co., Plainfield, 
N. J., which in 1903 became Hall 
Printing Press Co. Mr. Hall was 
president until the company was 
merged with R. Hoe & Co. in 1924. 
From then until 1926, when he re- 
tired, Mr. Hall directed press sales. 
From 1942 to 1944 he served as 


Sey, de pow maemerine fares bey Besilte 
“Oh mo! | jast want to see if you shave with « Feather Wewght Gem Maser’ 


“1 eaty ached f vow bed the tne 
Ah have alt the thee ie the workd fer © man =ithnow “5 (Clock Shadow’! 


superintendent of printing ma- 
chinery in the publication depart-| 
ment at the Raritan Arsenal. 

A designer and an inventor, Mr. 
Hall was a pioneer in the manu- 
facture of rapid rotary lithograph 
presses. He manufactured the first 
rotary lithograph to print from) 
metal plates, and was the first to} 
build a multi-color lithograph) 
press. During World War I, Mr. 
Hall built for the Army Corps of 
Engineers the first portable unit 
of rotary lithograph presses for 
printing maps near the battlefront. 

| 
JEROME B. POUND 

MriaMi Beacu, Feb. 19—Jerome 
B. Pound, 87, founder of several 
newspapers and operator of a 
chain of hotels, died here Feb. 17.) 
At his death he was executive) 
president of hotels in Jacksonville, | 


. 
SLICK—These ads are typical of the new cartoon campaign launched by American 
Safety Razor Co. for Gem razors and blades. They will appear in 100 newspapers 
and four magazines, through Federal Advertising Agency. (Story on Page 33.) 


Savannah, Savannah Beach and. 


Chattanooga. He founded the Mem- 
phis News, Knoxville News, Chat- 
tanooga News and Macon News, 
and formerly operated the Knox- 
ville Morning Tribune and Knoaw- 


San Francisco sales office since 
| 1938, died suddenly at his home 
here. 


| JAMES W. BLAIR 


ville News-Sentinel. | 


| CLEVELAND, Feb. 19—James W. 
| Blair, veteran display advertising 
W. GRASON WINTERBOTTOM salesman for the Cleveland Press, 
CAMBRIDGE, Mp., Feb. 19—W.| died at his home Saturday after 
Grason Winterbottom, 84, a pio-| 4 heart attack. 
neer in the canned food field and; Mr. Blair, 63, joined the Press 
one of the founders of Phillips | when only 18. He was assistant 
Packing Co., died here last week | cashier when he enlisted for serv- 
after a long illness. lice in World War I. 


CAPEN EAMES switched to the old Cleveland 
BERKELEY, CaL., Feb. 19—-Capen| Times but returned to the Press 
Eames, head of Family Circle’s| within two years. Soon he began 


Any way 

you figure it— 
news, circulation, 
advertising— 

daily or Sunday... 
we’re the leading 
paper here 


San Francisco Examiner 


REPRESENTATIVES: HEARST ADVERTISING SERVICE 


During the mid-1920s Mr. Blair | 


selling advertising, and was active 
until his death. 

Fifteen years ago Mr. Blair be- 
came active in the budding Ameri- | 
can Newspaper Guild and organ- 
ized the Press commercial depart- 
ment. Last month the Cleveland 
guild local cited Mr. Blair as “the 
dean of the year,” conferring the 
honor for the first time on an 
advertising man in the city. 


| 
| 
| 


MYER ROSENBERG 

Cuicaco, Feb. 19—Myer Rosen- 
berg, 59, head of the advertising 
promotion and premium company 
bearing his name, died here yes- 
terday of a heart ailment. 
| The company, which specializes 
}in self-liquidating premiums, was 
founded by Mr. 
years ago. His brother Ed and his 
sister Gertrude, who were associ- 


ated with him, will continue to) 


_ operate the firm. 


/RALPH T. BEAUDIN 

| Concorp, N. H., Feb. 19—Ralph 
| T. Beaudin, 40, assistant circula- 
tion manager for 18 years and 
| more recently production manager 
| of all publications of the American 
| Radio Relay League of West Hart- 
| ford, Conn., died here Feb. 15 ai 
| the Rumford Press after a heart 
| attack. 


DR. EUGENE ANTAL 
PuTNAM, Conn., Feb. 19—Dr. 
Eugene Antal, 81, died Feb. 12 at 
his home here. Dr. Antal at one 
| time was publisher and editor of 
The New World, at Trenton and 
Allentown, Pa. He retired 25 years 
| ago. 


t 


_GEORGE N. HANDLEY 
SEATTLE, Feb. 19—George N. 


| Handley, 71, president of Metro- x 
one| MA 
lof the largest prirting establish-| “A 


|politan Press Printing Co., 


ments in this area, died Saturday 
| after an illness of several months. 
A native of Topeka, he came to 
| Tacoma in 1891. He worked as an 
engraver in Tacoma, Seattle and 
Portland, and was a union organ- 
izer. He became associated with 
Metropolitan Press in 1917. 


_ WILLIAM A. KAUFMANN 

| SEaTTLE, Feb. 19—William A. 
Kaufmann, 59, sales manager of 
be grocery products division of 
Centennial Flouring Mills Co. here, 


died suddenly on Feb. 13. 

| Mr. Kaufmann had been asso- 
ciated with Centennial since 1933. 
| He directed the company’s gro- 
|cery products sales program in 
| Washington, Oregon, Idaho, Mon-| 
| tana and Alaska. } 


THOMAS I. STONER 

Des Mornes, Feb. 21—Thomas| 
| I. Stoner, 83, owner of the Inter- | 
state Advertising Co. and presi-| 
dent of Stoner-McCray Advertis- 
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Roanoke, Va., Adclub Elects 

The Advertising Club of Ro- 
anoke, Va., has elected Chester D. 
Palmer Jr., assistant advertising 
manager of Norfolk & Western 
Railway Co., president. Other of- 
ficers elected are Shields Johnson, 
lst v.p.; W. J. Shepherd, 2nd VP 
Jack Kelly, secretary; Henry Wil- 
liamson, assistant secretary, and 
Vic Heiner, treasurer. 


Ellis Gets Kleensweet Account 
Liquid Veneer Corp., Buffalo, 
has appointed Ellis Advertising, 


ing System, died of peritonitis on| Buffalo, to direct advertising of 
Tuesday at Iowa Methodist hospi-| its new product, Kleensweet & 
tal here. He had been at his desk | Little Pete. The product is a liquid 


daily until he was taken ill and 
entered the hospital on Jan. 29. 
Mr. Stoner started his outdoor 
| advertising business in 1904 with 
Interstate Advertising, which now 
operates in 12 midwestern states. 
Stoner-McCray operates in Iowa. 


CHARLES G. WOOD | 

| Stiver Sprincs, Mp., Feb. 20—)| 
Charles G. Wood, 81, formerly 
publisher of the Times, New Bed- 
ford, Mass., died yesterday at his 
home here. 

Widely known as an expert in 
labor relations, Mr. Wood sold 
the Times in 1913 to devote full 
time to that work. At one time he 
was federal conciliator in the U.S. 
Department of Labor. 


air freshener, Kleensweet, in a 
cocker spaniel figurine container, 
Little Pete. 
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FAITHFUL REPRODUCTION 
BY SILK SCREEN PRINTING 


CONTINENTAL 


DISPLAY 


ADVERTISING CO. 
2 1411 WYANDOTTE K. C. MO. ; 


SP eeeeeeeseseeseeesseeseeeeeeene 


a 
ne 
= 


eeeerer ee eeeeeee 


ete 


jis 


Rosenberg 22) 


‘| \ \ 


THAT 


Tell your sales story to physicians 
in the eagerly-read, every-member 


journal of Med. 


yd Assn. of 
AWAIT! Med. Journ 


icine 


so 
mi URI STATE Med. Assn., Journal of 
NEBRASKA State Med. Journal 

N ENGLAND Journal ef Med. 


OHIO State Med. Journal 
OKLAHOMA State Med. Assn., Journal «# 
PENNSYLVANIA Med. Journal 
ROCKY MOUNTAIN Med. Jour. (Cole, Utah, 

ys -, New Mex., Mont.) 
SOUTH CAROLINA Med. Assn., Journal of 
SOUTH DAKOTA Journal of 
TENNESSEE State Med. Assn., Journal of 
TEXAS STATE Journal of Med. 

d. Month! 


VIRGINIA Med. 
WEST VIRGINIA Med. Journe! 
WISCONSIN Med. Journal 


i 


country practitioners 
or city specialists 


THE MEDICAL JOURNALS 


STATE MEDICAL JOURNALS 


REPORT the 
LOCAL 
NEWS 


‘=/ 34 State Medical Journals 

39 states. One con- 
Invoice for all. 
compalgn te suit 
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Book of 
the Yea. 


What a book! 1,800 pages...420 of them in full color. 399 
service features of vital interest to women...104 articles on 
food alone...114 on fashion...84 on home furnishings 
and appliances...38 on beauty. Plus fiction galore. 


It costs...at your corner newsstand...only $3.00. 


It’s a book for women. It is rich with under- 
standing of women’s aspirations...of their 
insatiable desire to lead a better life... 

for themselves and their families. 


he 
Naturally, this book is a best-seller. More ome 
than 4,000,000 copies are eagerly read cman 


every month...50,000,000 copies a year 
...loved and used. 


fi 
y 


? 
J 


For the reader, there is an endless 
flow of ideas, fresh new ideas...ready 
to take practical form in the home. 


For the advertiser, there is the 
evidence of steadily climbing circulation 
...of leadership on the upswing. This 
astonishing “‘book” is McCall’s Magazine 
for the year 1952. 


UP in circulation... 
UP in advertising 
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